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Bergmann Heads 
Parkson; Agency 
Adds Williams 


Bruck Named Chairman; 
Kletter Leaves to Join 
Pharmaceuticals Inc. 


New York, Sept. 13—Ted Berg- 
mann has resigned as vp of Mc- 
Cann-Erickson to become president 
and chief executive officer of 
Parkson Advertising, effective Oct. 

He succeeds Edward Kletter, 
who earlier this week was elected 
vp, director of advertising and ex- 
ecutive committee member of 
Pharmaceuticals Inc., the major 
client of Parkson. 

At the same time, Parkson an- 
nounced that it has been named 
by Pharmaceuticals to handle do- 
mestic and Canadian advertising 
for all J. B. Williams Co. prod- 
ucts. This move was forecast in 
these columns earlier (AA, July 
29), when the purchase of Wil- 
liams by Pharmaceuticals was 
first reported. The account in- 
cludes shaving creams, Aqua Vel- 
va, Lectric shave, Skol and 
Kreml, moving from J. Walter 
Thompson Co.; and Conti prod- 
ucts, from Doherty, Clifford, 
Steers & Shenfield. 

Franklin Bruck, formerly exec 


(Continued on Page 8) 


Lipscomb Leaves 
]. B. Williams; Named 
President of BofA 


Sun VAatiey, Sept. 13—Charles 


T. Lipscomb Jr., 49-year-old presi- | 
dent of the J. B. Williams Co., has| 
been named president of the Bu-| 


reau of Advertising, American 
Newspaper Publishers Assn. 

Mr. Lipscomb, a longtime toile- 
tries executive, succeeds Harold S. 
(Rusty) Barnes, who ieft the bu- 
reau March 29 in a did-he-jump- 
or-was-he-pushed atmosphere. Mr. 
Barnes held the title of director of 
the bureau; his successor’s title as 
chief executive officer will be 


president. The appointment is ef- 0 


fective Oct. 8. 

Since Mr. Barnes’ departure, 
the bureau has operated under the 
leadership of Robert L. Moore, 
who was named acting director. 
Mr. Moore’s regular title is direc- 
tor of sales and marketing. 

In announcing Mr. Lipscomb’s 
appointment to possibly the top as- 
sociation job in the U. S.—a post 
that paid Mr. Barnes something 
like $60,000 a year—Richard L. 
Jones Jr., chairman of the BofA 
board of directors, said: 

“Mr. Lipscomb brings to his 
new position an imposing back- 
ground of marketing and sales 
management, which we feel can 
very definitely be utilized to great 
effect in the newspaper industry.” 


= Mr. Barnes’ exit from the bu- 
reau was characterized last April 


(Continued on Page 127) 


Trust Buster's Swan Song . . . 


Anti-Trust Still Perils 
Publishers, SaysKramer 


Publishing Problems 
Are Psychological as 
Well as Legal, He Says 


During the past 10 years, Vic- 
tor H. Kramer more than any 
other single individual devel- 
oped and handled the govern- 
ment’s anti-trust cases against 
advertising media. Last week he 
ended 19 years of public serv- 
ice to open his own law prac- 
tice. He was able for the first 
time to take ADVERTISING AGE 
behind the scenes for an inti- 
mate discussion of the back- 
ground and _ significance of 
cases which have contributed to 
the evolution of advertising. 


By Stanley E. Cohen 


WaAsHINGTON, Sept. 11—The man 
who was responsible for handling 
many of the recent anti-trust 
eases involving advertising and 
advertising media cautioned last 
week that publishers in particular 
are likely to have more anti-trust 
troubles unless they learn some 
lessons from the past. 

He expressed confidence that 
the consent decrees eliminating 
the agency recognition system 
were contributing to the orderly 
development of the advertising 
business and voiced hope that a 
forthcoming study of tv network 
practices will enable the Federal 


Communications Commission to 
deal with tv’s “monopoly” prob- 
lems before any extensive volume 
of anti-trust litigation is necessary 
in that field. 

The publishing industry’s anti- 
trust troubles are both legal and 
psychological, according to Victor 
H. Kramer, former chief of litiga- 
tion for the Justice Department’s 
anti-trust division. 

For many years, he observed, 
courts have held that publishing 
and advertising activity are out- 
side the scope of the anti-trust 
laws, so most publishers apparent- 
ly felt no responsibility to avoid 
the kinds of restraints which had 
long been banned in other fields. 


® Even after it was already clear 
that newspapers would be com- 
pelled to meet the same tests as 
other businesses, he added, many 
publishers—including the indus- 
try’s leaders—continued to display 
amazing ignorance of the law, fall- 
ing back confidently on the atti- 
tude, “You can’t do this to us.” 
Government attorneys learn to 
expect that companies involved in 
investigations and complaints will 
try to escape through the use of 
political pressure, but in his 19 
years as an anti-trust prosecutor, 
he said, there were few instances 
of industries which relied as heav- 
ily on political pressure as the 
(Continued on Page 96) 
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I nates 


RELAXED—Series of fall ads for Bur- 

berry outerwear will feature this 

pipe-smoker in the deerstaiker 

hat. This page will appear in The 

New Yorker’s Sept. 28 issue. 
(Story on Page 8.) 


‘Decision Time’ 
Is at Hand for 
Pay TV: Doerfer 


New York, Sept. 12—Federal 
Communications Commission 
Chairman John C. Doerfer today 
indicated that the FCC hopes to 
make “some definite determina- 
tion soon” on the question of sub- 
scription television. 

In his first speech since taking 
over as chairman of the commis- 
sion, Mr. Doerfer, who spoke before 
the Radio & Television Executives 
Society, also set a timetable for 
any action that may result from the 
Barrow study of the network tv 


(Continued on Page 126) 


JWT Exec Tells Premium 
Ad Assn. U.S. Economy 
Will Hit $650 Billion 


New York, Sept. 11—The fore- 
cast of a $650 billion economy for 
jthe U.S. within the next decade 
will require double today’s adver- 
tising outlays, according to a top 
advertising agency economist. 

Arno H. Johnson, vp and senior 
economist of J. Walter Thompson 
Co., speaking before the Premium 
Advertising Assn. of America, 
meeting in conjunction with the 
New York Premium Show, pre- 
dicted that to support this $650 
billion production economy in 1968, 
means an expansion in consumer 
sales of $140 billion, or 50% over 
mid-1957 and calls for “from $17 
billion to $21 billion of total ad- 
vertising—or nearly double the 
present” expenditure. 


® Relating that the American 
economy experienced “a serious 
slowdown in consumption growth” 
during 1957, Mr. Johnson urged 
“a re-examination of the sales or- 


Ad Budgets Will Have to Double to 
Match Economy in ‘68: Arno Johnson 


ganization and the advertising 
budgets—to see if they are ade- 
quate for the job to be done and 
for the opportunity that exists.” 

Mr. Johnson cited the need “to 
raise our sights” in the whole 
marketing strategy, since con- 
sumption must be vastly increased 
over the present high level to at- 
tain the projected level of produc- 
tivity in the next decade. 

While one-third of the 50% in- 
crease in consumer consumption 
will result from increased popu- 
lation, he said, “the rest must 
come from changed concepts and 
habits of living.” 


= Changes in income do not nec- 
essarily alter consumer buying 
patterns, he emphasized—“this is 
natural because consumer habits, 
likes and motives are the result 
of past experience built around 
a lifetime of training and a con- 
cept of a standard of living quite 
different from what is now pos- 
sible,” Mr. Johnson said. 

Selling, advertising, packaging, 
merchandising, premium incen- 

(Continued on Page 126) 


Direct Mail Failing in 
Developing Research, 
Promotion, He Adds 


Wasuincton, Sept. 13—Mem- 
bers of the Direct Mail Advertis- 
ing Assn. were told today that as 
selling becomes competitively 
tougher, direct mail will continue 


an analysis of the current use 
report on FCC investigations of 


The Broadcasting Industry 


Starting on Page 51, Advertising Age presents its annual sur- 
vey of the broadcasting industry. In addition to its regular week- 
ly coverage of the broadcast media, AA in this section reviews 
the changes and highlights in tv and radio—network, spot and 
local—of the past year. Also included are a report on the dizzy 
pace in which tv and radio stations are being sold at fancy 
prices, a rough-and-tumble question-and-answer session with 
the heads of the four radio networks, a comparison of television 
in the tenth year of its networks with radio in the tenth year of 
its networks (1937), a review of tv and radio around the world, 


Eye and Ear Man’s selection of the top ten tv commercials and 
top five radio commercials of the year. 


of spot tv barter, a Washington 
tv networks and toll tv, and our 


New Yor«k, Sept. 13—Emerson 


ton Inc. in a top executive post. 


in the New York area next month 
ad Sept. 16 and Sunday sections 


New York, is the agency. 


Last Minute News Flashes 


Emerson Foote Joining Bryan Houston Inc. 


Foote, who resigned as exec vp of 


McCann-Erickson last February (AA, Feb. 4), is joining Bryan Hous- 


Kimberly-Clark Sets Drive to Introduce Fems 


NEENAH, Wis., Sept. 13—Kimberly-Clark Corp., maker of Kotex and 
Fibs tampons, will start test marketing Fems, a new sanitary napkin, 


. Grocer-Graphic will carry a trade 
of 18 area newspapers will carry 


page ads Oct. 20. Local editions of Woman’s Day and Family Circle 
also will be used. On Oct. 28, 1,843,769 women in the area will re- 
ceive 15¢-off coupons for Fems. Box of a dozen Fems will cost 50¢; 
Kotex sells for 43¢ a dozen. Doherty, Clifford, Steers & Shenfield, 


(Additional News Flashes on Page 127) 


Direct Mail Will Benefit as Selling 
Gets Tougher, McQuigg Tells DMAA 


to come into its own. 

The optimistic forecast came 
from John L. McQuigg, vp and De- 
troit manager of J. Walter Thomp- 
son Co., who expressed the belief 
that direct mail shines in tough sit- 
uations, “where accuracy, utmost 
conviction and top efficiency are 
indicated.” 

Mr. McQuigg coupled his pre- 
diction with a warning that mail 
today fails to function at maxi- 
mum efficiency because the direct 
mail industry is not meeting its 
responsibilities in research, pro- 
motion and personnel recruitment. 


= Calling for active research sup- 
ported on an industry-wide basis, 
he explained most direct mail re- 


(Continued on Page 123) 


McGraw-Hill Is 
Out of MPA; Cites 
‘Orientation’ Shift 


Gerardi Says Group Is 


Broadening Scope Away 
From Business Papers 


New York, Sept. 12—McGraw- 
Hill, biggest business magazine 
publisher in the U.S., has resigned 
from the Magazine Publishers 
Assn. because the MPA is moving 
toward emphasis on general mag- 
azines. The resignation is effective 
in six months. 

Joseph A. Gerardi, exec vp of 
McGraw-Hill, which pays about 


(Continued on Page 126) 
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‘Don’t Blame the Barometer’... 


Nielsen Co. Branches Out as New 
Generation Takes Over Operations 


Coupon Service, More 
Activity Abroad Mark 
Accession of Arthur Jr. 


By Larry Doherty 


Cuicaco, Sept. 5—Arthur 
Charles Nielsen Jr., recently 
named president of the huge mar- 
ket research organization his fa- 


Kentucky Tavern 
to Stress People, 
Shun ‘Ad Platitudes’ 


New York, Sept. 10—Glenmore 
Distilleries Co., Louisville, Ky., 
will increase by 20% its advertis- 
ing budget for Old Kentucky Tav- 
ern bourbon whisky during the 
current fiscal year, ending next 
August. This means that the com- 
pany probably will spend about 
$600,000 to promote the brand. 

Ads will be used on a continuing 
weekly schedule in 100 daily news- 
papers and on a 13-page schedule 
in, respectively, Newsweek, Sports 
Illustrated and Time. 

Arthur P. Bondurant, 


vp in 


charge of advertising, here to an- 
nounce the new schedule, through 


PERSONAL ADVERTISING—This ad for 
Glenmore Distillers Co., Louis- 
ville, features a photo of the dis- 
tiller’s board chairman, Col. Frank 
Thompson, in a new campaign for 
Old Kentucky Tavern bourbon. 
D’Arcy Advertising Co., New York, 
is the agency. 


the D’Arcy Advertising Co., here, 
emphasized Glenmore advertising 
will use more personal appeal than 
ever. 

“This,” he said, “is a continua- 
tion of a trend in our advertising 
begun last year, and the thinking 
behind it is classically simple. 


s “A long time back we rejected 
the big bottle, the big boast and 
the big Barnum appeal in our 
whisky advertising,” he said. 

“We believe people primarily 
give their confidence to people, not 
things. We believe people want to 
know not only the product but the 
men behind the product. With us 
that’s easy. We have Col. Frank 
Thompson, board chairman, who 
heads our family business. After 
some persuasion we induced him 
to talk about the whisky he makes. 

“The resulting copy, we feel, is 
notable for its believability and 
natural persuasiveness. Then we 
photographed the colonel just as he 
is. The new campaign,” Mr. Bon- 
durant said, “was conceived to 
break through the general consum- 
er indifference to platitudinous 


tions. 
|@ Nielsen’s 


|to the Far East and has plenty of 


|| Kimberly-Clark, RCA 


liquor advertising.” + 


ther founded, has some bad news 
for a few victims of low ratings 
and other detractors of the radio 
and television rating services. 

Contrary to their fervent wish- 
es, A. C. Nielsen Co. is not going 
out of business. 

The 38-year-old Nielsen, who 
looks amazingly like his father, 
didn’t make the above pronounce- 
ment in so many words, but his 
plans for the future leave no doubt 
of its validity. 


e Further automation of the com- 
pany’s tabulating operations is al- 
ready under way. Included are 
experiments aimed at providing al- 
most instantaneous results of ra- 
dio-tv surveys through the use of 
leased wires from homes having 
metered receivers. 


e Next year, Nielsen will begin 
auditing stores for sales of cam- 
eras, the first of several planned 
diversification moves for the food 
and drug division. 


e The Nielsen Coupon Clearing 
House, now in full operation in 
Clinton, Ia., marks a departure 
from the usual Nielsen type of 
audit and research service. 


e Already in ten countries with 
its food and drug audit, which 
gathers facts on store sales in these 
two product categories, the world’s 

largest marketing research organi- 
zation is looking for more opportu- 
nities to expand its foreign opera- 


new president has 
made six trips to Europe and one 


background to lead overseas ex- 

pansion by the company. His 

younger brother, Philip, 28, is 
(Continued on Page 118) 


Victor Join in Push 


for Kleenex, Album 


NEENAH, Wis., Sept. 10—Kim- 
berly-Clark Corp. and RCA Victor 
will participate in a joint 40-day | 
advertising and promotion cam-| 
paign starting Sept. 23 to push) 
sales of Kleenex and a new Perry | 
Como record album. 

“The Perry Como Highlighter 


Advertising Age, September 16, 1957 


a 

; 
discreet 
marriage 


CONTINUING CAM- 
PAIGN—S t ar t- 
ing in October, 
General Foods 


like this one in 
the November 
Holiday to pro- 
mote its Gour- 
met Foods. 


General Foods Aims Gourmet Foods Copy 


at Connoisseurs of Comestibles (and Ads) 


White Pains, Sept. 11—Gen- | there were a Burke’s peerage of 
eral Foods Corp. will eschew the! preserves, it would start with 
big-photo-and-small-text tradi-| these.” The sketch is a heraldic 
tion in food advertising in favor composition of a unicorn and a 
of big text, perked up by a few | lion—and two jars of GF preserves. 
small sketches, in its forthcoming; Among the preserves extolled 
Gourmet Foods campaign. in the copy are lingonberry pre- 

In its continuing campaign for | | serves, whose “bright little berries 
its new line of fancy foods, the| were found and picked tenderly 
company has decided against the|by the white fingers of Swedish 
tried-and-true formula of “take | maidens—we like to believe”; a 
a beautiful mouth-watering close- | native strawberry preserve, “whose 
up of food ready for serving, tell | aroma alone might be sold for $22 
the housewife she can prepare it/| the oz.”; and an American seed- 
in minutes and add a recipe.” less raspberry preserve “so deli- 

Instead the campaign will chat| cate that we mute our speech in 
lengthily in a “light, humorous (Continued on Page 128) 


and slightly sophisticated manner” 
Armour Ads Mark 


= = w ; > will run chatty, 
( Qa me . 
r Roceee sem ieee Bt [=< 7 entertaining ads 


Seen Lebo en Salton & dm +t ee dpe tor Mf a 


GENERAL FOODS | * GOURMET FOODS 


Album,” a new RCA Victor album 
valued at $1.29, will be offered 
nationally as a premium for the | 
open-up strip of a Kleenex box | 
and 50¢. The offer will be fea-| 
tured on 40,000,000 boxes of Klee- 
nex. 

The offer will be advertised on 
the “Perry Como Show” on NBC, | 
sponsored by Kimberly-Clark, and | 
on “Playhouse 90” on CBS. Both | 
companies also will conduct a pro- | 
motion contest for 3,800 disc jock- 
eys in addition to featuring the six- 
song album in RCA’s “Dee Jay 
Digest.” 


® Letters from Como have been 
mailed to members of 2,300 Perry 
Como fan clubs. Two-color, page 
ads are running in the September 
issues of grocery and drug pub- 
lications. Retail outlets will be 
furnished with tie-in mats, display 
posters and shelf-talkers. 

Foote, Cone & Belding, the agen- 
cy for Kimberly-Clark, is handling 
the campaign. + 


Canadian Paper to Go Daily 
The Examiner, Barrie, Ont.,| 

which has been published three 

times weekly since 1951, will be- 


| use newspapers, 


about “the finest foods from the 
four corners of the earth.” Thumb- 
nail sketches by artist Milton s a 
Glaser will] illustrate not just the Tint Dial s Advent 
products, but things associated) 4 National Market 
(GF currently is introducing the) Cyrcaco, Sept. 10—Armour & 
new line with two teaser ads | Co, has achieved national distribu- 
which picture the Gourmet Foods | tion for Dial soap—in the com- 
white-and-gold packaging against) plexion bar (small) size—in three 
nautical and culinary backgrounds. | new colors, and will promote the 
These, however, 
ductory ads and will be dropped | 
in October when the continuing | 
campaign begins.) 


@ The ads will run in Gourmet, 
Holiday, Sunset Magazine, The 
New Yorker and Telefood, and 
each ad will feature one of the nine 
food categories which make up the 
line. The October ad praises pre- 
serves; the November ad acclaims 
canapes; in December it will be 
flaming desserts, “plus a chocolate 
sauce for those people who don’t 
like having their tablecloths catch 
fire.” 

The October ad starts out with 
a hand-scrawled headline: “If 


are only intro-| move in a six-media advertising 


push. 

The campaign breaks Oct. 17- 
| 18 with r.o. p. color pages in news- 
papers in 100 markets. This will 
|be followed by full-color page 
ads in First Three Markets Group, 
Parade, This Week Magazine and 
eight independent newspaper sup- 
plements. 

Full-color page insertions will 
run in November issues of Coro- 
net, Ladies’ Home Journal, Life, 
Look, McCall’s and Reader’s Di- 
gest. Mentions of the new Dial col- 
ors—green, pink and blue—will be 
made on “The Big Record” on CBS 
and “It Could Be You” on NBC, 
network tv shows sponsored by 


NOW) BATCH Tous Tree wHTH OrmLt 


Lovely New Colors 


~ Complexion ~ ir 


lial 


GA 


COLORFUL DIAL—Armour & Co. will 
Sunday newspa- 


come a daily “as soon as possible,” per supplements and magazines 
Kenneth R. Thomson, president of 
a group which has purchased the 
newspaper, has announced. i 


|plus network television to push 
Dial soap in three new colors now 
in nationai distribution. 


Armour. 

Spot radio commercials are 
scheduled in a few markets. Ar- 
mour also is running spreads in 19 
grocery and drug publications to 
introduce the soap to the trade. A 
national couponing effort will take 
place in November. Foote, Cone & 
Belding is the agency. 


s Armour began test marketing 
Dial in an “improved” gold color 
and in four other colors—white, 
blue, green and pink—earlier this 
year in Muncie, Ind., and Water- 
loo, Ia. (AA, April 1). 

Two months later, new Golden 
Dial was introduced nationally 
backed by an extensive four-media 
ad push (AA, June 3). Armour 
has since discontinued making the 
original Dial soap and also Dial in 
the white color, which was tested 
in the two midwest cities. Armour 
said that consumers did not show 
nearly as much interest in the 
white soap as they did the blue 
pink and green bars. + 


British Ad Group 
Hits Newspapers’ 
Tie-in Ad Deals 


Sales of Space Tied to 
Editorial Features Can 
Backfire, Warns ISBA 


Lonpon, Sept. 10—The Incor- 
porated Society of British Adver- 
tisers’ latest newsletter contains an 
attack on a gimmick newspapers 
|have been using to attract adver- 
tising. 

The gimmick, long used by 
smaller weekly and provincial 
dailies, is to run an editorial fea- 
‘ture and sell advertising space 
around it to companies with inter- 
ests in the field. Lately London 
evening newspapers and even 
some of the national dailies have 
been using the technique. 

The ISBA said the new approach 
to the special feature was not con- 
fined to any one newspaper nor to 
any special kind of product. 

The Society’s trade, technical 
and vigilance committee reported 
“the very marked increase in the 
number of newspaper supplements 
and special features in which 
members are asked to advertise.” 


= Some of these special features 
had given rise to a good deal of 
criticism, said the ISBA. It then 
reprinted a letter to ISBA “from 
an important national advertiser,” 
(Continued on Page 100) 


The sensational new Sports Scott 22 hp! 


pace setting PERFORMANCE | 


SCOTT :-ATWATER ‘Siar & 

FASHIONABLE MOTORS—Scott-Atwa- 
ter Mfg. Co., Minneapolis, will 
break its new “fashionable” ad- 
vertising campaign in October in 
magazines and newspaper supple- 
ments for its new line of multi- 

colored outboard motors. 


Scott-Atwater Uses 
Fashion Ads to Push 


Colorful New Motors 


MINNEAPOLIS, Sept. 10—Scott- 
Atwater Mfg. Co. is going into 
high-fashion advertising to push 
its 1958 line of high-styled out- 
board motors. 

All of the company’s advertis- 
ing in the new campaign, which 
breaks in October, features one 
good-looking girl, who is a student 
at the University of Minnesota. The 
company hopes that the model will 
be an “eye-stopper” for its ad read- 
ers, but will not detract from the 
multi-colored line of motors de- 
signed by Raymond Loewy. 

“This is the first time that a 
‘fashionable’ advertising approach 
has been used in a full-scale cam- 
paign to sell outboard motors,” 
Robert J. Ruff, advertising man- 
ager, told AA. “Typical ads in the 


, industry feature families in boats, 


(Continued on Page 128) 
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Augmented ABC 
Lineup Reaches 
85% of TV Homes 


Net Says It Doesn’‘t 
Hit Clearance Snag 
Above 33rd U. S. Market 


New York, Sept. 12—This fall 
AEC television executives are suf- 
fering a good deal less from one of 
their chronic ailments—station 
clearance headache. 

The pressure has been notice- 
ably relieved in recent months by 
the advent of new stations or by 
the shifting of stations from uhf to 
vhf assignments in key areas 
where ABC had been trying to 
compete on a uhf channel in a 
mixed market. 

As of last spring ABC had hoped 
to be able to offer sponsors live 
clearances on 72 stations covering 
77.8% of U. S. tv homes this fall. 
When the new fall arrivals get on 
the air, the network reports, it will 
be doing even better than this, 
with iive clearances available on 
82 stations, covering 85.2% of U.S. 
tv homes. 

Improvements already made or 


(Continued on Page 32) 


Bissinger Heads 
New Chicago Office 
of Norman, Craig 


Cuicaco, Sept. 11—Norman, 


tion of the Pabst account in May 
(AA, May 13) 
agency’s interest in the Midwest, 
has announced the opening of a 
Chicago office in the Merchandise 
Mart, where Pabst’s offices also 
are located. 

H. G. Bissinger, a vp from the 
New York office, heads up the op- 
eration and functions as account 


New York to work on Pabst is 
Bernard Boronson, who handles 
radio and tv. 

The one other account now in 
the Chicago shop is the Willys 
dealer account. George Paneff, for- 
merly manager of Norman, Craig’s 
Toledo office, is now in Chicago 
as media manager on Willys. 

The Chicago office now has 
about 10 people, but the eventual 
|number is expected to be some- 
| where between 15 and 18. No crea- 
| tive work is being done here now, 
but expectation is that expediency 
| will eventually require that some 
}copy and art people be added to 
| the staff. 
| The agency now has three of- 
|fices outside of New York. The 
other two are in Los Angeles and 
| Toledo. # 


Jerrold Speaks with ‘Guarded Optimism’ of 
Bartlesville Test; Awaits End of Free Trial 


BARTLESVILLE, OKLA., Sept. 10— 
Everyone immediately concerned 
seems to be pleased with initial re- 
sults of the country’s first pay tv 
system, which started here Sept. 3 
(AA, Sept. 9), and appears to be 
gaining momentum. 

The system, which was devel- 
oped and installed by Jerrold 
Electronics Corp., Philadelphia, 
has been showing first-run movies 
to an estimated 300 to 400 sub- 
scribers three times a week, plus 
re-runs from 2 p.m. to midnight. 

Henry S. Griffing, president of 
Video Independent Theaters Inc., 
owner and operator of the system, 
is not expected to disclose figures 
for another week or so. Current 
plans are to gather all data and 
hold a press conference in New 
York some time soon. 


® In Washington, the Federal 
Communications Commission this 


KLM Dutch Airline 
Consolidates Foreign 


Ads at Erwin, Wasey 


AMSTERDAM, Sept. 10—KLM 
Royal Dutch Airlines has decided 
to consolidate its worldwide ad- 
vertising with Erwin, Wasey & Co. 
(Erwin, Wasey, Ruthrauff & Ryan 
after Oct. 1). 

As announced previously, Er- 
win, Wasey is taking over U. S. 
advertising for KLM on Jan. 1, 
succeeding Charles W. Hoyt Co. 
(AA, Aug. 19). 

Erwin, Wasey’s London office 
has now been named to succeed 
W. S. Crawford Ltd. as KLM’s 
British agency. The London office 
also will coordinate much of the 
carrier’s international advertising. 

KLM advertising in Latin Amer- 
ica will be coordinated through 
the New York office. Erwin, Was- 
ey’s Brazilian office will be han- 
dling the airline there. 


= One of the largest of the inter- 
national] carriers, 
worldwide advertising budget in 
excess of $2,000,000. 

Smit Advertising here will con- 
tinue as KLM’s home office agen- 
cy, handling advertising in the 
Netherlands and working closely 
with Erwin, Wasey on the inter- 
national program. # 


KLM has a} 


week eliminated any question that 
it might try to enter into the reg- 
ulation of closed circuit toll tv 
services at this time. 

In a press release devoted to a 
description of the boom in closed- 
circuit tv operation, the commis- 
sion said toll tv comes under its 
jurisdiction only when it involves 
the use of broadcast frequencies. 
“Wired closed-circuit television 
does not require a commission li- 
cense unless augmented with ra- 
dio communications,” FCC said. 

The release said the closed cir- 
cuit broadcasts are exempt from 
regulation even though they use 
telephone company coaxial cable 
or point-to-point micro-wave re- 
lay for long distance haulage. 

The commission noted that 
closed-circuit toll tv has been pro- 
posed for many cities, including 
Los Angeles, San Francisco, Den- 
ver and Dallas. 

The release also said community 
antenna systems are outside FCC 
control, even though they pick up 
their programs from regular broad- 
casts. The exemption was recog- 
nized because the antenna sys- 
tems are local operations which 
do not affect the use of the air. 

In Philadelphia, a spokesman for 
Jerrold told ADVERTISING AcE that 
his company is still highly enthu- 
siastic about the system, despite 
some technica] bugs, but that for 
the record they are working with 


(Continued on Page 28) 


ELKIN KAUFMAN, formerly president 


Craig & Kummel, whose acquisi- | 


intensified the} 


| the correct after. davaer « 
supervisor on Pabst. Also out from | 
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correct—S. A. Schonbrunn & Co., 


premium, 


New York, Sept. 
Schonbrunn & Co., the company 
which is out to save America from 


dinner, will offer an espresso cof- 
fee maker as a premium in its fall 
campaign for Medaglia d’Oro. 

The campaign will run from the 
end of September into next year. 
The media list includes four-color 
pages in the New York News Mag- 
azine, New York Times Magazine 
and The New Yorker, augmented 
by 14 spot announcements per 
week on WNEW. 

The opening ad pictures the cof- 
fee maker and two demi-tasse cups 
in the foreground; the background 
is a silhouette of a young couple 
—with the young lady vowing 
“...and I promise never to scold, 
fuss, fret .. . or serve a breakfast 
coffee after dinner.” 

The copy maintains: “If it is in- 
correct to serve a breakfast coffee 
after dinner, it is downright dis- 
appointing to serve a ‘make-be- 
lieve’ espresso in a demi-tasse 


l¢ Sale Marks 


‘Inquirer’ Jubilee 


Extraordinary Secrecy 
Steps Kept Promotion 
from Daily’s Own Staff 


PHILADELPHIA, Sept. 12—The 
Philadelphia Inquirer’s edition of 
Monday, Sept. 16, will seli for 1¢— 
on that day only. 

The last time the Inquirer sold 
at this price was Jan. 27, 1917. The 
newspaper currently sells for 5¢. 

The 1¢ sale will herald the open- 
ing of a week-long promotion, re- 
calling this remote state of affairs, 
which will run until Sept. 22. Each 
day, new features will be high- 
lighted. 

The Inquirer’s concept for the 
fall promotion is to acquaint new 
readers with its news coverage and 
its feature material. Jubilee week 
extras will run in all sections of 
|the daily during the week. 


|# To promote the 1¢ sale and the 
week, the Inquirer will unleash 
one of its most concentrated and 
heaviest promotion campaigns. 
Page ads will appear in 18 area 
| newspapers. 

The newspaper itself will run 
27,000 lines of house promotion 
copy. During the week 1,150 radio 
jcommercials and a_ considerable 


manufacturer of Medaglia d’Oro,| 
will break this ad in the Sept. 28. 
New Yorker, in a campaign offer- | 


ing an espresso coffee maker as @ jarge part of our specialized mar- 


‘Sounder Premise’ ... 


Hot Competition Among Mass Books 
Aids Specialized Magazines: Deems 


Hearst Exec Says Trend 
Boosts Specialized Books’ 
‘Automatic Importance’ 


New York, Sept. 10—Rising 
mass circulations spell trouble for 
magazines, according to Richard 
E. Deems, exec vp of Hearst Mag- 
azines. 

“Increased advertising rates 
must go hand in hand with in- 
creased circulation,” he told Hearst 
employes at a luncheon yesterday, 
“which means that some of our 
mass competitors will slowly but 
surely price themselves out of a 


Coffee Marketer Aims to Save U.S. from 


Drinking Breakfast Coffee After Dinner 
10—S. A.|cup.” 


The coffee maker offered in the | 


jad is a six-cup “macchinetta, hand | 
drinking a breakfast coffee after |crafted in Italy from solid ham- 


mered brass, with African Tuja 
wood handles.” A “$25 retail val- 
ue,” the coffee maker (plus two 
Y% lb. cans of Medaglia d’Oro) is 
offered for $12.50—with no labels, 
coupons, etc., involved. 

MacManus, John & Adams is the 
agency. + 


Schruth Named to 
Succeed Bailey as 
‘Post’ Ad Director 


PHILADELPHIA, Sept. 11—Peter E. 
Schruth has been named vp and 
advertising director of The Satur- 
day Evening Post, succeeding the 
late Morton Bailey (AA, Sept. 9). 

Mr. Schruth has served as vp 
and executive director of advertis- 
ing of the Post 
since January, 
1957. That posi- 
tion will not be 
filled immediate- 
ly. 

Mr. Schruth, 
40, first joined 
Curtis Publishing 
Co. in 1945 as 
an advertising 
salesman for 
Holiday in San 
Francisco. 
He successively was named west- 


Peter E. Schruth 


ern manager of Holiday in Los An-| 


geles and San Francisco, then 
transferred here as vp and ad di- 
rector of Holiday. He held that 
post until he became vp and exec- 
utive director of advertising of the 
Post at the beginning of this year. 

Before joining Curtis, Mr. 
Schruth was with Northrup-King} 
Seed Co. and with Pepsi-Cola Bot- 
tling Co., Minneapolis, as sales 
manager. + 


Crowell-Collier 


|the staff of H-R Representatives, 


| San Mateo, Cal., have been named 


Reports Ist-Half 
Net of $1,898,965 


kets.” 

Mr. Deems said that the ten 
Hearst magazines are “special- 
ists” and “interested in circulation 
increases, of course, but only 
within the peripheries of the spe- 
cial interest groups to whom they 
appeal.” 

He added that it was for these 
reasons that “we are not forced to 
compete in the mad, mass circula- 
tion rat race in which many of our 
competitors are currently em- 
broiled.” 


® In addition to pricing them- 
selves out of “our specialized mar- 
kets,” he said, mass magazines 
must broaden their editorial ap- 
peals as their circulations gain. 
This means that there will be an 
“automatic increase in the impor- 
tance, to those seeking a selective 
audience, of magazines edited for 
particular interest groups. 

“How far the expansion of mass 
communications will go no one can 
foretell,” continued Mr, Deems. 
“But we do know that no matter 
where it goes, people with distinct 
and different interests will always 


Next Step: Eyeprints 

New York, Sept. 10— 
Something new’s been add- 
ed to magazine research— 
fingerprints. 

American Druggist, a 
Hearst publication, said yes- 
terday it had hired Pinker- 
ton detectives to examine 
1,790 pages of Druggist for 
fingerprints. The result: The 
private eyes found an aver- 
age of 3.3 prints per page. 

“Proving, beyond doubt,” 
crowed American Druggist, 
“that ours is one of the most 
closely read business papers 
in the country.” 


seek magazines edited for the par- 
ticular interests that dominate 
their respective lives. 

“Thus it would seem that the 
Hearst publishing premise is 
sounder than that of most of its 
competitors.” 

Mr. Deems spoke in connection 
with the unveiling of a promotion 
drive for the Hearst magazines 
that will include spreads appear- 
ing during the next year in the ad- 
vertising press. The advertising 
will be keyed to the theme: “Ten 
keys to the interests of ten groups 
of people.” 


® The ten Hearst magazines are 
American Druggist, Bride & Home, 
Cosmopolitan, Good Housekeeping, 
Harper’s Bazaar, House Beautiful, 
Motor, Motor Boating, Sports 
Afield and Town & Country. 


Peters, Griffin Names Two 
Joseph L. Scanlan, formerly on 


and Martin F. Connelly, formerly 
an account executive with KVSM, 


|tv account executives with Peters, 


New York, Sept. 11—Crowell-/| Griffin, Woodward, radio- 


Collier Publishing Co., which suf-| 
fered a net loss of $4,427,943 last) 
year, yesterday announced a net 
profit of $1,898,965 for the first) 
half of 1957. In 1956 Crowell-Col- 


tv sta- 
tion representative. Mr. Scanlan 
will be assigned to San Francisco 
and Mr. Connelly to Hollywood. 


lier killed American, Collier’s and | "Western Floors’ Ups Rates 
Woman’s Home Companion. Western Floors, Los Angeles, 
Sales for the January-Jure, 1957, | will increase its rates effective 
period amounted to $14 48,469.|Jan. 1 and at the same time will 
The sale of certain assets brought|raise its guaranteed circulation 


of Norman, Craig & Kummel, has |number of tv spots will be run. 


joined Lennen & Newell, New| More than 100,000 pieces of printed 
York, as senior vp and manage-| material will cover the area, in- 
ment account supervisor on Old cluding outdoor posters, truck si- 


Gold cigarets. | (Continued on Page 128) 
9 a ai oe 
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another $143,974, C-C reported. 


from 4,200 to 5,200. The b&w 12- 


No provision was made for fed-| time rate goes to $175 a page from 
era] taxes on income, the company | the present rate of $150. The pub- 
said, because of a net operating lication has just become a mem- 


|loss carryover from previous op-| ber of Business Publications Audit 
|erations. + 


jof Circulation. 
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Buitoni Restores 


Pasta Account to 
Albert Frank 


Stromberger Retains 
Account in West; Italy 
Billing Leaves JWT Too 


e New York, Sept. 12—Buitoni 
Foods Corp. has quietly moved its 
pasta account out of J. Walter 
Thompson Co. 


Buitoni, one of the nation’s 
largest spaghetti manufacturers, 
has reappointed Albert Frank- 


Guenther Law, which specializes 
in financial advertising. Albert 
Frank had the account before the 
Thompson appointment two years 
ago. 

ae Edward Lancelotti, Buitoni ad 
a manager, said the change occurred 


several months ago. No announce- 
ment has been made. 

At the same time, ADVERTISING 
Ace learned, Thompson’s Milan 
office has lost the account of the 
Buitoni company in Italy. “But 
we still have it in France,” a 
Thompson spokesmen said _ this 
week. 

Neither the agency nor the com- 
pany would comment on the rea- 
sons for the switch. Mr. Lancelotti 
said, however, that it was an “am- 
icable parting” and “by mutual 
agreement.” 


s There is still a third agency in 
the picture—Stromberger, LaVene, 
McKenzie, Los Angeles, which was 
recently appointed to handle Bui- 
toni advertising in the 11 western 
states. Mr. Lancelotti told AA that 
the distributor made this appoint- 
ment, adding: “I don’t know how 
long this will continue.” 

Buitoni is one of the few pasta 
makers with national distribution. 
In the big New York market, how- 


ever, it ranks only fourth. In ad- 


dition to high-protein spaghetti 
and macaroni, the company mar- 
kets pizza, meat sauce and other 
canned and frozen specialties. 

Under the Thompson aegis, Bui- 
toni emerged as a major national 
advertiser, spending close to $1,- 
000,000 last year. It spent more 
than $600,000 in spot television 
alone. Its campaign theme has 
been, “Close your eyes and you’re 
eating in Italy.” 


® Loss of the Buitoni business has 
not weakened Thompson’s affec- 
tion for Italy. The agency an- 
nounced this week that beginning 
Oct. 21 it will stage a five-day 
Italian bazaar in its New York 
offices. # 


Buchen Adds DoAll Co. 

DoAll Co., Des Plaines, Ill., man- 
ufacturer of machine tools, in- 
struments and industrial supplies, 
has appointed Buchen Co., Chica- 
go, to handle its advertising, effec- 
tive Nov. 1. DoAll formerly was 


handled by Russell T. Gray Inc. 


Nome 


i wat | 
Dry process copy maker 


simplifies advertising paperwork 


fhe. 


Dry process machine gives you copies 
in 4 seconds made by electricity alone! 


All-new and All-Electric! The newly styled THERMO-FAX 
“Secretary’’ Copying Machine gives you copies of layouts, 
schedules, reports, records and other business data right when 
you need them. Exclusive process eliminates chemicals, 


negatives, liquids and fumes 


copy maker at the 


Minnesota Mining & Manufacturing Co. 
Dept. KV-9167, St. Paul 6, Minnesota 
Send full details on the cost-cutting new THERMO-FAX “Secretary” 
Copying Machine. 


from office copying forever. You 
make copies in 4 quick seconds 
for as little as 5¢ per copy. Now 
you get all these exclusive ad- 
vantages of the only dry process 


new low cost 


of only $299*. Send coupon be- 
low for complete details today. 
* Suggested retail price 


gp Thermo-Fax 


COPYING PRODUCTS 


The terms THERMO-FAX and SECRETARY are trademarks of Minnesota Mining & Mfg. Co., St. Paul 
ae.” «66, Minn. General Export: 99 Park Avenue, New York 16, N.Y. In Canada: P.O. Box 757, London, Ont. 
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Seott-Atwater will use high-fashion adver- 
tising to push its 1954 line of outboard 
motors .... Page 2 


Kimberly-Clark, RCA Victer join in 40- 

day ad pr tion combining Kleenex 
sales and a new Perry Como record al- 
bum Page 2 


Sophisticated copy, not mouth-watering 
food closeups, will mark General Foods’ 
drive for its gourmet foods ........... Page 2 


Kentucky Tavern ads will break through 
“platitudinous” big bottle pictures, fea- 
ture people for believability ........ Page 2 


Armour will boost its new multi-color Dial 
soap in three colors in a six-media cam- 
paign Page 2 
Ads tying in with editorial features can 
backfire, British ad group warns adver- 
tisers using this special newspaper gim- 
mick Page 2 


A. C. Nielsen Co. plans to branch out 
“wherever there is a business problem” 
as newer generation takes over 
helm Page 2 


Crowell-Collier has net profit of $1,898,966 
for first half of 1957 


Norman, Craig & Kummel opens Chicago 
office in Merchandise Mart; H. G. Bis- 
singer is named to head it ................Page 3 


Pay tw trial in Bartlesville, Okla., has 
Jerrold Electronics pleased although 
“cautiously” optimistic 


Philadelphia Inquirer signals its jubilee 
Sept. 16 with a epecial I¢ sale ......... Page 3 


KLM Reyal Dutch Airlines consolidates 
its worldwide advertising by giving all 
its account to Erwin, Wasey 


Medaglia d’Ore coffee offers espresso cof- 
fee maker as premium in fall drive to 
save U.S. from drinking breakfast coffee 
after dinner Page 3 


Mass circulation magazines are losing out 
to special interest magazines, Hearst's 
Deems tells group 


American Druggist hires Pinkerton detec- 
tives to fingerprint its magazines, finds 
it has 3.3 readers 


Peter E. Schruth named vp and advertis- 
ing director of The Saturday Evening 
Post Page 3 

ABC-TV’s augmented lineup of stations 
will enable it to reach 85% of television 
homes Page 3 


Idaho Potato group sets biggest drive in 20 
years for new potato campaign ...Page 10 


Color television will start in Cuba on Oct. 
24 Page 11 
New service magazine, The Complete 


Shopper, will steer New York City visi- 
tors to places tO DUY ....ccceccecceceed Page li 


merchandising promotion to get taverns 
to install COOT BV cocccccccccccseneee Page 16 


Industrial advertisers are warned to pay 
for ad talent, or they will lose it Page 18 


Top management makes most of the buy- 


Advertising Age, September 16, 1957 


Highlights of This Week's Issue 


This week ApvVERTISING AGE presents its annual broadcasting issue. 
The many facets of the special radio-tv section are described in 
box on Page 1. Individual stories are indexed below. 


Four Roses Distillers, RCA Victor join in| © 


but sellers seldom reach them directly, 
U.S. News & World Report finds Page 36 


Business & Commercial Aviation, a new 
Conover-Mast publication, will start 
publishing Jan. 1, 1958 ....................Page 42 


Allied Van Lines booklet covering psycho- 
logical effects of moving on children 
turns out to be a big puller of pros- 
pects Page 44 


Direct mail, point of purchase help Texas 
industrial development corporation to 
sell lots of estate, Texas- 
style Page 46 


Television networks are irked by FCC's 
study of them, pay-as-you-go televi- 
sion Page 51 


Selling and buying of tv and radio sta- 

tions was a big business in the last six 
months, to the tune of $100,000,- 
000 .... Page 51 


Television has been restless, looking for 
excitement. Many new shows are lined 
up to bow in the fall, but innovations 
are few Page 51 


Network television has grown into a 
healthy, plump medium in its first ten 
years of operations 


AA lines up radio heads, quizzes them on 
their present and future prob- 
lems Page 58 


AA’s Eye & Ear Man picks his choice of 
the ten best selling tv commercials, five 
best selling radio commercials of the 
year Pages 64, 69 


Program changes, promotion, automation 
help Storz sell KOWH, Omaha, at ten 
times original price 


Random selection of ratings for feature 
films, network shows, shows network 
tv gets higher ratings than mov- 
ies Pages 72, 73 


Spot tv bartering, like bartering on used 
car lot, engenders much tire kicking, 
little actual buying 


Alfred Hitch kr i of 
barbs aimed at sponsors, advertising men 
on tv Page 77 


The British government sets $42,000,000 to 
increase its prestige abroad, expands its 
USE Of LELEVISION .....0.c-cccccecnrernrererne age 80 


Commercial tv spreads worldwide, despite 
many critics Page 88 


Early Times offers winner $10,000 in 
drink-naming CONES 2.0... Page 93 


Coler ads boost readership in Sweden, sur- 


at 


vey shows Page 04 
REGULAR FEATURES 
Advertising Market Place 
ing Conventi 
Editorials 


Getting Personal 
Photographic Review 
Rough Proofs 
This Week in Washington 
Voice of the Advertiser .. 


ing decisions in the leading corporations, 


RUN OF PAPER 


WITH DOT'S SKILL AN 


DEMANDS COLOR PLATES EXECUTED 


D EXPERIENCE. 


Dot Engravers, Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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There's nothing so powerful as an idea | 


How to make a family adventure out of buying or building a boat. . . 
how to plan a motor trip that'll be a vacation for the whole 
family, even Mother . . . what to do when the living room seems 
too full of furniture ... how to get a garden growing .. . 

how to be a gourmet cook with packaged mixes .. . 

Better Homes & Gardens is a monthly treasure hunt of 
practical ideas about anything and everything that 
interests home-and-family centered men 

and women and their children. 

The ideas in Better Homes & Gardens set people to 
planning instead of just wishing, to doing instead of 

only dreaming. And the more they talk and plan and 

do, the more they buy. The climate BH&G creates 

for advertising is unique among all the major 

media. No wonder this famous idea magazine 

keeps on getting bigger and better all the time! 

Meredith of Des Moines . . . America’s biggest publisher 

of ideas for today’s living and tomorrow’s plans 


merica reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY : 
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Lysol Sets Record Drive 

The most extensive ad campaign 
in the history of Lysol brand dis- 
infectant has been planned for 
1957-58, according to Lehn & Fink 
Products Corp., New York. Besides 
network television and national 
magazines, a 35-week national 


newspaper campaign is contem- 
plated. Lysol will be promoted as 
a household cleanser and for fem- 
inine hygiene, with the bulk of the 
campaign—including all tv time— 
supporting cleaning messages. Mc- 
Cann-Erickson, New York, is the 
agency. 


:) 


“I SELL DRILL-JIG BUSHINGS 
TO THE METALWORKING FIELD” 


EX-CELL-O CORPORATION 


“And I find that in practically all 
industries, the Purchasing Agent is my 
most important contact. 

“The P. A. is a busy man, so I try to make every minute 
with him count. Of course, a representative of a well- 
known supplier has a big advantage. He can spend time 
selling the special advantages of his product—a minimum 
of time is spent on introductions. ; 

“Advertising builds Recognition. It makes the Purchasing 
Agents’ job easier, and I know it simplifies mine. That's 
why I'm glad we advertise in PURCHASING NEWS.” 


says 


Forrest P. Hyatt 


Advertising Age, September 16, 1957 


This Week in Washington ... 


By Stanley E. Cohen 
Washington Editor 


WasuincTon, Sept. 12—Food & 
Drug Administrator George Lar- 
rick obviously isn’t a man to be 
pushed around. 

For more years than he cares to 
recall, he has been fighting for a 
court order to stop bottlers of 
Mountain Valley Mineral Water 
from making therapeutic claims for 
their product. 

Until recently his dedication to 
this project resulted only in disas- 
ter. 

First there were costly budget 
cuts (totaling about $1,000,000), 
imposed by congressmen who ar- 
gued the agency must have too 


much money if it can afford this 


Court Upholds Food & Drug’s View; 
Doubts Mountain Valley's Ad Claims 


kind of case. 

Then an Arkansas jury threw 
the federal case out of court. 

And last spring there was the 
ultimate indignity, when President 
Eisenhower told a press conference 
he drinks Mountain Valley water 
almost exclusively. 


= These rebuffs were taken in 
stride. Now the sun has finally 
broken through the clouds, for a 
few days ago a federal court of ap- 
peals looked over the Mountain 
Valley ads and officially expressed 
surprise that the Arkansas jury 
reached the verdict it did. 

While Food & Drug’s authority 
over advertising is too limited to 
deal with the examples which 


All we want is T.L.C. 


Tender loving care (T.L.C.) is not too much 


They rely, too, on the national advertising 


troubled the court, the decision 
gave Commissioner Larrick’s mor- 
ale a real lift. As a drinking water, 
he says, Mountain Valley may be 
just as good as any other. But on 
the other hand it should not use 
promotion material which leads 
people to assume it has therapeu- 
tic value other water does not have. 

He’s hopeful, now that Food & 
Drug has cleared the way, that the 
Federal Trade Commission will be 
induced to step in and consider 
some of the advertising claims 
which startled the court of appeals. 


U.S. Pawn of Public health of- 
Drug Houses? ficials, who have 

been warning of 

the possibility of 
a flu epidemic, privately express 
concern about the role they are 
playing as sales promotion agents 
for the six major drug manufac- 
turing houses. 

Because such an epidemic could 
occur, they feel compelled to in- 
duce the public to arrange for 
shots. On the other hand, there is 
no certainty the epidemic will de- 
velop or be serious, and they wish 
it were safe to stand back and let 
the drug people handle their own 
advertising and promotion. 

In addition, there is considerable 
griping by druggists, who observe 
that the promotion for flu vaccine 
follows the pattern established dur- 
ing the past two years for Salk 
vaccine, with many public agencies 
and businesses reaching for pub- 
licity by offering free shots. 

Some druggists fear drug manu- 
facturers have discovered a way 
to achieve mass distribution of a 
new product without costly ad- 
vertising and even without giving 
the druggist a full share. 

Moreover, there are some snide 
comments that it won’t be difficult 
for the drug houses to continue to 
exploit this bonanza, with a new 
vaccine crisis each year, just as 
toothpaste manufacturers regularly 
find new miracle ingredients, 


‘Legal Deficit’ A compromise 
Seen for P.O. move to end the 
continuing war- 
fare over postal 
| rates may be in the works for next 
| year. Under it, the Post Office De- 
| partment would get a rate increase 
| resembling the one it has been de- 
|manding. But it would swallow a 
|“policy” statement which defines 
|the public service obligation of 
the Post Office in such terms that 
roughly $250,000,000 of the deficit 
would be written off as a legiti- 
mate contribution by the taxpay- 
ers. Thus the pressure for further 
rate increases would be eased. 

The compromise was outlined 
secretly to senators by the depart- 
ment’s high command, too late for 
consideration in the recent session. 
It is regarded as further confirma- 
tion of reports that Postmaster 
General Arthur Summerfield 
wants to stop fighting about rates 
and pay more attention to the need 
to do something to stop the deteri- 
oration of service. 

The compromise plan would hit 
many publishers less _ severely 
than the rate increase formula ap- 
proved by the House in July, since 
the increase on editorial content 
would be shaded to 10% annually 
for four years, with the increase 


reward for your dog’s loyalty and devotion. 
But you can give so much more. With 
Sergeant’s® help, you can give him the good 
health and long life he deserves. 
For 82 years thoughtful pet owners have 
relied on Sergeant’s Dog Care Products. 


of Polk Miller Products Corporation—our 
client since 1939—to keep them posted on 
how to solve doggy problems. 

Thanks to satisfaction at both ends of 
the leash, Sergeant’s outsells other dog 
care products 2 to 1. 


in advertising remaining at 15% 
|annually for four years, 

On the other hand there would 
be a 1¢ per piece minimurn for sec- 
ond class, which means a drastic 
rate increase for some of the small 
daily newsletters. And there would 
be a 10% surtax for “red tag” 
handling, a deluxe priority which 
is available for newspapers and 
magazines with time value content. 


N.W. AYER & SON, INC. 


Philadeiphia . 


Rogliano Joins Fawcett 

Al Rogliano, formerly circula- 
tion promotion manager of Mac- 
fadden Publications, has joined 
Fawcett Publications, Greenwich, 
_Conn., as manager of promotion 
and publicity for circulation. 


New York + Chicago «. Detroit . San Francisco Hollywood Boston Honolulu | 


| 
| 


ett ee ee te ee nes tie J gat RS Sirah Dea aecer Meee Emaar 2 Sr es Ce aea -2 a, Mes el Re pe. es eee Tt ee eM erence, Se Me, > meme peti Seag  e, 
a 2A ag ai ina hl be TIO 2 R00) aie i a RR aE ea po oa. Fee ol Fe aie a2 Shae aS SF gle a MDE ce aii hehe FE REND De ny eh phonies ty nh a ee a _ ee 
Ree en pee eee ot eee, en emted ae yo, 1 ere ee ee ra Ro ore coe yds ree Py Sat a ete | ae eae Sgn) ee to ee ee Bey ce ere Ce oer 
ae Rs ER ay le ee eet!) = ae Ree ae ol. ae tS WR lee ge a a aa ciel ee Me Lege 
gy ake oe ee ? ; Se oem Vy ae nig <a paste 2 Sa ie citi oe te. ANE eA >. aM ame Re es ee a dh cee et pe re te Sa a Se at ah a eee 
. os ' . i ee 
ee ee 
i 
Ks 6 ee | 
a 
nes 
ae 
J Re | 
-_ — 
. 
7 4 | 
ye F 
= a — ttt Cll LLL LLL 
Mes 
= - 
é o | 
es > | 
— 
en : ae | aii 
eh | 
age i 
ce , 
ey p 
ae 
Su 
ie 
a: 
aot | 
Be | 
ce | 
Corns 
—s a 
- 4 , 
cs | 
Bei ’ 
cy 
at 
; : 
7 e a | 3 
oe cae ° Sia ea _ : 
= ae , me apace , 
Ge: ite i nnn ee ae oe 
ate cee ek aa ae a , ' Ran ia. 
ea 56, a, i. an Y oa id ; se - . eo. - 
od, fi pny al : " Se gle * ull a cee 
oi yi ¥ i / ae _ ea a Pes ee 
foie “ue a : ¥ r 5 _ 2 Po 28 ee i 
i Dd gp he , — gf 
tee > ee ee a . 3 ee ¥ . eo See eae 
ead Ry I ee ———— | 
0G ee RR) Se eo | Ss . 
= a ee "gees a ie a | ee . 
he - oo RR — oe Bee tat Me —- Bef eS c 
= ‘ = Piss, s er.” Se orl ee ; 
ay ° icc Shy na | & > - po - te a 
mea Pee No “a eg a a Ce so : 
ts oe on bi PY ge: ye = oe ( Str aie se 
bs Ss 2 eee ey en ‘ ae a . 
Jee Ree oe ae eS a 2 gk ele ae ; ss — ll ee Oe A 
—~. = ibn eT NER ork tea Sealy fee LW, a * Ie ae - es 
wes PR RDM Fn ee sal es Re te. ES 
a ee kay 7 ct meer a a ee 
7 pias 5 2s aie Sie fa a egal i S, a ern EER 
% Tea pia asad ae es bie ey es a ii Pep 3 een ee 
ss : Be 0! 3 ee ey ie he ee Sah ee ae 7 Saher on 
ou oe a end aos aS «§ ‘ae soe " 
ee iiss ee ty Mie ie: ee an oo ea 
ie emer ten ar ess get isk tyme eka to a bap hiss Ue aie Rage tiewer a 
no) i i a I IR 5 cei bg ete a <a as a ey Ge ee 4 
~ a re a a A bari eee ro" Sh oneeeoaaie Pi = sae tS. SAGES re ys) 
; ee biker. 1, eee eee ar i eee Sa ates We 
a  ——— fe ee : fet gis Ps =e 
Pee dn aa a ae ee ee ee | eee ——o 
_ Ne a ae Oe ake a eee Paes waite. eae 
- oT ae alla ls al nee Me cs 1 eines 7 ais pe A ae 
7 a 4 z a - Sas sa eat i as 
i a Ga £2 | Ee 2 . Sree ln | 
a - ae ey. ¢ rs pa: ca eearrlie bs ‘ Pe, | ee aaa 7 = Oe ne ae 
. a. , jae ce Pr a wn ae Ae eo BS whe Se tee eae 
¥ zon oe i 3 ; Be aS es ah ~ ee ee. ae a ee 
ok an te n~? é , * ie Sos: 1) ee ae 
ae ee ak dr os fe on Meee eee 5 Gee PT eS 22 esety 
ae Seem ee % we team ee Pe hk ee 
, + RAN err ra +2 oa : ie ee See ates are, ais eae hk 
53 ‘ ; * & F ort a a ee ; dials — - 
. 7 * 3 a Se. ae Z Ye , ; 
i * Sit... ann <= i oS alee es 
* _- SRE Ee eet z Fee, ee ‘ “ane - 
fs ‘ cme Ss ae ae ae Bo eel. Pe ae a 4 
pe he Agee i.® + tll oe cr ee io aa Sweet - cs Te ae 
a —y ! fo? ae 7 wee ot Se : ae eet s in if ae 
tia ee = ae ae cae 3 ae Pa ee AES i aii cigs! 
Sag ae ee ee 
a f Been: NN ny eal GEE rie ole 2 ES i a a 
oa a Pe oe aie Pe ee a 
ee MARS: ~ ee tee ee cola ue ne es ee t= Nat a eile Re ee oc ee pee 2 
EV: a inhi ae ie he 2 hier ee Ey MM rele ha et a a Pee Ge ohh te OP oa 
Pe ey ‘ene to en ys et eee fetes, Sa eect. Gm Bae ae. ee | 
an pa ier he a es Seen ; ‘Be fre es ga hte & ee gee . 
eee a 5. " mes SRS ents Pe. s Papc a ig Waa yt se ge 
05; ane “gif iat Ae) x et Lis: ies 3. ats ee . a ‘ ‘ oP 
ras sh ie oe a PY Foes Bea ss Sivte:, ela eae aoe Seite ear 7° 133 eae 08 
ae 7 ORR TS Pg Pe 4a ey dA Bist aw (eae viii - aot ON te gee 4 . 2 a : 
awe Oe ME ES ees Yas eer c 1 pre ee oth pecs erie Bas. > ce a ae 
Coe Saas Shc tba ae a Say OS erie. a Dea ganas SiGe ne ae Meee an Pa 
Dyas ee Pager olen te Cee -_ ee 
a rae we —.) i te a ME eRe tn yh Ye aor, ie 
one fons Fe a. ee ee oe a ef aa ee. Kee ee A a ae FAR: ce an. 
ee, aa ag ia on g eee cee 3 oO ag aa .- 
co es = a pene Ss sae aa eo ae z & frig ae ee 
oe ie aad fee Seer re a aS ae lee Wii. ae 
ioe = Maer = a 4 yA . 
oy ae ce a : ai Sees > Pima eR s " ; 
Sa" i cad ae ee tee. ; ee ke = re a * — i 
tk. e% o : Pear Se Pe se on, se zg ‘ = » 4 =a sa % 7g a ~~ i 
li a ea a —— 7 
pee ee ev a’ , , > 
: . ‘a = \ ‘ e aS 
eee. ‘i ' ; 
a 3 
The ae : | 
ae 
i ay . 
Paes 4 
7 | . 
ae 
‘ae 
’ ae 
ha an : 5 ; 
aa : 
= . 
= | ‘ 
‘ 
+ | 
es : 
ag | yr 
re . 
mee . 
sa i. 
/ 
¢ | 
> : oe 
de " cite & i Sphinn i a ae i) ea il ay ei é a es . 4 . ae ge ’ cae 7 ee 3 
Te es ee ee a ae dis ear cata R tala Ly Ee A Rs Se An Te. Se OU cas Vee meee iar aes 4 eee i eae M ee es get re ; A nae 
a oo ne say ; i er ere os cae ae es Se Si: Deas ease ae hacia cadmas Sia Va Nay aired”) ea eR Sie Seay Oar Den ir ro op Se i ie i ics a ala ‘ial 
lee tee 1 Sasa Oe =, Brae ag Wee oat: Aes Bena: Scam eee at fy nk) iy ee SOS ee ee ae ME ici) apg et Ar Oy Be gr ee BE oc uel, RN, See aia ee 2 NAS yes 
ate ae ae & Ge gS cae ne ne Dati oa, Se an, > WAR Serene era DRY gl ert Meee Eee Sine) ae aan ae ‘ pe ewer = 4 oe ee ee ee ere ; 4 Cea 
ea ie Ree pt A el Piece oy yt tes a aI Sa ih Te Nae ei eel ic a 1. eee ee ae “oF, a eee a we OS! oS eee ee eee See geo 
= moa see es ee ae eC giaee St sear ea le gle es Teak pee ae ae : Pete, GG 2S Le a A Sa ee rah et reer ces sen est mice foe ok ed eae = — caries 
SRS pag Ses Sli RIBS RSS. , , “0h rem a by) hee Ta end ae ce me Pee eee ge, Bh onc Mle ae pes, pee tian Ret Oe i al ae ee ee Ie ssarp onc hear Gi cee ee - eee eta’ 
OR ee Ni ee Ny I ee eee a ee ET Om eae. agen Pon oem oS oe ee eat are tt Nie caer ate mileage sare eath cae ee eee tats RS So as SSS So a 


BIGGEST _ 
SSUE EVER 


This week’s Saturday Evening Post carries 
the most advertising revenue — $3,216,663 
-of any issue in Post history! 


The current issue of the Post not only sets a new record 


for ad revenue, but also hits a new peak for grocery-product 
advertising, too! (See the special 35-page NARGUS food 


section starting on page 109. ) 


Te a 
It seems advertising men realize that word-of-mouth ad- a 


further 
tran others 


vertising is vital to the success of any product. Increasingly, 
they are buying The Saturday Evening Post and the word-of- 
mouth influence of its vast audience of POST-INFLUENTIALS, 


These are the millions of Post readers from all walks of 
life who talk millions of times to millions of other people 
Zs about the things they see in the Post. These are the key 
| : people in every income bracket and in every community. 


Are they talking about your product? 


EN Sell the POST ff INFLUENTIAL 
LMULLE -they tell the others! 


A CURTIS MAGAZINE 
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Puerto Rico's Governor Orders Women 
Dropped from Rum Ads After Protests 


Final Move Caps Long 
Line of Odd Events 
Dogging Rum Promotion 


New York, Sept. 12—Women 
will be dropped from Puerto Rican 
rum advertising. 

Luis Munoz-Marin, governor of 
the Commonwealth of Puerto Rico, 
today ordered the Puerto Rican 
Economic Development Adminis- 
tration, of which Rums of Puerto 
Rico is a division, to change 
its current advertising featuring 
women in advertising of Puerto 
Rican rum and tourism. 

This means, a spokesman at 
Rums of Puerto Rico said, that al- 


Burberrys Launches 
Snob-Appeal Drive 
for Its Topcoats 


(Picture on Page 1) 

New. York, Sept. 11—Burber- 
rys Ltd. 10l-year-old British 
manufacturer of outerwear (over- 
coats, topcoats and raincoats), 
this week breaks a fall campaign 
based squarely on ye olde snob 
appeal. 

In a series of full pages sched- 
uled for Apparel Arts, Esquire, 
Gentleman’s Quarterly, The New 
Yorker and the Canadian edition 
of Time, Burberrys will promote 
its garments as the symbol of 
“casual elegance.” The opening 
ad is in the Sept. 14 issue of The 
New Yorker. 

Promotion is somewhat dis- 
tasteful to the British company, 
which explains that it “has never 
before attempted to capture any 
appreciable share of the Ameri- 
can market.” Instead, it has “re- 
lied on the seeping back from 
Europe of the Burberrys name to 
win customers here.” 


® Now, however, Burberrys be- 
lieves “that the upper and middle 
income American male is coming 
of age, fashion-wise.” 

The company will seek this 
market by highlighting in its ads 
a model who wears a deerstalker 
hat and smokes a meerschaum 
pipe. According to Burberrys, the 
“selection of a model who looked 
both sufficiently American to 
stimulate self-identification, and 
yet enough of the British gentle- 
man type to project the Burberrys 
message, was in itself an arduous 
and time consuming task.” 

All of the Burberrys ads will 
carry the headline, “By Appoint- 
ment to the World’s Best-Dressed 
Men.” Each ad will also carry the 
line, “limited in distribution to 
the finest gentlemen’s outfitters.” 
Naturally, prices will not be men- 
tioned. (Confidentially, you can 
get a Burberry raincoat for as 
low as $42. The regular line re- 
tails within the $115-$130 price 
range.) 


8 In addition to the print ads, 
Burberrys will use radio spots in 
selected markets. These will con- 
sist of one-minute messages by 
Brian Burberry, grandson of the 
company’s founder. 

To those who already have 


Burberrys coats and who are 
fearful of losing their exclusivity, 
Victor Barnett, president of Bur- 
berrys Ltd. (USA), has these re- 
assuring words: 

“This does not mean that we 
are going into mass production 
and distribution. Our garments 
will still be handtailored in Brit- 
ain to the Burberrys standards, 
and our distribution will still be 
severely limited.” 

George N. Kahn Co. is the agen- 
cy. # 


though women will be dropped | 
from the advertising, the cam-| 
paign, which started just two} 
months ago today, will be contin-| 
ued without interruption. Ads al- 
ready scheduled, which cannot be 
changed, will be used, but future 
ads will eliminate women entirely | 
from photographs, he said. 


® The combined rum-tourism ads, | 
which have an estimated budget 
of about $1,000,000, have been ap- 
pearing in the New York Times, | 
New York Herald Tribune and| 
Los Angeles Times, plus ten| 
magazines: Esquire, Fortune, 
Gourmet, Harper’s Bazaar, Holi- 
day, Newsweek, Sports Illustrat- 
ed, The New Yorker, Time and 
Vogue. 

Ogilvy, Benson & Mather is the 
agency. 

Gov. Munoz-Marin’s statement, 
issued today at San Juan, P.R., in- 
cludes these comments: 

“The American public as a 
whole, so far as can be deter- 
mined, feels no antipathy to this 
type of advertising. For the most 
part they are either in favor of it 
or indifferent. Many are not even 
aware of any differences in the 
ads. 


= “A segment of the liquor indus- 
try itself (possibly a large seg- 
ment, nobody can be sure) would 
like to see the campaign contin- 
ued and the custom of banning 
women in liquor advertisements 
abandoned as outdated. 

“The objections to the ads seem 
to be based chiefly on the fear 
that the use of pictures of women, 
no matter how dignified the pre- 
sentation, may lead less restrained 
elements to carry the practice to 
extremes. Everyone in and out of 
the industry seems to agree that 
the advertisements are in good 
taste and on a high standard of 
decency. No professional models 
are used in the advertisements, 
which portray only married cou- 
ples of good social repute who had 
actually visited and enjoyed Puer- 
to Rico. 


= “Nevertheless the advertising is 
contrary to the voluntary code of 
the Distilled Spirits Institute. Al- 
though Rums of Puerto Rico is 
not a member of the institute, it is 
cognizant of the fact that the ads 
are a source of genuine concern 
to the leaders of the organization 
and to certain members of Con- 
gress (such as Sen. Magnuson). 
These gentlemen fear that the ads 
might lead to increasing pressure 
for legislation forbidding all liquor 
ads in interstate publications, thus 
placing in some degree of jeo- 
pardy the normal operations of 
the whole industry.” # 


Florida Citrus Sets 
Record $1,177,400 
Three-Month Budget 


LAKELAND, Fia., Sept. 11—The 
Florida Citrus Commission, at its 
first meeting of the 1957-58 season 
today, approved an advertising ex- 
penditure of $1,177,400 in the new 
citrus year’s first quarter, extend- 
ing from October through Decem- 
ber. 

It is the largest three-month ad 
budget ever set up by the commis- 
sion and is part of the over-all 
$4,000,000 total scheduled for the 
entire season. 

The first quarter budget ear- 
marks $584,000 for network tv, 


}than 20 


$127,000 for newspapers, $28,000 
for newspaper supplements, $250,- 
000 for magazines, $9,400 for busi- 
ness papers, $54,000 for a Canadian 
campaign, including newspapers, | 
magazines and radio, and an esti- | 


Advertising Age, September 16, 1957 


Business Rivals 
Spur Some Aitacks 
on Net TV: Sarnoff 


New York, Sept. 12—Robert W. 
Sarnoff, president of the National 


= | Broadcasting Co., today voiced the 


hope that the many investigations 


siof the network television business 


QUALITY APPEAL—A coffee-colored 
background with pink illustrations 
are used in this Chicago-area 
newspaper page to boost premium- 
priced coffee for Stewarts Private 
Blend Coffee Co. Radio and tv are 
also being used. U. S. Advertising 
Corp. is the agency. 


mated $125,000 for production. 

The over-all seasonal Canadian 
campaign, calling for a total ex- 
penditure of $163,200, was ap- 
proved by the commission. It in- 
cludes $66,690 for radio time, 
$22,146 for b&w newspaper ads, 
$31,350 for newspaper supplements 
and $19,441 for Reader’s Digest. 
Smaller amounts are set aside for 
trade advertising and production. 

Benton & Bowles is the agen- 
cy. # 


Bergmann Heads 


Parkson; Agency 
Adds Williams 


(Continued from Page 1) 

vp of Parkson, has been named 
chairman of the board. Mr. Berg- 
mann, the new president, prior to 
his association with McCann, was 
managing director of the DuMont 
Television Network and director 
of the broadcasting division of 
Allen B. DuMont Laboratories. 


s At Pharmaceuticals, Mr. Klet- 
ter takes over duties that have 
been the responsibility of Samuel 
L. Tedlow, exec vp. Mr. Tedlow 
will now direct his full efforts to 
the over-all functions of the cor- 
poration. 

Mr. Kletter has been president 
of Parkson only since Aug. 1, when 
its formation was announced by 
the principals of Edward Kletter & 
Associates, an agency opened by 
Mr. Kletter in December, 1952. 
Prior to that time, Mr. Kletter was 
president, briefly, of Products Ad- 
vertising Corp. and with the Du- 
Mont network as director of mer- 
chandising and business develop- 
ment. 

His early activities in sales and 
merchandising were with Whelan 
Drug Co., where he spent more 
years, advancing to the 
presidency of Whelan’s California 
corporation and vp of the parent 
company, United Cigar-Whelan 
Stores Corp. 

Mr. Bruck was head of Franklin 
Bruck Advertising Corp. for many 
years before joining forces with 
Mr. Kletter. 

David Grayson, formerly with 
Ted Bates & Co., has joined Park- 
son on the creative staff. + 


Larry Mac Donald Named 
Larry Mac Donald, formerly 
manager of the New York office 
of the Newark News, has joined 
Academy Pictures, tv film pro- 
ducer, as public relations director. 


will lead to a greater understand- 
ing of the industry. 

Mr. Sarnoff advanced this sug- 
gestion in a speech prepared for 
delivery before a meeting of the 
NEC affiliates here today. 

He attributed some of the at- 
tacks on network tv to business 
rivalry, others to the attitude that 
anything big is bad and still oth- 
ers to lack of knowledge of how a 
network functions. 


s “And so in the recent past a 
group of film interests, whose 
market has continued to expand 
at a happy rate, charged that the 
network system was stifling their 
business,” Mr. Sarnoff said. 

“They suggested a few ‘modifi- 
cations’ which would have the ef- 
fect of taking the networking out 
of networks. A group of song writ- 
ers engaged in litigation singled 
out the networks as the villains of 
their lyric. Pay-television promot- 
ers have played a variation on the 
same theme. Reports written in 
Washington reached the conclusion 
that the networks perform an in- 
dispensable service, but proposed 
steps which would rock the whole 
network structure—along the same 
lines urged by the film interests. 
And the investigations and litiga- 
tions continue. . . 


es “Perhaps we should welcome 
these investigations because they 
have given us the opportunity to 
explain how the network system 
works, what it needs and what it 
contributes,” the NBC president 
continued. 

Emphasizing the intensive com- 
petition now going on among the 
networks, Mr. Sarnoff called on 
the stations to back NBC’s drive 
for leadership. Specifically he 
asked for cooperation on clear- 
ances and for proper treatment for 
advertisers when clearances are 
made. 


s “To get right down to details, a 
station which insists on a middle 
station break in a major hour 
drama, as a condition of clearance, 
is certainly not making its max- 
imum contribution to the common 
effort,” Mr. Sarnoff asserted. 

In and out of formal meetings 
during this family gathering, NBC 
executives were busy trying to 
clear up clearance snags for such 
shows as “Tonight,” which is 
fighting to keep stations until 
sponsors can be lined up, and the 
news strip, which this year has 
been moved into the 6:45 to 7 p.m., 
EDT, period. + 


GE Names Parker PR VP 
General Electric Co. has ap- 
pointed Jack S. Parker, vp and 
general manager of its aircraft 
gas turbine division, vp—public 
and employe relations of the com- 
pany. Mr. Parker succeeds Lem- 
uel R. Boulware, who is within 
three years of retirement and 
who will continue as a vp, a 
member of the company’s execu- 
tive office in New York and as 
consultant to Mr. Parker. 


Guide to N.Y. Sales Act Out 

The state of New York has is- 
sued a guide to the state retail in- 
stalment sales act which takes 
effect Oct. 1. Prepared to help New 
York merchants conform to the 
new law, the bulletin outlines its 
principal provisions, defines its 
important terms and notes certain 
exceptions. The act requires full 
disclosure of all terms of retail 
instalment sales contracts and 
agreements to the buyers prior to 
signing. 


Plaut Joins 
Grant; Shepard, 
Stapleton Leave 


Cuicaco, Sept. 13—For the third 
week in a row, Grant Advertising 
made news with major executive 
shifts—plus the closing of its of- 
fice in Colombia. 

Among personnel changes that 
ADVERTISING AGE learned of this 
week were: 


e Andrew J. Shepard, vp and as- 
sistant to Will C. Grant, has re- 
signed. He had been with the 
agency nine years. Mr. Shepard 
told AA that he has no definite 
job commitment, plans to take it 
easy for a while and eventually 
hopes to relocate in New York. 


e Lawrence Stapleton, vp and 
head of Grant’s New York office, 
has left to join Lippincott & Mar- 
gulies as general manager and di- 
rector of marketing. He has been 
succeeded by Paul L. Bradley, vp, 
who formerly headed the agency’s 
West Coast operations. 


e Albert Plaut, formerly vp and 
director of advertising and sales 
promotion for the Dorothy Gray 
division of Lehn & Fink Products 
Corp., has joined Grant in New 
York as director of drug and cos- 
metic marketing. He will be ac- 
count executive on Tilford Toilet- 
ries. His father, Edward Plaut, is 
president and board chairman of 
Lehn & Fink. 


® These shifts follow the resigna- 
tion last week of Howard Jones, 
exec vp and head of the central 
creative staff of Grant, to become 
exec vp of the newly organized 
Keyes, Madden & Jones agency 
(AA, Sept. 9). Wallace Capel, 
with Grant for 11 years, the last 
five as copy chief, moved with Mr. 
Jones to become copy chief of the 
new agency. 

Two weeks ago, Lawrence R. 
McIntosh, exec vp and manager 
of Grant’s Detroit office, was 
named supervisor of all domestic 
operations (AA, Sept. 2). At the 
same time, John E. Gaunt, vp and 
tv director, was named tv director 
of the entire Grant network, both 
domestic and foreign. Christopher 
Cross, vp, was named assistant to 
Mr. Grant in the Chicago office 
and Frederick E. Spence was ele- 
vated to exec vp, also in Chicago. 

John D. Hayes, formerly man- 
ager of Grant’s international de- 
partment in New York, was 
named to manage the new inter- 
national department of Erwin, 
Wasey & Co., New York (AA, 
Sept. 2). 


s A former Grant executive also 
helped the agency enter the news 
this week. Tom Maloney, onetime 
Grant account executive, has 
joined Dancer-Fitzgerald-Sample, 
New York, as a vp and executive 
committee member, and is expect- 
ed to move an account he handled 
at Grant, Thickol Chemical Corp.., 
Camden, N. J., to Dancer. Most re- 
cently Mr. Maloney had a working 
relationship with Kelly, Nason 
Inc., New York. 

Grant also confirmed that it 
had closed its Bogota office in Co- 
lombia as of Aug. 31. The agency 
said the “economic situation is not 
encouraging in Colombia,” denied 
that the branch was closed be- 
cause the agency lost General 
Electric’s Colombia business. The 
five accounts in the office will be 
handled elsewhere. # 


Allen Rose Goes West 

Allen Rose, vp of Gaynor Col- 
man Prentis & Varley, New York, 
has been named to supervise pub- 
lic relations activities for clients 
served by the Los Angeles office 
of the agency. 
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“If we had to put a man on the moon, we could 
do it,’’ say today’s engineers. They’re speaking 
seriously. The rapid pace of engineering 
developments have made it possible. 


New engineering breakthroughs, new ideas, new 
methods make merciless demands on engineers. 
Today’s engineers don’t dare stop learning. 
They have to keep aware of technical progress 
... or be left behind . . . overnight. 


That is why MACHINE DESIGN gets high 


readership wherever design engineers are at work. 


MACHINE DESIGN is their favorite way to 
keep abreast of engineering progress. 


Proof of this readership: every MACHINE 
DESIGN advertiser is pulling inquiries. Inquiry 


volume for the first three months of 1957 
is 30% ahead of the same period last year. 


In two years, MACHINE DESIGN’s rate of 
inquiry production has more than tripled. 
Advertising readership as measured by Ad Gage 
and Starch reports averages as much as 55% 
higher than two years go. 


Wherever new products are being developed, 
you'll find men reading MACHINE DESIGN. 


MACHINE 


a publication 


Penton Building [Cleveland 13, Ohio 
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Jessop Adds Two, Boosts One 


Cliff Rodger, formerly presi- 
|dent of Magnus Music Publishing 
|Co., has been named an account 
lexecutive of Jessop Advertising 
\Co., Akron, O. Peter W. Mesner, 
previously assistant television 
producer with Howard Senor 
Agency, Cleveland, has joined the 
agency as copy chief. H. Taylor 
Protheroe, head of the Jessop art 
department, has been promoted 


to creative director. 


Pidcock Changes Name 


Pidcock, Shi & Whitson, Savan- 
nah, Ga., has changed its corpor- 
late name to Pidcock & Co. John! 
Cc. Huskisson Jr. will join the 


| SPARKLING—Clark Bros. Chewing 
Gum Co. is now distributing its 
consumer unit, budget gum, in a 


agency early in October as an) "eW foil wrap produced and print- 


account executive. 


ed by Reynolds Metals Co. 


COMING 
“GIANT MOVIES” 
GET AVAILS NOW 


KRON is TV in SF 


San Franciscans are sold on KRON-TY 


* SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD « 
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It's How They Cook, 


Say Ads in Idaho's 
Biggest Potato Push 


Botse, Sept. 10—The Idaho 
Potato & Onion Commission 
will launch its 20th consecutive 
year of advertising—the largest 
in its history. 

The account is handled joint- 
ly by Cline Advertising Service, 
Boise, and Botsford, Constan- 
tine & Gardner, Portland, Ore. 
John F. Greenlee, Cline presi- 
dent, and Ray Andrews, BC&G 
vp, are the account executives. 

More than 90% of the Idaho 
crop are late russets and these 
will furnish the basis for the 
principal campaign, starting 
Oct. 17 and continuing through 
until next spring. Early russets, 
grown in the Boise valley, cur- 
rently are being advertised in 
16 markets. The Idaho cam- 
paign embraces newspapers in 
66 key markets, supplemented 
by tv in additional markets. 


® Using the theme, “Some oth- 
er potatoes may look like Ida- 
hos, but only Idahos cook like 
Idahos,” the newspaper cam- 
paign furthers the fight against 
substitution of other potatoes 
for Idahos. The agencies han- 
dling the account point out that, 
because of widespread substitu- 
tion, twice as many potatoes are 


sold as Idahos as the total 
grown in Idaho. “Grown in Ida- 
ho” is now either stamped on 
|every potato or on containers 
carrying a registered state seal 
of identification. 

Idaho, a consistent advertiser 
| in restaurant magazines, is dou- 
bling this appropriation. 1,000,- 
| 000 new potato flags are being 
| furnished the trade for inser- 
tion in Idaho baking potatoes. 
A new and separate trade cam- 
| paign addressed to restaurants, 
| drive-ins and institutions on 
| processed Idaho potatoes is 
scheduled for next spring. 
| The Idaho onion campaign 
for early ’58 will be limited to 
| trade advertising and four-col- 
or display pieces. + 


Telanserphone Co. Expands 
‘Where-to-Buy-It' Service 
Telanserphone Co., which 
claims to be the largest tele- 
| phone answering system in the 
country, reports that it has ex- 
jpanded its “where-to-buy-it”’ 


|merchandising service. Telan- 


| serphone says it can now blan- 
ket the country for an advertis- 
er. A subscriber may also buy 
‘the service for a limited num- 
ber of cities. 
Under this service, advertis- 
|ers list local phone numbers in 
their ads; upon calling these 
numbers an ad reader can find 
|}out which dealers are carrying 
| the advertised products. A pub- 
| lication (Esquire has been us- 
| ing the service for two years) 
|}can buy the service for its ad- 
| vertisers. 


Arthur Kaplan Closes Shop, 
Joins Leber & Katz 

Arthur B. Kaplan, for the 
| past 15 years head of the New 
| York agency bearing his name, 
| has closed his shop and joined 
| Leber & Katz, New York, as a 
|group account supervisor and 
|member of the plans board. He 
| brings with him three accounts: 
| Greenhall Bros., maker of Dom- 
|ino belts; Puritan Beef Co., 
| maker of Puritan frosted foods, 
and Witty Bros., New York 
|men’s clothing chain. 


Katz Appoints Bernard Burt 

Bernard I. Burt, formerly 
with TV Guide, has been ap- 
pointed account executive and 
public relations director of 
Benjamin Katz Agency, Phil- 
adelphia. 
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Cuba's First 
Color TV Station 
to Bow Oct. 24 


New York, Sept. 10—Color 
television will be inaugurated in 
Cuba next month. 

Radio Corp. of America, 
which is supplying the equip- 
ment, announced here today 
that the first color tv station 
outside the U.S. will begin 
transmitting in Havana Oct. 24. 

The station—to be known as 
Canal 12, S. A—will be headed 
by Gaspar Pumarejo, a veteran 
Cuban broadcaster. He started 
Cuba’s first tv station six years 
ago. 

P. B. Reed, international sales 
vp of RCA, said the station will 
be using a 10kw color trans- 
mitter and a 60’ antenna, to be 
situated atop the new 400’ high 
Hilton hotel in Havana. This 
will make the station the most 
powerful of the 21 tv transmit- 
ters in Cuba. 


® Canal 12, Havana, plans to 
Start with a 24-hour daily color 
schedule, all in films. There 
w.ll be a basic two-hour film 
program that will be repeated 
10 times daily, with fresh news 
and other filmed items insert- 
ed as they become available. 
Filmed news and other features 
will be flown to Havana daily 
from New York, Miami, Mexico 
City and other points. 

According to the RCA report, 
Mr. Pumarejo believes 10,000 
color sets can be sold in Cuba 
during the first year. A color 
receiver can be bought in Cuba 
for approximately $700. There 
will have to be at least 20,009 
sets in use to enable the station 
to begin live programming in 
color. 

Mr. Pumarejo said he was op- 
timistic about financial pros- 
pects “because of the backlog 
of bids from companies eager 
to advertise their products in 
color.” # 


‘Complete Shopper,’ 
Aimed at Visitors to 
N.Y., Opens Oct. 1 


New York, Sept. 10—The 
Complete Shopper, a new serv- 
ice magazine geared to visitors 
to New York City, will make 
its debut on Oct. 1. C. Joseph 
Scott Jr., formerly with the re- 
tail sales staff of The New 
Yorker, is publisher. 

The magazine will be pub- 
lished monthly, beginning next 
year, except that there will be 
two issues in November and 
one in the July-August period. 
During the remainder of 1957, 
the publication will appear 
monthly. 

The magazine, whose format 
will be 6%x11”, will have a 
10-day closing date. The b&w 
page rate will be $450. It will 
be circulated without cost in 


New Yor hotels, with an initial 


distribution of 26,000. 

The magazine will feature 
fashion news about New York’s 
quality stores and shops, com- 
bined with features and edi- 
torial coverage. 


® Jeanne Reilly, formerly with 
the Fair Store, Chicago, has 
been named editor. George En- 
gel, formerly a management 
consultant and author of “Prof- 
itable Specialty Shop Opera- 
tions,” has joined the publica- 
tion as retail consultant. Mr. 
Scott was at one time with 
Promenade and was on the edi- 
torial end of the Daily Times, 


Tampa, Fla., and the City News 
Bureau, Chicago. 

The publication’s office is at 55 
E. 54th St. # 


Luick, Jones trom Ludgin 
Join Tatham-Laird, NL&B 


John Luick and H. Maurice 


Jones, two of the estimated 30) 
who were dismissed | 


employes 
when Earle Ludgin & Co., Chica- 
go, lost its portion of the Helene 
Curtis Industries account (AA, 


July 22), have become associated | 


with Tatham-Laird and Needham, 
Louis & Brorby, respectively. Mr. 
Luick, who joined Ludgin as an 
account executive on the Tidy 
House account several months 
ago, has been named a merchan- 
dising counselor on several major 
accounts at Tatham-Laird. Mr. 
Jones, who joined Ludgin’s re- 
search department early this year, 
has been named a research super- 
visor in the NL&B research de- 
partment. 

Mr. Jones had recently suc- 


ceeded Bill Robinson as Ludgin 
research director, and Mr. Robin- 
son moved to an account execu- 
tive post on the Helene Curtis ac- 
count. When Curtis departed, Mr. 
Robinson resumed the post of 
Ludgin research director. Until 
|July, Ludgin employed approxi- 
|mately 130 persons. Between 90 
and 100 persons now staff the) 
agency. 


Spincraft Names Bigwood 

Marian Lawrie Bigwood has 
| been appointed advertising mana- 
ger of Spincraft Inc., Milwaukee, | 
| specialist in metal spinning and) 
fabricating. Mrs. Bigwood has been | 
a free-lance advertising consultant 
for the past 10 years. 


Lee Hats Names Sherk 

| J. Lawrence Sherk has been 
‘named vp in charge of sales of 
Frank H. Lee Co., Danbury, Conn., | 
manufacturer of men’s hats. Mr. 
Sherk joined the company in Jan-| 
‘uary as sales manager. 


Roc 


ae. - 


“Good Morning” Newspaper 


In the first 7 months of 1957 Denver’s Clothing Stores 
(Men’s, Men’s and Women’s and Women’s) placed 
861,580 lines, 53.2% of their total newspaper advertising 
in the Rocky Mountain News. 

Medio Records 

Represented by 
General Advertising Dep't. 
SCRIPPS-HOWARD NEWSPAPERS 


Striking camera angles, dramatic close-ups and a new, big- 
band version of the Light-Up Time song add sparkle to the new 
TV campaign for Lucky Strike cigarettes —- made by The 
American Tobacco Company. Commercials all feature the popu- 
lar Lucky Strike couple, Grace and Russ, in appealing, true-to- 


life smoking situations . . . 


and make this most inviting promise: 


“You'll say a Lucky’s the best-tasting cigarette you ever smoked.” 


Peelabanana, eatabanana, drinkabanana—that’s Bananaslang. 
And if awards are any indication, this campaign for United Fruit 
Company is a bananasmash hit. As a consumer series, Banana- 
slang was honored by Esquire magazine, and in Advertising 
Age. Adapted for trade papers, Bananaslang won a prize in the 
Associated Business Publications contest. True to the campaign 
theme, Banana readership has been “wholesome—and then some.” 


BATTEN, 


NEW YORK + ATLANTA + BOSTON 


+ BUFFALO 


BARTON, DURSTINE & OSBORN, 


* CHICACO + CLEVELAND + DALLAS + DETROIT + 


HOLLYWOOD + LOS ANGELES + 


dhe ~) pok! Quick“n-easy Woes 
to spark up your meal! 


Es aay 
qitits ids ee ‘ 


SataAaRnAAin hear RAMEN) 


Everyone talks about the weather — especially salt manu- 
facturers. In fact, the claim of salt pouring in damp weather 
has become an advertising cliché. So International Salt Com- 
pany is taking a new approach for its Sterling Salt. Promoting 
salt as an exciting ingredient in modern cooking, advertisements 
in newspapers feature recipes made better with Sterling Salt. 
Animated salt shaker is used in print and at point of sale. 


Champagne flight. This summer, through a saturation radio 
campaign, Western Airlines told the West about its famous 
flights that feature champagne, filet mignon and orchids. 
BBDO Los Angeles promoted the superb hospitality of this 
airline in other media as well. Western, senior U. S. airline, 
serves twelve western states, neighboring Canada and Mexico 
City ...and gives them America’s smartest air service. 


MINNEAPOLIS + 


ADVERTISING 


PITTSBURCH + SAN FRANCISCO + SEATTLE + TORONTO 
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A rainy August night is better for ducks than 
for pigskins. 


But the Tribune can and did kick off 1957 football 
in a thunderstorm on August 9. It can and did 
assemble grid greats from 34 college campuses . . . 
pit them against the pro champion New York Giants 
... and pack 75,000 wet and excited fans into 
Soldier Field to watch the 24th Annual 

All-Star Game. 


And the Tribune can and did sell $1,000,000 worth 
of houses from a single page advertisement. 
$40,000 worth of furniture from another one. 

And enough sausage to warrant construction of a 
second smokehouse and doubled production by a 
Midwest manufacturer. 


How come? 


Because the Tribune jolts people into action in 
Chicago. Some may fuss about the Tribune or blast 
it—others may swear by it or sometimes at it. 

But nobody ignores it. More than 2 times more 
families in Chicago and suburbs read it than read the 
largest national magazine. More than 6 times as many 
read it as tune in the average evening TV show. 


That’s probably one reason why advertisers last year 
invested a whopping $70,000,000 in the Tribune. 
To make the most of your opportunity in the Chicago 


market, tell your story in the CH ICAGO TRIBUNE 
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The Editorial Viewpoint... 


Television and Other Media 


As the 1957-58 television season moves into full swing, the medium 
gives a good many indications of reaching maturity. 

There are certainly plenty of problems still to be solved, and no 
dearth of difficulties ahead, but the shakedown cruise is past, and 
the sailing from here on gives indications of being more predictable 
and less erratic. After ten years the medium has grown enough so 
that, barring some decisive change in direction thrust on it by an 
outside force, the general] outlines of its future are clear. 

So maybe this is as good a time as any to quote, without comment, 
Bob Sarnoff of NBC on the subject of television and other media. The 
quote is taken from one of his recent form letters to radio-tv editors: 

“It is standard practice of those opposing commercial television to 

seek the support of competing media on the theory that advertising 
money now in television would revert to our competitors if we were 
shorn of commercials,” he wrote. “This theory has found favor among 
some magazines and newspapers. I think they should take a second 
look. 
“The nationwide advertising impact of network television has, I 
believe, stimulated increased expenditures in other media—so much 
so that advertising is moving ahead at a faster pace than the economy 
itself. Between 1948 and 1956, advertising expenditures doubled and 
all media shared in the increase. Newspapers, for example, increased 
their total revenue from $1.75 billion to $3.3 billion. 

“This year, total advertising should reach $10.5 billion as compared 
to $9.98 billion last year. The NBC research department believes it 
will go to $12.5 billion by 1962. I think newspapers, magazines, radio, 
direct mail and other advertising outlets will all share in this increase. 
I think this because anything that creates excitement about, and fo- 
cuses new interest on, advertising helps all those supported by adver- 


Science Fiction in the Ads 


Thumbing through one of the weeklies the other day, we came to 
the definite conclusion that the best science fiction writing these days 
is appearing in the ads. . . and the best part of it is that most of it 
isn’t fiction, but fact. 

For instance: Union Carbide reports on two liquids which “flow as 
freely as water. Yet when poured together they quickly turn into a 
solid—without the use of heat or pressure. Harder than many metals, 
the resulting plastic is called epoxy.” 

And Bankers Trust tells us “how ‘sound’ you can’t hear may wash 
your clothes in 1970,” when “your laundry may be washed by in- 
audible vibrations that literally shake dirt particles out of clothing.” 

Or maybe you prefer Square D’s proximity limit switch which is 
actuated by the nearness of ferrous parts or materials and requires 
no physical contact . . . or Chain Belt Co.’s Rex Pumpcrete hopper, 
which pumps concrete “up, down, around corners—wherever it’s 
needed.” 

Perhaps you are interested in the special ritual Bernard B. Nelson 
Jr. of Minneapolis goes through when he and his wife leave town. 
Spencer Chemical Co. tells about it: “Over each of the family’s potted 
plants they place a transparent bag made from the wonder plastic, 
polyethylene... This bag lets oxygen and carbon dioxide pass through 


Advertising Age, September 16, 1957 


—Alien Glasser, Cantor Publications, New York. 


“The boss says a company is judged by the men it keeps—so they 
let Joe go!” 


it freely. Yet so waterproof is polyethylene that the plant can go for 
days without watering. As moisture from the pot’s soil evaporates it 
condenses on the film and drips back into the soil, making the plant 
in effect self-watering.” 

No plant protector, you? Well, maybe you’re a plant designer. In 
which case you should be interested in Stewart-Warner’s Datafax 
machine . . . “a remarkable new facsimile system for the instant, ac- 
curate, economical transmission of anything that can be written, 
typed, printed, photographed or drawn on paper.” Or Victor Adding 
Machine’s Simpla-Key printing calculator, which “lets you automati- 
cally multiply, add, subtract or divide with a flick of one key.” 

There was an ad in the magazine, too, for British Overseas Airways 
Corp., illustrated with a kid in India making a snake dance to music, 
and headlined, “Make fantasy real . . .” Seems childish, doesn’t it, 
beside all that science fiction stuff which mostly isn’t fiction at all? 
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What They're Saying... 


‘Knight-Time Television’ 

I am in receipt via the Royal 
Mail, of a small green plastic cast- 
ing representing a medieval knight, 
accompanied by a letter which 
states that “television has put Ca- 
nadians back a thousand years.” 

This, I think, is a mild exagger- 
ation. However, the ad agency in 
whose name this boast is made is 
perhaps in a better position than I 
to know. The burden of the agen- 
cy’s message is that the success of 
a program called “The Adventures 
of Sir Lancelot” has inspired a re- 
turn to the Dark Ages. “Knights,” 
says the agency, “are knews,” and 
“knight-time television” is return- 
ing. 

Well, this agekncy has beekn 
seknding me juknk like this 
for makny mknths ikn the hope 
of garknerikng akn occasioknal 
mekntioknu ikn this columkn. 
Aknd it’s finknally wokn. I 
no whekn I’m licked. So here, 
Messrs. Breithaupt, Milsom Ltd., 
is your barmy plug, aknd I hope 
you're satisfied. 


—Bob Blackburn's Televiews column 
in the Citizen, Ottawa, Ont. 


There'll Be a Reason 

As hardened cynics when it 
comes to newspaper and magazine 
reporting on what makes the stock 
market do as it does, we would 
not be surprised at all] to read later 
on that the correction of over- 
valuation when it comes, as it must, 
was caused by the growth of the 


country and by inflation. Growth, 
because a lot of people suddenly 
came of age and couldn’t find 
enough jobs; and inflation, because 
costs of manufacturing went up 
and so put a squeeze on profit 
margins. These were the “reasons” 
impartially used to explain away 
radical undervaluation during the 
1947-49 period and to dispel fears 
of overvaluation in the 1953-57 
period. They can be turned upside 
down at any market juncture with 
perfect facility and they look the 
same at both ends. Furthermore, if 
these “reasons” or some others 
equally plausible are not dragged 
out by way of explanation, half of 
Wall St. would be driven to a study 
of earnings and dividends and the 
rates of capitalization normally 
applied to them. Do not worry 
about what caused stocks to go 


down. Explanations will be found. 
—The Value Line, Investment Survey, 
issued by Arnold Bernhard & Co. 
New York. 


You'd Never Know, But... 

It has even been suggested that 
advertisers, in the future, might 
“sneak in” their commercials 
while their television drama was 
being presented. One would not 
even know that one was being 
urged to DRINK SMITH’S BEER, 
but the message would be sinking 
home, all the same. This possibil- 
ity remains speculative... 

—From a news release from American 
Psychological Assn., reporting a dis- 


cussion of “subliminal perception” by 
three NYU psychologists. 


Rough Proofs 


Tetley Tea Co. is introducing a 
tea taster into its ads, via Ogilvy, 
Benson & Mather, and hopes to 
make him as famous as the man 
with the eyepatch or Commander 
Whitehead. 

When they see the copy, the 
wine growers will start biting their 
nails. 

. 


According to The New Yorker, 
there’ll always be an adman, but 
in fast-growing Japan, says Shin- 
kicki Nozawa, of the Dentsu agen- 
cy, there aren’t nearly enough of 
the breed to go around. 


Now that Florida Citrus Com- 
mission is to be a co-sponsor of 
“What’s My Line?” maybe Rem- 
ington Rand would be willing to 
demonstrate its electric shaver on 
the show by proving that after the 
fuzz is removed, a peach is as 
smooth as a Florida orange. 


It’s getting harder and harder to 
be funny in advertising without 
offending some important people. 
Even a Shell picture of a toupee 
blowing in the wind brought cries 
of anguish from a leading manu- 
facturer of hairpieces. 


“What makes a newspaper 
great?” asks the Minneapolis Star 
& Tribune. 

Well, bringing a major league 
baseball franchise to town might 
be one good way to do it. 


Bergen Evans has written a book 
in which he contends that popular 
usage, not the grammarians, de- 
termines correct speech, and he’s 
more than willing to give his un- 
qualified endorsement to “Winston 
tastes good like a cigaret should.” 


“Most men worth their salt are 
at work when I’m on the air,” says 
Arthur Godfrey, in explaining his 
predominantly female audience. 

But he should except his sales- 
men fans who tune him in on their 
car radios. 


“Soap operas have dropped 37% 
in share of radio audience,” as- 
serts American Radio. 

Looks as if the gals would rather 
laugh a little than spill their tears 
into the dishwater. 


If all the cosmetics advertisers 
on tv had commercial announcers 
as attractive and convincing as 
Barbara Britton, their ratings and 
sales might climb fast enough to 
rival those of Revlon. 


Northwest Orient Airlines’ Im- 
perial service includes, the ads say, 
“complimentary champagne.” 

Domestic or imported? 


“This opening,” says a classified 
advertiser, “is in home office in the 
West, with nearby skiing, fishing, 
etc.” 

How about a little more detail on 
the et ceteras? 


Copy Cus. 
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Champion 
“Weight Lifters” 


Dr. Smiley Blanton: 
“LOVE OR PERISH” 


They lift the load from 
heavy hearts and 
troubled minds... 


To the oft-mentioned aims of The Inquirer 
—information, aid, entertainment—must be 
added another: Inspiration. Today, with 
the world so much awhirl, readers seek 
counsel and guidance and the shining light 
of inspiration to lighten their daily load. 
The Inquirer supplies a full measure. As 


Dr. Norman Vincent Peale: Dr. Peter Steincrohn: 


“THE ART OF “LIVE LONGER exemplified in the serializations of best-sell- 
REAL HAPPINESS” AND ENJOY IT2 ing books by the authors pictured here. 


It is only natural that readers turn to The 
Inquirer when they feel a need for help. Be- 
cause The Inquirer has always put the needs 
of readers above all else. Out of such concern 
for readers has developed a firm loyalty to 
The Inquirer. Loyalty that is reflected in a 
most productive climate for advertisers. 
That’s why more advertisers place more 
linage in The Inquirer than in any other 
Philadelphia newspaper ! 


Dr. Hornell Hart: 
*“AUTOCONDITIONING” 


Che Philadelphia Prguiver 


Now in its 24th consecutive year of total advertising leadership 
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Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
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MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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New York State Is First in sioner Edward T. Dickinson, 132 
Cameras, Photo Supplies plants, or 29% of the country’s 
New York State’s photo indus-| Photographic establishments, are 


try tops the nation in the produc-| located in New York, employing, 


tion of cameras, film, accessories | two-thirds of the industry’s total 
and photographic supplies, accord-| work force. Illinois is the No. 2 


ing to state commerce commis- | state, with 14% of the total em- 


ployment. The Rochester area, with 
companies like Kodak, Graflex, 
Photostate, Haloid, Du Pont, Para- 
gon-Revolute and Bell & Howell, is 
the center for the photographic 
equipment manufacturing in the 
US. 


Advertising Age, September 16, 1957 


State photographic concerns are, 
planning to spend an estimated 
$50,000,000 this year for expansion 
and modernization programs, the 
commissioner reported. Of this, 
» $32,500,000 will be spent by East- | 


man Kodak. 


SAN DIEGO- 
YOUNG GIANT MARKET 


Pred et ae 
—. * 


2», - 
cnoy pate <a 


1956 Effective 
Buying Income: 


$1,748,312,000°° 


Lene 2 OR acta so 


In total net effective buying income, San Diego ranks 19th 
among the nation’s 262 Metropolitan County Markets . . . 


bigger than — 


Seattle, Washington 
Dallas, Texas... . 
Atlanta, Georgia . . 
Miami, Florida . . . 
Denver, Colorado. 


To penetrate San Diego. . 


EVENING TRIBUNE | 


Ke , 5 
“The Ring a) of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles . 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


$1,709,129,000 


. to sell this prosperous 
Young Giant Market . . . advertise in The San Diego 
Union and Evening Tribune. 83% saturation coverage! 


Sales estimates copyrighted 1957 Sales Management Survey of 
Buying Power. Further reproduction not licensed. 


1,639,673,000 
1,574,793,000 
1,508,311,000 
1,358,157,000 


_|Co., 


SET & INSET—This counter card is 
part of a joint campaign by Four 
Roses Distillers Co. and Radio 
Corp. of America’s RCA Victor tel- 
evision division. This merchandis- 
ing tie-in drive will continue 
through October in an effort to 
promote the sale of color tv re- 
ceivers to taverns. 


4 Roses, RCA Join 
to Persuade Taverns 
to Install Color TV 


New York, Sept. 10—Four Roses 
Distillers Co. and Radio Corp. of 
America’s RCA Victor television 
division are cooperating on a mer- 
chandising promotion to stimulate 
installation of color tv receivers in 
taverns. The promotion will run 
through October. 

Advertising will be used in 100 
newspapers and in Life (Sept. 16) 
and Look (Oct. 1), in addition to 
outdoor posters in about a dozen 
markets. The advertising program 
is sponsored entirely by Four Ros- 
es and is being handled by Young 
& Rubicam. RCA is launching a 
promotional campaign in coopera- 
tion with Four Roses, which is be- 
ing handled by Kenyon & Eckhardt. 

It is emphasized, in connection 
with this campaign, that there will 
be no tv advertising. The distiller 
adheres to the distilled spirits in- 
dustry code prohibiting radio and 
tv advertising for whisky. But it 
will use the color tv theme as a 
vehicle for its fall advertising. 

A variety of sales promotion 
materials will be used to encourage 
tavern owners to install color re- 
ceivers to attract patrons. A spe- 
cial tavern sales kit will be dis- 
tributed by RCA Victor to its dis- 
tributors. # 


California National Sets Up 
Product Development Board 

California National Productions, 
New York, a subsidiary of Nation- 
al Broadcasting Co., has set up a 
products development board to aid 
manufacturers in the origination, 
development, marketing and pro- 
motion of products. The service 
will be open to manufacturers 
licensed to merchandise California 
National or NBC programs and 
personalities. 

Serving on the board are Robert 
R. Max, manager of California’s 
merchandising division; Selwyn 
Rausch, formerly head of mer- 
|chandising for Terrytoons; Gladys 
Murray, formerly exploitation 
manager of Eagle Lion Films; Ma- 
rio Trombetta, manager of Califor- 
nia’s art department, and Serge 
Valle, manager of NBC Television 
Films research and sales develop- 
ment department. 


D'Arcy Promotes Johnson 
Robert E. Johnson, writer-pro- 
ducer in the D’Arcy Advertising 
St. Louis, radio-ty depart- 
ment, has been promoted to di- 
rector of the radio-tv creative de- 
partment. He and his staff will 


(ide 


|handle writing and production on 
all spot and program advertising 
|for clients serviced out of the St. 
| Louis office. 
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ADVERTISING COMPANY, INC. — NEW YC 
o eta eae es AF ¥ex ea sae 


Devastating how speedily shoppers blank out on favorite 
brands the second they step into a store . . . how 
“specials” dissipate bigger and bigger ad budgets. 
Cure the sickness at the source . . . intercept shoppers 
when they're out-to-spend . . . capture minds in a 


buying mood. Make them carry your brand image 


¥ right to the shelf and reach for it. Sell your product on 
CRITERION POSTERS and command the retail 


marketplace—one city or 2,000—more direct advertising, 


more continuously, for less money .... where it counts most! 


Use CRITERION POSTERS 0 se// 
your product in the retail marketplace 
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Pay for Ad Talent or 
Lose It, Industrial 
Advertisers Warned 


San Francisco, Sept. 10—Indus- 
trial advertisers, industrial agen- 
cies and publishers of industrial 
publications should realize they 
must “pay competitive prices for 


advertising talent or we simply 
won’t get that talent. We must pay 
competitive prices for art and pro- 
duction and services like direct 
mail and exhibits or we will be 
laughed out of business—and we'll 
deserve to be” 

This warning came from John 
J. O’Rourke, president of John 
O’Rourke Advertising, in a talk be- 
fore the San Francisco Advertising 


35.5% of the heads of g/és 
Magazine households surveyed 


are officials* 


or proprietors 


of businesses. This is by far 
the largest percentage in its 


classification 


of any of 


the 54 magazines 
appearing in the latest 
Starch Consumer 
Magazine Report. 


1,180,296 Elks comprise a mass market with class incomes the median 
of which is $6,050. The Starch 51st Consumer Magazine Report gives 
the complete picture. Just write or phone to see a copy. 


*Includes managers and officials 


THE 


in both private and public 
organizations. 


MAGAZINE 


New York - Chicago » Los Angeles - Portland, Ore. 


Club. 

There are plenty of industrial 
advertisers and agencies, he as- 
serted, that think the best way 
to handle industria] advertising is 
the lowest cost way. 

“Nobody respects those who re- 
main (in the ad business) on that 
basis,” he said. “The company, 
the agency, the man we respect is 
the one who carefully assesses 
the value of the job to be done, 
works out a fair price with every- 
one concerned and pays that 
price.” 


s “Industrial advertising is not 
now, and never has been, really a 
15% business,” he went on. “No 
kind of advertising is a 15% busi- 
ness. A client ought to get what he 
pays for and he ought to pay for 
what he gets—whether it’s 15% 
or 150%.” 

Failure of industrial advertisers 
to pay adequately for services ren- 
dered has, in many cases, Mr. 
O’Rourke said, resulted in indus- 
trial admen deciding “‘The hell 
with it. I'll go to work for some- 
body who places consumer adver- 
tising and knows the cost of an 
effective job, and I’ll let these in- 
dustrial advertisers buy cheap 
service and find out what it really 
costs.’ ” 

Greater attention to the quality 
of industrial advertising is in 
keeping with the growing stature 
of industrial advertising as an in- 
dustry, Mr. O’Rourke emphasized. 

He said that industrial adver- 
tising now accounts for more than 
10% of all measured ad spend- 
ing and that the addition of un- 
measured spending would prob- 
ably bring the total industrial ad 
spending figure for 1957 to $3 bil- 
lion or $4 billion. 

In the past four years, he not- 
ed, industrial advertising dollar 
volume has increased 14%, com- 
pared with a 10% rise for the ad- 
vertising industry generally. 


Kashins Joins Rose-Martin 

Lou Kashins, formerly with 
Reed Advertising Inc., has joined 
Rose-Martin, New York, as an ac- 


count executive. 


The stage portrait of a big business man 

is amusing but no longer accurate. Today, 

if he's really big, he probably wears a key, 
talks quietly and reads with discrimination — 
very likely Harper's or The Atlantic. 


* 


Advertising Age, September 16, 1957 


Getting Personal 


“Rulers of the Diamond” is the new title bestowed on Guild, 
Bascom & Bonfigli Inc., San Francisco, as a result of that agency’s 
defeat of a Batten, Barton, Durstine & Osborn team in the North- 
ern California Ad Agency Soft Ball League. GB&B downed BBDO 
by a 4 to 2 score at Funston Park to become champions of the 1957 
season. Milt Kerr was the winning pitcher and Jim Benedict, toss- 
ing for last year’s title holders, was charged with the loss. In the 
final league standings GB&B had a 5 win, no loss record. Other 
standings with won-lost totals are BBDO 4-1; McCann-Erickson 
3-2; FC&B 2-3; Boland Associates 1-4, and Young & Rubicam 0-5... 

Stanley Clague, vp of Modern Hospital, Chicago, drove to the 
Poconos a couple of weeks ago to see his son Ken, who is in the 
Air Force, married to Ellen Montgomery of Chatham, NJ. . . 


FAREWELL—The Hollywood studios of KBIG, Catalina, were con- 
verted to these exotic foreign settings at the costume party honor- 
ing Margee Phillips, associate news editor and public service di- 
rector, on her departure for a year-long world tour. Pictured are 
neighbor Jon Ross, president of Jon M. Ross Advertising Agency, 
putting the traditional lei on Miss Phillips as she is toasted by KBIG 
colleagues, Marilyn Smith, De Laine Helms and Alene McKinney. 


Robert J. Pickering, on the display staff of The Times, Hartford, 
Conn., and son of Louis S. Pickering, general manager, the Journal, 
Ithaca, N. Y., will be married in October to N. Elizabeth Collins, of 
Hartford... 

Robert E. L. Taylor, vp and treasurer of the Bulletin Co., and 
Gordon F. Chelf, ad director of the Philadelphia Inquirer, have been 
named to a committee to select the winner of the 1957 Commerce 
and Industry Aw&rd of the Chamber of Commerce of Greater Phil- 
adelphia... 


O'Toole Harris Fleischmann Howard 
MODEL & FRIENDS—Gathered for a bit of breeezy socializing recently 
aboard the Atlanta Paper Co. yacht, Apaco, in New York’s Hudson 
River, were Jack O’Toole, vp and merchandising manager of Mc- 
Cann-Erickson; Arthur L. Harris, president of the Mead-Atlanta 
Paper Co.; Manley Fleischmann, New York attorney, and Gloria 

Howard, model used in the company’s advertising. 


Carl A. Bornman, exec vp of Cotton Baking Co., Shreveport, will 
handle public relations and public information for the ’57 United 
Fund drive in Caddo and Bossier Parishes of Louisiana. He’s a 
past president of the Shreveport Adclub, which for the past three 
years has directed publicity, pr and promotion for the fall drive. . . 

Joseph H. Ball, president of Ball Associates, Philadelphia adver- 
tising and publicity firm, has been named 1957-58 chairman of the 
radio and tv committee of the Philadelphia Junior Chamber of 
Commerce. . . 

For the 20th successive year, the Advertisers Club of Cincinnati 
is supervising the advertising division of that city’s United Appeal 
campaign this fall. William F. McCarthy, immediate past president 
of the club, and assistant director of advertising, Eagle-Picher Co., 
heads the division. The $5,480,066 campaign opened Sept. 9... 
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Setting 


i New Yorker readers are particularly responsive to an arrest- 


a ing idea, and so the unusual creative approach* has special 
appeal. That is why so many spectacular and successful ad- 


| : vertising campaigns have been seen first in The New Yorker. 
*A publishing principle which has guided The New Yorker for thirty-two years, 
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~NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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PRODUCT ENGINEERING Editor 
Elmer J. Tangerman reports: 

“Now we have 

2 editions alternatin g 

on a weekly basis. 


It takes 21 new staff 


members... including 


13 new editors... 


and more...” 


PRODUCT ENGINEERING's enlarged editorial staff poses for its first formal portrait. 


How a Magazine Grows with 


“Today's product design engineer must know 
more about everything — faster! His job is 
more complex, his responsibilities greater. More 
than 50% of industry’s income is from prod- 
uct designs originated or improved since 1950; 
by 1960, 10% of manufacturers’ income will 
come from products not yet developed. 
“Intensive research over a two-year period in- 
dicated that a weekly publishing schedule was 
necessaty to meet engineers’ needs {or faster, 
more complete interpretive coveraze. Thus 
weekly issues were initiated September 9, 1957. 


“During the past few months, we have 
doubled the size of our editorial staff. How- 
ever, adding people is only part of the story. 
Backing our new field editors are McGraw- 
Hill’s 13 domestic news bureaus. The McGraw- 
Hiil World News Service staff supplements 
PRODUCT ENGINEERING’s new, direct foreign 
correspondents. Other McGraw-Hill services, 
including the Department of Economics and 
the Research Department, will also make major 
contributions to the new weekly editions of 
PRODUCT ENGINEERING.” 
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its Readers 


Diagram shows services performed by each of the groups in 
the photo above, also how PRODUCT ENGINEERING'’s 


What PRODUCT ENGINEERING has just original staff has been expanded to meet readers’ needs. 


done — giving readers more timely informa- 
tion, more direction for personal progress — 
is another outstanding example of McGraw- 
Hill’s editorial value in business publications. 
The reader gets more for his subscription ...the 
advertiser more value for his advertising dollar. 


McGraw-Hill Publications 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. 
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DAVENPORT 


* A QUALITY MARKET — per fomily retail sales 


$4690—higher than any of the top ten markets in the big 5 west 
North Central states. 


* LEADER OF THE QUAD-CITIES — with o 
whopping, topping net buying income of over $!59,347,000. 


REACH — SELL this rich midland mar- 
ket through DAVENPORT NEWSPAPERS. 
For the tenth consecutive year — First in 
lineage in all lowa and First in the Quad- 
Cities! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
#SLAND, MOLINE, AND EAST MOLINE, ILL. 


Advertising Age, September 16, 1957 


Time Inc. Finds Magazine Ads ‘Very 
Rewarding Compared to Direct Mail’ 


New York, Sept. 10—Time Inc., 
searching for “new, effective 
methods of selling,” said today it 
was “very satisfied” with a three- 
page gatefold ad it ran in the 
August Reader’s Digest. 

Bernard Auer, circulation direc- 
tor, would divulge no statistics on 
the pull of the gatefold, which pro- 
moted subscriptions to Life, Sports 
Illustrated and Time, but he said, 
“The experiment turned out well 
enough for us to try more of the 
same.” 

As a result, Time Inc. has sched- 
uled a gatefold in the December 
issue of Sunset Magazine—the first 
to appear in that magazine—and 
plans to run gatefolds in the Janu- 
ary and February, 1958, issues of 
“four or five magazines.” One of 
these will appear in the Reader’s 


I'S THE KIND OF WELCOME THAT MATTERS 


N°? TIRED glass-blower, the traveler seen here 

with the kingsize straw really demonstrates an 
ancient axiom you might re-word thusly : “When in 
Viet Nam, do as the Viet Namese do.” He’s George 


dozen years’ reporting from scores of spots, Hong | 
Kong to Rhode Island, what’s a little watered rice 
wine among international friends ? 


W. Long, assistant editor of The National Geo- 
graphic, and — in this tableau—is being graciously 
welcomed by primitive Moi villagers of the Viet 
Nam highlands. Hospitality, to them, means 
placing a large jar of ceremonial rice wine before 
the stranger— whereupon everybody drinks 
through a yard-long bamboo tube, passed around 
the circle like a tribal peace-pipe. 


This may not be quite how guests are feted in 
Westport, Oak Park or the Hollywood Hills, but — 
like other National Geographical representatives 
constantly covering the world—George Long 
knows how to take such things in stride. After a 


More pertinent, this is typical of the “red carpet” 
treatment National Geographic writers and 
photographers meet around the globe. Few, if any, 
Moi tribesmen seem to be Geographic readers. But 
more than 2,000,000 other families of handsome 
earning power and indefatigable buying habits are. 
Intensely interested in our planet's endless pageant, 
these are remarkably hospitable people themselves. 


And to National Geographic advertisers, they ac- 
cord a special kind of “red carpet” treatment, 
profitable as it is pleasant . . . the kind of welcome 
that makes them (as it will you) want to come 
back again and again for more. 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


Digest. Most of the insertions will 
push Time, although “we may run 
another gatefold” for Life, SI and 
Time combined, he said. 

Mr. Auer said the gatefolds will 
be “in addition to our regular me- 
dia advertising.” He added that 
the August ad in the Digest was 
“very rewarding compared with 
direct mail and other methods” of 
obtaining new subscriptions. 

Last January, Time Inc. ran the 
first gatefold ever to appear in the 
Digest. That one was devoted to 
Time alone. # 


Vernon Buys Control of 
Jacob Ruppert Brewery 

Murray Vernon, board chairman 
of Jacob Ruppert, New York brew- 
er, has bought stock control of the 
company. He now reportedly con- 
trols 257,000 shares of the 500,000 
shares of the company’s common 
stock outstanding. Mr. Vernon, who 
married the daughter of the late 
George Ruppert, and who is also 
president of S. E. & M. Vernon Inc., 
producer of loose leaf and blank 
books, with annual sales of $10,- 
000,000, said that he had bought 
control of the brewery to keep it in 
the family, and that he expects 
his sons, George and Murray Jr., 
to carry on the business, which he 
said is improving its sales. 

It reported a net profit for the 
first half of $53,412 on $16,282,312 
sales, compared with a loss of $25,- 
950 on sales of $15,598,390 in the 
first half of ’56. 


Cappy Ricks Adds Two 

Cappy Ricks & Associates, Seat- 
tle, has been appointed to handle 
advertising for Rite Service Station 
Stamps Inc., Seattle, a new entrant 
in the saving stamp field. An 11- 
state campaign for the stamp plan, 
designed exclusively for service 
stations, has been launched and 
includes two-color trade ads and 
point of purchase materials. Ricks 
has also been named to handle pro- 
motion and advertising for the 
Washington Wine & Grape Grow- 
ers Council. The council’s fall wine 
promotion begins in October. 


Two Join VAC 

Verified Audit Circulation, Los 
Angeles, has added Grier’s Alma- 
nac and Baby Talk, New York, as 
subscribers. Grier’s Almanac is an 
annual sold in 11 southern states. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publicotions ore 
the moss circulotion medio reod 
most by the militory. Write or 
call for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND - MILITARY MARKET Magorine 
The ARMY-NAVY- AIR. FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Cherteston, S$. C., Chicego, Hono- 
tuly, Les a Miomi, New York, Philedel- 
phic, Sen Francisco 
FOREIGN OFFICES: why <= london, Poris, 
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BUMPER TO BUMPER TRAFFIC) 
Detroit to New York 
IN SEATTLE 


That's the exclusive The Seattle Times 
readership of reaches 7 out of 9 


newspaper-reading 


THE SEATTLE TIMES | ‘ire 


375,680 people not 
reached by any other 


(at 2 persons per car in a single lane 
extending between these two cities.) 


Seattle newspaper. 


You wouldn’t want to put the 375,680 exclusive 
readers of The Seattle Times in a traffic 

lineup like this. They’re more important in 
117,400 Seattle homes—where their consumer 
desires can be influenced by the sales 
message you deliver in The Seattle Times. 
Our 1957 Circulation and Duplication 
Study shows how influential this 
coverage really is—how The Seattle Times 
dominates the mass market—the class 
market—in thriving Seattle. 

Ask your O’Mara & Ormsbee man—or 
ask us—for your copy. 


\\ 


SEATTLE’'S == —/)s NEWSPAPER 
_ REPRESENTED BY O'MARA & ORMSBEE, I 
__ Detroit Wi Cone oS ie tes Angeles 
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Did you ever go fishing on company 


A moment of fun in the busy week ...as the Board of Directors 


of a fishing tackle company engages in a bit of —er—product research 
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RESIDENT CHARLES F.ORV!S CO MANUFACTURERS OF PREMIUM FISHING GEAR, THE LADY IS FELLOW DIRECTOR AND COMPLEAT ANGLER, MRS. CORKRAN 


time? 


The excitement of the busy week can be as tense as tight money . . . or as casual as this mid-stream photo 
from Business Week’s pages. Whatever its mood, whatever its tempo, business is mirrored in Business Week. 
The nuts and bolts are here, to be sure — more business news than in any other management or news mag- 
azine. Lots of charts, but plenty of cartoons, too... for every sobersided analysis, a bit about show biz or how 
to fail in the gumball game .. . every word business-oriented, but sometimes even we go fishing on company 
time. One of journalism’s great awards came our editors’ way, not long ago, for lifting business reporting 
out of the mystique of “obscure and narrow writing.” Nothing could have made us prouder, for Business 
Week is intended to be as enjoyable as it is helpful . . . resembling nothing else so much as the best-informed 
executive you know, who also happens to be good company. Easy to see how it attracts the greatest manage- 
ment readership per advertising dollar in its field. You advertise in Business Week when you want to influence 


management men. 
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Covers a TOP-THIRD Farm-income State. 
Intensive Coverage of Missouri's Top Commercial Farms. 
Vital Editorial Program—Edited 100% for MISSOURI Agriculture. 


State Farm Paper Format—Issued Semi-Monthly. 


Use MISSOURI RURALIST 


STATE FARM PAPER FOR MISSOURI 


Advertising Age, September 16, 1957 


Smart Peopie Use PEOPLES BANK SAFE DEPOSIT BOXES 


NATIONAL BANK 


OF wasnincton 


Now... At Your Service... 


A Clear, Concise, Complete 


Sabes Operating Toot 


for the Buz, Boomung 
Babliimore Market! 


Seated at your desk,through use 


STORY-BOARD—People’s National 
Bank, Seattle, carries the tv tech- 
nique into newspaper advertising 
with its new series of four-col- 
umn ads running in Seattle and 
other cities of western and cen- 
tral Washington. Spot radio is 
also being used, plus direct mail. 
Frederick E. Baker & Associates 
is the agency. 


Hayden Gets Okay 
from Patent Office 
on ‘Electronic Week’ 


New Yor«k, Sept. 10—Hayden 
Publications Corp. has been award- 
ed registration of the trademark 
Electronic Week by the U. S. Pat- 
ent Office. 

The Hayden weekly, which 
bowed in August, 1956, immedi- 
ately ran into difficulty when its 
publication was announced in July. 
McGraw-Hill Publishing Co., 
through its lawyers, notified Hay- 
den that the name of the paper in- 
fringed on the copyrighted name 
of McGraw-Hill’s Electronics 
Week, which it said it has been 
publishing intermittently on a test- 
ing basis since 1953 (AA, July 23, 


of this Control, you can plan pw a ATING This did not deter Hayden from 


and guide your Sales efforts in of s ALES 
the booming Baltimore Market CONTR 


with complete confidence. wat 
ane 

Baltimore has grown—not with a 

mushroom-like expansion, but with 

a solid, substantial growth which 

makes it the East’s outstanding 

industrial market. What's more, Baltimore 

possesses a diversification which 


assures stability.* 


You cannot do justice to your plans for the Baltimore Market 
without consulting this Manual. To see it, simply call your 
Hearst Advertising Service representative. 


*During o recent strike of the Building Trades Union in 
Baltimore, which losted over 7 weeks, Department 


going ahead, and it published 
Electronic Week as scheduled in 
August, ’56. Currently, it says, the 
publication has a guaranteed cir- 
culation of 7,500, and Hayden ex- 
pects to increase this to 10,000 
about the first of the year. 


s At McGraw-Hill it was said that 
the company has taken no action, 
except its original protest, in the 
matter of alleged infringement, 
and that no new action is contem- 
plated at this time. 

The trademark registration the- 
oretically gives Hayden proprie- 
tary rights in the name for 20 
years, unless legal action is insti- 
tuted on alleged infringement and 
is sustained by the courts. # 


Manitowoc Equipment Names 
Morrison-Greene-Seymour 

The Manitowoc Equipment 
Works, Manitowoc, Wis., maker of 
home and commercial freezers and 
refrigerator-freezer combinations, 
has named Morrison-Greene-Sey- 
mour, Milwaukee, to handle its 
advertising and public relations. 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, is the previous agency. 


Two Join Blair 

Austen G. Smithers, formerly 
an account executive with Ed- 
ward Petry & Co., has joined the 
New York office of John Blair & 
Co., radio station representative, 


Store figures actually showed a 29% increase. : e eas a ’ 
REPRESENTED NATIONALLY BY . n : as an account executive. Blair 
HEARST ADVERTISING SERVICE INC. J America = Television Associates has appoint- 


OFFICES IN 15 PRINCIPAL CITIES 


ed Kevin McDermott, formerly an 


First in the Heart of Maryland account executive with Katz Agen- 


cy, an account executive. 
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HE COLUMBUS DISPATCH. 
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all the 
tlexible 


_ power, 
prestige 


- saturation 
coverage 
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North Jersey is one of the country’s fastest growing areas. Its rich market 
warrants maximum schedules from newspaper advertisers. Here is a mar- 
ket surely worth heavy concentrated sales and advertising effort . . . for 
you can count on more profits from the rich North Jersey area covered by 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wm. J. Hay, Gen. Adv. Mgr. James J. Todd, Mgr. 
Post Office Box 1019 New York Office 
‘assaic, N. J. 18 East 41st Street 


Advertising Age, September 16, 1957 


Jerrold Speaks with ‘Guarded Optimism’ of 
Bartlesville Test; Awaits End of Free Trial 


(Continued from Page 3) 
“guarded optimism.” 

“All seems to be going very well, 
and public response is quite cn- 
thusiastic,” he said. 

Jerrold, of course, is comparing 
the present direct system with its 
old community antenna system, 
which it pioneered. The consensus 
is that the technical quality is ex- 
cellent, and that after a few kinks 
are ironed out it should operate 
consistently at excellent quality. 
That, AA learned, is one of the 
reasons for offering the first 
month’s service without charge. 

The first big test is expected to 
come early next month, when the 
first billings are sent. The second 
will come in about three to five 
months, when the novelty wears 
off. Jerrold feels that the first 
critical stage is now past. 


= Even though Jerrold has no fi- 


IN THE BIG BILLION 


OREGON MARKET+ | 


..the Oregonian 
reaches more of. 
your customers! 


51 1 y] 3 TOTAL DAILY CIRCULATION 
. «+ with Circulation Leadership — ; LEAD OVER 2ND PAPER 


City Zone Lead 10,108 
City and RTZ Lead 19,253 


th Advert taaterip = By 19.0, EVD swen rom vee 


Retail Lead 2,607,104 li. 
General Lead 1,568,879 li. 
Classified Lead 4,020,730 li. 


1957 
PULITZER PRIZE 


He Oregonian: 2: 
Portland, Oregon 


SIGMA DELTA CH) 
AWARD 


Largest Circulation in the Pacific Northwest 
232,338 Daily — 296,204 Sunday 


SOURCES: ABC Publishers’ Statements for six 
months ending March 31, 1957; Media Records 
totel advertising, less legal, AW, TW and 

Comics, 1956; Annual Report, Portland, 1956. 


*Oregon and 7 Counties of Southwest Washington. 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


nancial interest in the system, it 
plans to stay around for a while 
to make sure no further technical 
difficulties arise. Some of the 
“bugs” include broken splices on 
the cables and possible difficulties 
with an amplifier or a bad tube. 
Cameras also need adjusting until 
the system is aligned. 

In an interview here, Mr. Grif- 
fing said he feels pay tv movies 
will not affect conventional drive- 
in theaters, since, he said, a lot 
of younger folks will always want 
to go out. Pay tv, however, will 
capture the “lost audience,” such 
as parents tied down with young- 
sters and old people who prefer 
to stay home, he said. 

He said producers have com- 
mitted enough first-run products 
for some time, and none has yet 
turned down a request for film 
releases. 

“Six months from now we'll 
know,” he added. 


WASHINGTON, D.C. STATION 
SEEKS TOLL TV OKAY 


Wasnuineton, Sept. 11—A radio 
broadcaster was the first to get in 
line for a closed-circuit toll tv 
franchise for the District of Co- 
lumbia, as Henry Rau sought per- 
mission from the District of Co- 
lumbia commissioners today for 
permission to go ahead with a 
service which may eventually ex- 
tend into Washington’s Maryland 
and Virginia suburbs. 

Mr. Rau, who operates radio 
stations here, and in Dover, Del., 
and Annapolis, Md., told the com- 
missioners his service would fea- 
ture films not available on com- 
mercial television stations, plus 
Broadway plays, operas, concerts 
and outstanding sports events. 

In addition, he said, the service 
would provide an outlet for edu- 
cational programs at appropriate 
intervals in cooperation with the 
District of Columbia schools and 
the several colleges and universi- 
ties in the area. 


s He said preliminary talks had 
been held with the Chesapeake & 
Potomac Telephone Co. about in- 
stalling wires for service, and that 
no decision has been made as to 
whether to levy a flat monthly 
amount or charge a monthly rate 
| plus a fee for particular programs. 

While plans for closed-circuit 
| toll tv have previously been pro- 
posed in several large cities, Mr. 
Rau’s application is the first from 
a broadcaster. Earlier plans, in- 
cluding the current test at Bar- 
tlesville, Okla., originated largely 
with theater exhibitors. # 


Gardner Succeeds Campbell 
to ‘Woman's Day’ Ad Post 
Walter Gardner, with Woman’s 
Day since 1948 and co-manager of 
the Chicago office since 1953, has 
been promoted to western adver- 
tising manager, following an an- 
nouncement of the retirement Oct. 


John Campbell Walter Gardner 
1 of John L. Campbell as western 
advertising director in the publi- 
cation’s Chicago office. Mr. Camp- 
bell joined Woman’s Day early in 
1938, and has been western adver- 
tising director since 1946. 

Joseph A. Grant, with Woman’s 
Day since 1947 and co-manager of 


the Chicago office since 1953, has 


' been named Chicago manager. 
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...in every business category, lumber 
and material dealer sales are UP! 


The drop in new residential building in 1957 (under 1956) is due 
almost entirely to reduced operation of tract builder—a factor that 
(for all practical purposes) has never been a customer of the dealer. 
Lumber and material dealers report their sales and profits, so far in 
1957, exceed 1956—due to increased activity of ““average” builder, espe- 
cially in non-residential building and in modernizing and remodeling 
market . .. plus huge increase in home-owner and farm trade. 


If you are charged with responsibility of making advertising dollars 
produce sales, put your advertising emphasis where your opportunity 
lies ... in the dealer magazine that is not only preferred by dealers, 
but reaches the most dealer establishments at the lowest cost. 


Building Supply News, 5 South Wabash Avenue, Chicago 3, Illinois 


Published by Industrial Publications, inc. Also publishers of Practical Builder and other leading building industry publications. 
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Sales sprout from problems. Solving problems keeps thousands of 
plant operating men on the go every day in the manufacturing industries. 
Here, from Factory's files, another actual case study showing how men 


of this group solved an unusual stacking problem . . . 


and started a sale. Or as Marty Armstrong aptly puts it . . 


NOW YOU, TOO, CAN LEARN TO 
STAND ON YOUR HEAD 


by R. P. ROSE 


) / HAT ARE WE RUNNING HERE, Marty—a storage battery 


business or a carboy farm?” 

“Very funny, Charlie,” said the Stores Foreman. “So maybe 
you'll be plant ‘super’ one of these days, but while you're 
waiting maybe you'd tell me how I can store about a million 
of these glass carboys with their skinny necks. And besides . . .” 

“Okay, don’t blow your top,” said Charlie, raising his arms 
in self-defense. “There must be some way to lick it. Costs us 
an arm and a leg to move ‘em by hand. To say nothing of the 
yard space we use because we can’t stack ’em.” 

“You're telling me,” said Marty. “Besides that, the men hate 
to lug those clumsy things around. And there’s a safety problem, 
too, with the darned acid.” 

“The necks,” said Charlie. “Gotta do something about the 
necks. Say—here’s a screwy idea. Ever see those guys in the 
circus—you know, that act where one of ‘em stands on his 
head on top of the other one’s head?” 

“Sure, so what?” scoffed Marty. “But right now I've got car- 
boys on the brain!” 

“Think man—think! What do those acrobats use? Ever 
notice that sort of ring or collar that one of ‘them puts on top 
of his head?” 

“Yeah—hey, hold the phone!” Marty’s eyes lighted up. “Sup- 
pose we put a collar—some kind of a large wooden collar 
around the glass necks of those carboys?” 

“You're getting hot, boy!” exclaimed Charlie with a wide 
grin, and he turned on his heel and walked away. 


A COUPLE OF DAYS LATER Marty had a hand-made col- 
lar to try out. It seemed to work. He grabbed Butch Lawrence 
(Methods Engineer) and Bill Haworth (Materials Handling 
Engineer) to kick the whole proposition around. Was it fea- 
sible from where they sat? They asked questions, promised to 
sleep on it and come back in a day or so. Next morning. . . 


Marty checked purchasing on prices and delivery for the 
wooden collars. Then he stopped by Rick Walsh’s office (Safety 
Engineer) to get his thoughts on fork truck handling of the 
acid-filled carboys. Butch and Bill found him there. They com- 
pared notes, suggested a look at plastic collars vs. the wood, 
but otherwise agreed that the thing made sense. Bill held 
forth for a while on the kind of fork truck they needed. 
Ditto the others, because each had an ax to grind. 


NET RESULT: Jim Ramsey, who was Plant Superintendent, 
soon found a recommendation on his desk for a new fork truck 
(model, brand, price all noted) as well as for a supply of col- 
lars. He checked a couple of points by phone; then scribbled 
on the front page—“Approved, J. Ramsey.” And then he added, 


“Do it fast!” 
It doesn’t matter that the purchases in this case were collars 


and a truck. Could be anything. And any of a lot of people 
could get into the buying act. What does matter is for you to 
get your sales message to as many of the possible buying in- 
fluences as you can, as often as you can... 


TQ SELL THE MANUFACTURING INDUSTRIES, you must 
sell the Plant Operating Group .. . the management men and 
engineers with operating responsibilities for production, plant 
engineering and maintenance, and direction of people. ‘ 


THE PLANT OPERATING GROUP is the biggest, the fastest- 


growing, the most important and the most difficult-to-get-at in- 
fluence in manufacturing plant buying. 


FACTORY, AND ONLY FACTORY, concentrates its coverage 
and editorial content exclusively on the Plant Operating Group. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


Edited exclusively for the Plant Operating Group 


A McGraw-Hill Publication (ABC-ABP) + 330 W. 42nd Street, New York 36, N.Y. 
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Like Lures and Lunkers 


...in Wisconsin the combination is... 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 342 counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. . JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


NAM Publishes Turck Series 
on ‘Marketing & Distribution’ 


The National Assn. of Manufac- 
turers, 2 E. 48th St., New York, has 
published “Marketing & Distribu- 
tion,” containing five original pa- 
pers as presented in the 1957 Turck 
Lecture Series, held under spon- 
sorship of the NAM in cooperation 
with Yale University. 

The five papers are by Frank W. 
Mansfield, director of marketing 
research, Sylvania Electric Pro- 
ducts; Al N. Seares, vp, Remington 
Rand division, Sperry Rand Corp.; 
J. A. MclIinay, vp for sales, Ray-O- 
Vac Co.; Donald M. Hobert, senior 
vp and director of research, Curtis 
Publishing Co., and Thomas J. 
Kehane, vp in charge of marketing, 
Worthington Corp. 


Sanders Boosts Pauling 

John W. Pauling Jr., formerly 
manager of the Washington office 
of Sanders Advertising Agency, 
has been appointed exec vp and 
general manager of the Sanders 
headquarters office in Dallas. 


Atomic power in Caesar’s day? 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 


Yet this is the case 


rich heritage of learning. 


by 1967. 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 


The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 


In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


on the quality of knowledge generated and transmitted 


Advertising Age, September 16, 1957 


by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


KEEP IT GmIOHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


es ie atl 


ROBERT KELLY, formerly a product 
manager at Lever Bros. Co., has 
joined Doherty, Clifford, Steers & 
Shenfield, New York, as an ac- 
count executive in the Bristol- 
Myers unit. 


Augmented ABC 
Lineup Reaches 
85% of TV Homes 


(Continued from Page 3) 
expected soon have cleared road- 
blocks in the following cities: 

St. Louis—Last April the net- 
work’s affiliate, KTVI, switched 
from a uhf to a vhf spot on the 
dial. 

Boston—WHDH-TV, a vhf which 
ABC can call its own affiliate, is 
due on the air early in November. 

New Orleans—Within a couple 
of days WFMR-TV will begin op- 
erating experimentally on Channel 
12, while continuing to broadcast 
on Channel 20. 

Norfolk—This city is now cov- 
ered by WAVY-TV, Portsmouth, a 
new low-band station that went 
on the air early this month. 

Pittsburgh—Long a single low- 
band station market, this city is 
due to get its second new vhf sta- 
tion soon. ABC’s affiliate, a merged 
company comprised of competing 
applicants, is expected to begin 
telecasting on Channel 4 early 
next year. 

Indianapolis—WLW1, which will 
give the network an unshared af- 
filiate in this market, is due on 
the air in a few days. 

Amarillo—This city’s third sta- 
tion, KVII-TV, hopes to go on the 
air on Dec. 1. 

Ft. Wayne—There will be no 
more sharing of affiliates here 
when WPTA begins telecasting 
Sept. 21. 

Omaha—This city, too, will be- 
come a three-station market with 
KETV’s advent on Sept. 17. 

Youngstown—This market will 
be covered by WKST-TV, New 
Castle, Pa., which is expected to 
go back on the air Oct. 1. 

Peoria—Greatly improved clear- 
ances on WTVH. 


= Despite these and other changes 
for the better, there are still prob- 
lem areas for ABC, in such cities 
as Louisville, Rochester and To- 
ledo, where the network must 
make do with delayed coverage, 
patchwork coverage on two sta- 
tions or coverage from another 
city. 

However, ABC executives point 
out that they now have to get 
down to the 33rd market—Louis- 
ville—before they hit a difficult 
clearance snag. # 


Eureka Sets Up Sales Unit 

Eureka Specialty Printing Co., 
Scranton, Pa., has established a 
new sales division to serve adver- 
tisers’ premium, specialty and in- 
centive printing needs. The new 
unit, known as the premium sales 
division, will be directed by J. W. 
Young, general sales manager. 
Field representatives will be Ron 
Frear of the Chicago office and 
Steve Wylder of the New York 
sales office. 
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“Like you advertising people say, ’'m one of the half million 
who read only one newspaper, the DetroitePimes 


@ “Jim gets home about five-thirty. I like to look at the paper for 
a half hour before he gets here. Peggy, our daughter will be along 
soon. She’s downtown shopping for a new dress. Jim will pout. 
Always does. Says we spend too much for clothes. But he’s proud 
of his women. Likes us to have good things. One of the good things 
we all like, you should know about. 


“We read only one newspaper, the DETROIT TIMES. 


“Know why? One sure thing we like is all the news we read. We 
don’t miss a thing with the TIMES. It’s the only Detroit paper that 
prints news with that important (INS) on it. Jim told me what it 
means. And we wouldn’t think of seeing a show or a movie without 
reading what Harvey Taylor or Walter Stevenson says about it. 

“We both read Bob Considine. He’s one of our favorites of the 
big name writers in the TIMES. And we're all Vera Brown fans. 


Detrot 


Vera Brown writes OUR TIMES, a sort of big city, local goings-on 
column. 


“Me, I like to read the women’s pages in the TIMES and the 
stories about our own social affairs written by Jean Whitehead and 
Vera Nolan and Frances Givens. Peggy's favorite is the Friday 
TEEN PAGE. Frances D’Honte writes it. ; 

“We like the whole paper. The TIMES writes about things just 
the way we think. 

“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

One million families live in the Detroit retail trading area and their 
retail purchases amount to five billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan market. 


One of America’s Great Home Delivered Newspapers ¢ Represented Nationally by HEARST ADVERTISING SERVICE INC ¢ Offices in 15 Principal Cites 
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Here’s your chance to get an on-the-spot report 
re the big doings in Mississippi’s capitol city, 
Jackson. 


What’s up? Well, population for one thing. Up 
nearly 25% in seven years. Buying power is up 
too—almost 40% since 1950. And now look at 
retail sales—jumped over 125% in the past ten 
years! 


Jackson is the home of a diversified group of 
more than 276 industries. In ten years, more than 
74 new companies have come to Jackson, and 55 
existing plants have carried out substantial ex- 
pansions. Among the national firms operating 
here are General Electric, Ralston Purina, Arm- 
strong Cork, Bordens, Vickers, Inc., Swift, Pet 
Milk. Jackson also serves as headquarters for 
many major oil companies and independent 
operators. 


With all this activity, Jackson was bound to grow 
in other directions too. For example: a $25 mil- 
lion addition to the Mississippi Power & Light 
Company, a $10 million airport construction pro- 
gram, $10 million worth of highway expansion, 
a $12 million veterans hospital, a $2 million 15- 
story office building. It is estimated that $72 mil- 
lion will be spent by the city on construction in 
the next four years. 


If you want your share of the big boom in 
Jackson, PARADE and The Clarion Ledger— 
Jackson Daily News will give it to you. Each 
Sunday they call on more than eight out of every 
ten homes in town. Each Monday they begin to 
move goods off dealers’ shelves. 


PARADE ...The Sunday Magazine section 
of 56 fine newspapers covering some 
2700 markets...with more than 15 million 
readers every week. 


in Jackson, Miss. 
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‘Egocentric Fix’ 
Traps Marketing 
Men, Says Professor 


Curcaco, Sept. 10—A great many 
marketing men today are caught 
in an “egocentric predicament” 
that prevents them from really 
seeing and understanding the buy- 
er’s point of view, a psychology 
professor charged here last night. 

The predicament, he said, is one 
in which the marketer fails to un- 
derstand his market thoroughly 
and is consequently unable to 
provide the extent of buyer satis- 
faction that is needed to guarantee 
repeat sales in the future. 

The assertion came from C. N. 
Allen, professor of psychology at 
Dartmouth College, in a talk be- 
fore the Chicago chapter of the 
National Industrial Advertisers 
Assn. 

He pointed to the “egocentric 
predicament” as a characteristic 
difference between the vast ma- 
jority of marketing men and the 
top 10% who practice what Prof. 
Allen called “pedigreed” market- 
ing. 


# An outstanding characteristic of 
“pedigreed” marketing men, Prof. 
Allen asserted, is that they always 
think in terms of dealing with a 
buyer’s market, whether the pre- 
vailing market appears to be one 
or not. The rationale behind this, 
he explained, is that since the 
production barometer of marketing 
has been replaced by the con- 
sumption barometer, the buyer’s 
market situation is in fact the nor- 
mal one. He called this a “safe” 
approach to marketing. 

A second and correlative char- 
acteristic, he said, is that the ped- 
igreed marketing man’s objective 
is not primarily sales but resales 
—sales in the future based on sat- 
isfaction with present purchases. 

It’s on this crucial point of sat- 
isfaction that the real success of 
marketing hangs, Prof. Allen said. 
And to attain this satisfaction, he 
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aid, the marketing man must re- 


search three important considera- 
tions: 


e The tendencies of consumers to 
buy the products involved. This 
amounts to an analysis of the mar- 
ket. 


e The attributes of the product 
that can satisfy the consumer. This, 
Prof. Allen said, is simply the job 
of knowing what you're selling 
and what it is in the product that 
consumers want. 


e Influences over the consumer’s 
attitudes toward the product. This, 
the professor said, is the job of ad 
copy theme selection, media choice 
and all other things involved in in- 
fluencing the customer to buy. 


® Prof. Allen spoke at the first fall 
meeting of the NIAA chapter. New 
chapter officers whose terms are 
just beginning, are James E. Bor- 
endame, Acme Steel Co., presi- 
dent; R. M. Wall, Waldie & Briggs 
Inc., Ist vp; Martin J. Butler Jr., 
Diversey Corp., 2nd vp; Robert H. 
Irvine, Thomas Publishing Co., 
3rd vp, and J. Wesley Rosberg, 
Buchen Co., secretary-treasurer. + 


CBS-TV Names Stolfi, Thrash 

Robert F. Stolfi, formerly ad- 
vertising and sales promotion 
manager of WNDU-TV, South 
Bend, Ind., has returned to CBS 
Television as a member of the sales 
development department in the 
Chicago office. He left CBS in 
1955 to go to WNDU-TV. James 
Thrash, formerly an account exec- 
utive in the Atlanta office of CBS 
Television Spot Sales, has been 
transferred to the representative's 
Chicago office. 


‘Sports Illustrated’ Names 2 

Eleanor Montville, formerly head 
of department store activities in 
the merchandising department of 
Sports Illustrated, New York, has 
been named assistant promotion 
manager of the magazine. Sports 
Illustrated also has appointed 
Geoffrey A. Cook, formerly with 
Good Housekeeping, to its Chicago 
sales staff. 
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Presume you saw this report on Arizona's 
like everything else in Arizona 


I've attended several conventions there 
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DOOR Sek 
MORE LIFE SAVERS & 


( Outdoor Advertising 


Gordon C. Young, Executive Vice President & Advertising Manager says: 


‘*Sales records show greater sales increases in poster territories tnan 
in the rest of the country!”’ 


8 out of 10 people see and remember Outdoor posters !* 


* Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK @ ATLANTA @ BOSTON @ CHICAGO @ DALLAS @ DETROIT @ HOUSTON @ LOS ANGELES © PHILADELPHIA @ ST. LOUIS @ SAN FRANCISCO @ SEATTLE 
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and the businessma 


Now more than 900,000 net paid circulation 
...a@ market not duplicated by any other magazine in the field 


An essential magazine ... essential to more and more readers... essential to more and more advertisers | 
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affecting business 


...than in any other magazine 


bby AND MORE businessmen are turning to 

“U.S.News & WorLD REporT’”’ for the important 
news—the news happening today which will affect their 
plans and decisions tomorrow. 

Net paid circulation is now more than 900,000, double 
what it was six years ago. Why? 

All important news today is news affecting business. 
As business continues to grow in size and efficiency, it 
has become more and more sensitive to outside causes 
and effects. 

What goes on around the council tables of the world 
can cause a quick and startling reaction in how business 
buys and sells, in its expansion moves and in its invest- 
ment plans. 

What is decided by the Congress and by the execu- 
tive and judicial branches of the Government can move 
up, move back, or substantially change the decisions 
of every business, and of every businessman. 

Important news about everything that affects our 
nation, our economy, and our personal welfare, plays 
an important part in helping businessmen make plans. 

What business and businessmen decide to do, in the 
light of the important news, has, of course, far-reaching 


a] 


USEFUL NEWS 
FOR IMPORTANT | 
PEOPLE 


consequences for the national economy and for the 
world economy. 

Costs, production, sales, and profits, then, are in- 
fluenced by all manner of events and developments in 
the news, at home and abroad. As a result, today’s 
managerial men, whether in administration, produc- 
tion, finance or sales, need to have the complexities of 
the important news tied together for meaning and appli- 
cation to their own jobs and responsibilities. 

The purpose of ““U.S.NEws & WoRLD REPORT’ is to 
give people this news. It reports what happened that 
affects plans and decisions. It tells why. It reports the 
effects and foreseeable consequences of the news. It 
reports more of this news (4,659 pages of it in 1956) 
than any of the other five major news and management 
magazines. 

Because of its usefulness, the magazine has attracted 
a big and still growing audience of almost a million. 
Three out of four subscribers are managerial men—in 
business, industry, finance, government and the pro- 
fessions. They and their wives, who read it, too, are 
the community leaders in thought and buying action. 
These people apply the news of “U.S.News & WorLD 
Report.”’ They make it work for them in their jobs. 
They use it to their advantage in all their personal plans 
and decisions. 

Your best customers and prospects read ““U.S.NEws 
& WorLp ReEpor?’’”’ for information on which they rely, 
plan and act. Alongside this useful and important in- 
formation your advertisements have their best oppor- 
tunity to get attention . . . get results. 


America’s Class News Magazine 


For more information on the advertising advantages of “‘U.S.News & WorLp Report,” 
ask your advertising agency or our advertising offices at 45 Rockefeller Plaza, New York 
20, N. Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington, and London. 
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Top Officials Make Buying Decisions, but 
Sellers Seldom Contact Them: ‘U. S. News’ 


WASHINGTON, Sept. 
U.S. corporations which consume 
the largest share of business equip- 
ment and _  services—i.e., office 
equipment, insurance, etc.—top 
management makes the major buy- 
ing decisions. Yet sellers of the 
equipment and services do not al- 
ways reach this “decision team” 
directly, according to a survey con- 
ducted by U. S. News & World Re- 
port, the Marketing Services Co. 
of Dun & Bradstreet and Benson & 
Benson, market research firm. 

The survey was restricted to in- 
corporated companies with a finan- 
cial strength of $250,000 or more. 
While these companies represent 
only 2.6% of the total companies 
in the U.S., their total financial 
strength accounts for 69.9% of total 
business done in this country by 
all companies, incorporated or un- 
incorporated. 


s This “core” of larger corpora- 
tions, the report estimates, now 
numbers close to 150,000 and has 
been growing steadily over the past 
few years. Of the approximately 
4,300,000 businesses in this country, 
this “core” represents one-fifth of 
total corporations and 3% of the 
total businesses. They account for 
93% of total corporate assets; 87% 
of total gross sales and receipts; 
90% of total inventory value; 92% 
of total financial obligations in 
terms of bonds, notes and mort- 
gages payable; 87% of the total 
cost of goods sold; 84% of the 
total cost of operations, and 98% 
of total investment in pension plans 
and other employment benefits. 


= The research phase of this mar- 
keting project was divided into two 
main study areas. In the first study 
area, the presidents of all types 
of corporations with financial 
strength of $250,000 or more were 
surveyed on a national cross-sec- 
tional basis. There was a single 
questionnaire for this study area 
and the total sample comprised 
3,733 presidents. 73.2% of the ques- 
tionnaires addressed to the corpo- 
ration presidents were returned. 
Office equipment was selected as 
the purchase area and the electric 
typewriter as the specific type of 
office equipment to be studied. 

In the second study area, presi- 
dents of manufacturing corpora- 


If You're In Electronics, Communications 


Electronics purchases the military during 

1957 should reach a ing $3.9 billion 
Smaller producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. —— Sam is ye more 
Girect contracts and is broaden’ is base 
of suppliers in the cloctrenies fie 


000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear 
. They read SIGNAL, the official publica- 
tion of the Armed Forces 
Electronics Association. You have 12 oppor 
tunities a year to sell them in SIGNAL. Get 
the tow page rates and the details from: 


GEE) OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 W. 45th St, New York 36, N. Y. 


10—Among tions with financial strength of 


$250,000 or more were surveyed on 
a national cross-section basis. For 
this area six questionnaires were 
used, to cover the six major areas 
of business purchasing. Thus, in 
effect, there were six manufactur- 
ing corporation samples, each of 
which was a national cross-section. 
The total sample for the six ques- 


tionnaires was 2,792. 71.8% of the 
questionnaires were returned. For 
the six individual questionnaires, 
the response ranged from 65% to 
78%. 


= The study showed that seven to 
nine executives, who form the top 
management, make most of the 
buying decisions. And of these, the 
president is the most important 
individual in the entire corporate 
buying pattern. (Top management 
usually consists of the board chair- 
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man, president, exec vp, vps, gen- 
eral manager, secretary and treas- 
urer.) 

In two-thirds of all corporations, 
top management is the generator 
of purchasing ideas. Among manu- 
facturing corporations the influ- 
ence rises to 77%, the survey re- 
vealed. 

The survey also found that there 
is a direct relationship between the 
“team” that originates most of the 
purchasing ideas and the “team” 
that must give direct approval for 


a purchase, either in written or 
oral form. They are basically the 
same persons. 

Purchasing management, on the 
other hand, exerts very little in- 
fluence on approval of a purchase, 
the survey found. 


= However, the seller does not in 
a great many instances contact the 
“decision team” directly, according 
to the report. In 25% of all cor- 
porations, the seller has no contact 
whatsoever with any member of 
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top management. This is true in the 
case of 20% of manufacturing cor- 
porations. 

“But the figures make an even 
more important point,” the report 
says. “The president, who is the 
most important person in the pur- 
chase approval ‘team,’ has direct 
contact with the seller in only 
25% of the corporations. He is 
available for direct contact in 40% 
of the manufacturing corporations. 

“Purchasing management, which 
exerts relatively little approval in- 


fluence, is contacted directly to a 
much greater extent than is re- 
flected by its power to approve a 
purchase.” 


® Buying influence of top manage- 
ment is not confined to major pur- 
chases only, the study found. In 
50% of the corporations, purchases 
of any kind that exceed $200 must 
be approved by top management, 
the report says. It also was found 
that the vast majority of corpora- 
tions that have separate operations 


require home office approval for 
major business purchases. 


Miami Beach to Roland-Bodee 

The city of Miami Beach, Fia., 
has named Roland-Bodee & Flint, 
Miami, to handle its advertising. 
The bulk of the city’s $100,000 ad 
budget will probably be split be- 
tween newspapers and magazines, 
although tv may be a consideration. 
August Dorr Advertising, Miami, 
is the former agency. 


Oster Sets Christmas Push 
in Consumer, Trade Magazines 
John Oster Mfg. Co., Milwaukee, 
manufacturer of electric house- 
wares, has launched its Christmas 
campaign in Better Homes & Gar- 
dens, Esquire, Good Housekeeping, 
Gourmet, Ladies’ Home Journal, 
McCall’s, Parents’ Magazine, The 
New Yorker and Today’s Health. 
The ads will run through Decem- 
ber, and will feature the Osterizer 
liquefier-blender with recipes for 
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Osterizer pancakes, the Oster elec- 
tric meat grinder, juicer attach- 
ment, plus a full Christmas gift 
line. 

Trade ads will appear in Elec- 
trical Merchandising, Forecast for 
Home Economists, Hardware & 
Housewares, Housewares Review, 
Journal of Home Economics, Pre- 
mium Buyer’s Guide, Sales Man- 
agement, and What’s New In Home 
Economics. Mathisson & Associates, 
Milwaukee, is the agency. 


Eastman, Falstein to Clayton 

Sidney Clayton & Associates, 
Chicago, has appointed Wilbert H. 
Falstein an account executive and 
H. A. Eastman creative director. 
Mr. Falstein previously was ad- 
vertising and sales promotion man- 
ager of Gerber Plumbing Fixtures 
Corp., Chicago, one of the agency’s 
accounts. Mr. Eastman formerly 
was advertising copy chief of Car- 
rier Corp., Syracuse. 
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So has America’s aviation industry .. . 
. . » American Aviation Publications 


has changed with them. 


TWO MAGAZINES FOR THE NEW CONCEPT 


AMERICAN AVIATION —for airplanes 
MISSILES AND ROCKETS—for missiles 


THIS CHANGE IN AVIATION MEANS A CHANGE IN YOUR 
ADVERTISING PLANS . . . because there are TWO DISTINCT 
MARKETS . .. AMERICAN AVIATION PUBLICATIONS is the 
only firm already prepared with two magazines for the two markets. . . 
geared for the future now. 


AMERICAN AVIATION PUBLICATIONS 


WORLD'S LARGEST AVIATION PUBLISHERS 
Executive Offices: 1001 Vermont Avenue, N.W. 


Washington 5, D.C.—STerling 3-5400 
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MERICAN AVIATION 
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AVIATION IS NOT ONE... 


AMERICAN AVIATION —for manned aircraft . . . 
the most effective medium for reaching industrial 


and military buyers of such equipment as hydraulic 
and pneumatic systems, aviation fuels, air navigation 
devices, air communications, etc. .. . 


PueucaTo* 


Hallmarks of Freedom 


Delta _.the shape that won a striking victory in performance on both sides of 
abel the sonic barrier, is your new hallmark of freedom! Flying around the clock with the 
* U.S. Air Force, Convair's supersonic F-102A all-weather Interceptor affords you security 

never before attained by our aur defense system. Master of any invading aircraft, the 
detia-wing F-102A is another outstanding example of Convair's engineering to the Nth power 


CONVAIR ) 


4 A DIVISION OF GENERAL DYNAMICS CORPORATION 


tow m6) 6mA 


BUT TWO MARKETS... 


MISSILES AND ROCKETS—-for missiles .. . 


the best medium in its field to reach industrial 
and military buyers of such items as propellants, 
launching equipment, higher temperature materi- 
als, data acquisition radar, telemetering devices, 
CEC. wo 


| missiles and > ) 
rockets see se ark 


: MAGAZINE OF WORLD ASTRONAUTICS CLEVELAND: 1422 EUCLID AVENUE— PROSPECT 1-2420 

5 4 DETROIT: 201 STEPHENSON BLDG. — TRINITY 5-2555 
WEST COAST: 8943 WILSHIRE BLVD., BEVERLY HILLS, CALIF.— CRESTVIEW 6-6605 
MIAMI: INTERNATIONAL CITY, 4471 36TH STREET, N.W.—TUXEDO 7-6655 


CANADA: ALLIN ASSOCIATES, 12 RICHMOND STREET, EAST, TORONTO— 
EMPIRE 4-2001 


ALLIN ASSOCIATES, 1487 MOUNTAIN STREET, MONTREAL—HARBOUR 6898 


i ;, LONDON: THE AAP COMPANY, 17 DRAYTON ROAD, BOREHAM WOOD, HERTFORD- 
SHIRE, ENGLAND, CABLE ADDRESS — STEVAIR, LONDON 


ADVERTISING OFFICES: PARIS: 11 RUE CONDORCET, PARIS (9E) FRANCE — TRU 15-39 


NEW YORK: 17 EAST 48TH STREET — PLAZA 3-1100 
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“THE HERALD'S SUNDAY MAGAZINE SECTION 
PRODUCED SALES FOR US,” 


+ + » says M. J. McGovern, Quinn-McGovern Building Specialties, 
Distributor for Grand Rapids and Western Michigan 
“Truscon Laboratories of Detroit ran a 3/5 page ad in The Grand 


| Rapids Herald's April 14th Sunday Magazine Section colwieg ae Truscon 
Easy-One-Coat for waterproofing and decorating masonry wa 


ul! 


: 
gare 200" 5 La 
: 


“The ad produced sales for practically every one of our 58 dealers in 

42 Western Michigan cities and towns listed in this advertisement . .. end 
many inquiries were also received from dealers and consumers alike here at 
our distributorship office. This was one of the most successful promotions 
‘ cee ream Ome We cxpeeies ip OF Cisse weeks late ue eutmunding 
were 8 


Che Grand Rapids Herald — 


MICHIGAN Member of Federated Publications © 


Furniture Capital 
of the World 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Advertising Age, September 16, 1957 


ABC Radio Names Three 

John Pearson, formerly program 
consultant with Katz Agency, has 
been named to the new post of 
station program executive in the 
stations department of ABC Radio, 
New York. ABC Radio also has 
named John A. Stearns, who has 
been producing the “Arthur Mur- 
ray Party” on NBC-TV this season, 
executive producer and Roger 
O’Connor, formerly a television ac- 
count executive with Katz Agency, 
an account executive. 


National Gypsum Boosts Brower 

Bev Brower, formerly commod- 
ity advertising manager of Nation- 
al Gypsum Co., Buffalo, has been 
named director of advertising and 
sales promotion of the company. 
He replaced J. Douglas Elgin, who 
has resigned. Mr. Brower, who has 
been with National Gypsum for 
four years, previously was in the 
advertising department of the 
Toastmaster products division of 


McGraw-Edison Co. 


TOLEDO 
is the key to the sea 


PORT BRIEFS 


from the 


PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


Ninth largest port in the U.S., Toledo is already the center of Ohio's third market with 
$1,996,423,000 net effective buying power*. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


275 tons of Jeeps bound for Rotterdam 
were part of the cargo recently taken 
on by the Teérnefijell, of the Fiell-Oranje 
line. Loading operation is shown in 
photo. 


Four “pilot” shipments of soybean oil 
meal, produced at the Rossford, Ohio, 
plant of General Mills, will move 
through the Port of Toledo this season 
destined for Antwerp, it was announced 
by Louis Brewster, director of buying 
and sales for the soybean division of 
General Mills. Revival of the poultry 
industry in Europe has created a high 
demand for the meal which provides 
essential protein for poultry feed. 
Shipments which average several 
thousand tons a year since 1954, were 
formerly exported by way of Montreal 
and East Coast ports to Europe. 


Sunny Girl, the three-month-old Nor- 
wegian-flag freighter, made Toledo 
her first U. S. Port of Call on July 13. 
She loaded 95 tons of flour, 25 Jeeps 
and 12 tons of paper-bag-making 
machinery, all destined for Venezuela. 


sy 


TOLEDO’S NEWSPAPERS wre the key f to this 


great and growing market on the St. Lawrence Seaway 


Third in Ohio in net effective buying income. Third 
in Ohio in food sales. First in Ohio in farm sales. To 
open the door to this big and getting-bigger 14- 


Toledo Market Map. 
county Toledo Market you must use the proper key 


—the TOLEDO BLADE and TIMES. There are 
no duplicate keys. Send for your copy of the 1957 


*Sales Management Survey of Buying Power, May 10, 1957 


TOLEDO BLADE Daily and Suudoy. TOLEDO TIMES Mowing 
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Conover-Mast Will 
Publish ‘Business & 
Commercial Aviation’ 


New York, Sept. 10—Business 
& Commercial Aviation, a new 
Conover-Mast publication, will 
commence publication Jan. 1, 1958. 

It will provide a specialized in- 
formation service for technicians 
engaged in the operations and 
maintenance phases of aviation; 
passenger and cargo airlines; re- 
pair, overhaul and modification 
service organizations; terminal and 
non-terminal airports; government, 
state and city aviation bureaus 
and aircraft and equipment deal- 
ers and distributors. 

“This is not a new magazine, in 
the usual sense of the word,” Wil- 
liam G. Maas, publisher of Avia- 
tion Age, who is also publisher of 
the new monthly, said, in explain- 
ing its purpose. “Aviation Age,” 
he said, “has covered this impor- 
tant segment of aviation for several 
years. But with technological ad- 
vances in business and commercial 
aviation progressing at such a rap- 
id pace during the past ten years, 
there has been a need for a greatly 
expanded information service in 
this area. 

“We feel that we can best con- 
tinue filling this need by expand- 
ing our ‘operations’ section into a 
separate publication.” 


= Business & Commercial Aviation 
will be published in standard 
8%x11” format with a four-color 
cover. 

A 68-page pilot issue of the new 
publication will be distributed to 
a selected group of 15,000 readers, 
advertising prospects and potential 
readers about Oct. 1. First regular 
issue of the magazine will appear 
in January. 

Advertising rates will be based 
on a total estimated controlled cir- 
culation of 27,000. One-time b&w 
page rate will be $680. This com- 
pares with the base rate of $890 
for Aviation Age. 

David W. Ewald, sales manager 
of Aviation Age, will be advertis- 
ing manager of the new publica- 
tion. Randolph Hawthorne will be 
editorial director of both papers, 
and William Osmun, associate 
editor of the older publication, will 
be editor of the new one. # 


‘Gas Heat’ Changes Name 
Beginning with the September 
issue, Gas Heat, New York, will 
change its name to Gas Heat & 
Comfort Cooling. The publisher 
said the change was made because 
of the changed format and editorial 
contents necessary to serve the 
changing interests of the gas heat- 
ing dealers for whom the magazine 
is published. A survey disclosed 
that 45% of the dealers are selling 
some form of air conditioning. 
69.4% say they will sell cooling 
equipment in 1958, and 13% of 
their present sales include cooling. 


Canadian Supermarts Rise in 
Popularity, Survey Finds 

The latest issue of “Methods & 
Trends,” published by TCF of Can- 
ada Ltd., Montreal, discloses that 
Canadian women are doing more 
shopping in supermarkets. About 
81% of those questioned in a sur- 
vey said they had made purchases 
in self-serve outlets. The main fac- 
tor in the growing popularity of 
supermarts, 40% of the women 
said, was the emphasis on reason- 


able prices. 


Piedmont Sets New Push 

Piedmont Airlines, Winston-Sa- 
lem, N. C., has launched a new ad- 
vertising and sales promotion cam- 
paign built around the slogan, 
“Make every trip a pleasure trip.” 
Newspapers and radio spots are be- 
ing used in many cities. Liller, Neal 
& Battle Advertising, Atlanta, is 
the agency. 
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O is at the 
Time of Purchase? 


America’s young homemakers, 


who need your product 
NOW...and who read F§M4R to 


FOR YOUNG HOMEMAKER: 


The Time of Purchase Magazine 


Who builds your profits? Families who are at the Time Of Purchase. . . 
that infrequent interval when they have the need, the interest 

and the money to buy your product. Who’s most likely to be 

at this crucial Time Of Purchase? America’s young homemakers 

... the families who buy 69% of the nation’s homes; 65% of 

the furniture; 56% of the washing machines; 60% of the refrigerators. 
And Living is the only magazine edited exclusively to tell these 
Time-Of-Purchase young homemakers what to buy, where to buy and 
how much to pay! Invest your first money in the 

Time-Of-Purchase magazine . . . Living for Young Homemakers! 


LIVING 


FO 


HOMEMAKERS 


| : | gamma 


The Time of Purchase Magazine 


575 Madison Avenue * New York 22, New York 


Street & Smith Publications, Inc.—1957 
° A STREET AND SMITH PUBLICATION 
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Allied Van Finds 
Promotion Based on 


Kids Pulls Prospects 


New York, Sept. 10—It’s not 
often that a public relations proj- 
ect can be documented and meas- 
ured as concretely as this one. 

In the three months since its 
release, a booklet, “When Fami- 
lies Move,” issued by Allied Van 
Lines, Broadview, Ill., an organi- 
zation of 700 household goods 
warehouse and moving operators, 
has gone through three press runs 
of 25,000 each, and another is 
likely. 


Conceived as a modest public 
relations project, the booklet was 
authorized last fall by the long- 
distance moving group. Allied 
Public Relations Associates, here, 
was asked to gather materia] for 
a story on the psychological ef- 
fects of moving on children. 

Since two out of nine American 
families every year change ad- 
dresses, a lot of youngsters are 


QUALITY? 


the sign of fine 
photoengraving 


Quality, in any language, is the word for 
Laurence photoengravings. We have 
experienced craftsmen, the most modern 
equipment and a quarter of a century of 
association with blue-chip advertisers and 
quality-conscious agencies to back us up. 


LAUFENCE inc. cuicaco 


547 SOUTH CLARK STREET 
WABASH 2-6284 
FINE PHOTOENGRAVINGS FOR OVER 
25 YEARS 
ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE US TODAY 


involved, and the Allied Van 
Lines publicity committee felt 
that something should be devel- 
oped on this aspect of the matter. 
To assure a scientifically sound 
approach, the public relations or- 
ganization consulted the Child 
Study Assn. of America, in New 
York, which is regarded as a bell- 
wether in the field of child-parent 
relations. 


= Discussions with the associa- 
tion’s staff of experts (psycholo- 


gists, sociologists, guidance coun- 
selors) confirmed that there was 
a need for data on the subject. 
CSA agreed to collaborate with 
Allied Van Lines in preparing a 
booklet, which developed into a 
breezy, easy-to-read item con- 
taining practical how-to hints for 
parents. 

When the booklet was ready for 
release, Dorothy Barclay, of the 
New York Times, an authority in 
the field of child-parent relations, 
devoted her Sunday magazine 


page to a review of “When Fami- 
lies Move.” As a result, a large 
number of requests for the book- 
let poured into the Allied Van 
Lines office. 

The New York Times review 
triggered other developments. 
“Challenge,” a bi-weekly news- 
letter of the National Publicity 
Council for Health & Welfare 
groups, recommended the booklet 
to its readers. The author of a 
Bantam Books paperback on child 
care asked permission to include 
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it in his revised edition, scheduled 
for fall publication. Mental Health 
Materials Center, New York, de- 
cided to include the booklet in its 
September program packet service. 


® In addition, Allied Van Lines 
advertised the booklet in the July 
issue of Ladies’ Home Journal. 
Again the response exceeded ex- 
pectations. Reportedly, the ad 
pulled more requests than any 
previous ad ever used by Allied 
Van Lines offering a_ service 


How 


Eastman Kodak 
sells effectively in 


101 countries 


‘Kodak uses all editions of Reader’s Digest,’’ says Mr. 


|B rropi he tough competition from local products 
in other countries, more pictures the world over 
are taken with Kodak cameras and film than with any 
other brand. And Eastman Kodak International uses 
Reader’s Digest as its most important single advertis- 
ing medium throughout the world. 


Why? Because in every country where they are 
published, the 29 International Editions of Reader’s 
Digest are, in effect, local media. Edited by nationals, 
they always speak the language like a native. 


Like a grewing number of great companies, Kodak 
has a “global” contract for all 29 editions of the Digest. 
Aside from a “global” advertising discount, Kodak 
benefits in these ways: 


e Their sales story reaches the most valuable audience 
in every market. 


e Each advertisement enjoys excellent reproduction. 


W. B. Potter, director of advertising for Eastman Kodak. 
“We are able, through this medium, to acquaint people of the 
free nations of the world with the contribution photography can 
bring to their homes, their educational institutions, their govern- 
ments, and to all society. In our opinion, Reader’s Digest is a 
valuable and economical vehicle for reaching thoughtful people 
throughout the world with such a message.” 


Kodak is one of a growing number of companies using all 29 
- editions of Reader’s Digest to reach customers throughout the world 


e Readers around the 


How many people is 


Reader’s Digest International Editions? More than it 
could through all other leading international magazines 
combined. A single global advertisement in the Digest é 
appears in a magazine that is: 


Digest—faith which works for every advertisement. 


e Kodak’s advertising in the Digest has a global circu- 
lation of over 19 million copies a month. 


a 7 ae 3 Lie , ™ 


K +, aia if Sai h a Ww 


Map—®American Map Co., Inc. 11843 


world have faith in Reader’s 


Kodak reaching through the 


e Translated into 13 languages 


Bought by more than 19 million people 
Read by more than 65 million people 


Who are these people? They represent the middle and 
upper income groups in every major market. People 
who own more, earn more and spend more. These people 


Published in 29 editions 


Distributed in 101 countries 
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booklet. Previous publications have 
been on such subjects as how to 
pack, how to store, etc. 

Unsolicited ietters have been 
received f:sm unexpected quarters 
—the National Safety Council, 
chambers of commerce, psychia- 
trists, trade associations. 

Currently Allied Van Lines’ ad- 
vertising budget is about $600,- 
000. It uses a variety of publica- 
tions including Army-Navy Air 
Force Journal, Business Week, Dis- 
tribution Age, Ladies’ Home Jour- 


nal, National Defense Transporta- 
tion Journal, Newsweek, Sales 
Management, Sales Meetings, The 
Saturday Evening Post, Time, 
Traffic World, Transport Topics, 
and the Wall Street Journal. 

McCann-Erickson’s Chicago of- 
fice handles the account. # 


Du Pont Plugs for Aerosol 
Consumer Promotions 

An aggressive program of pro- 
motion and education at the con- 


sumer level could easily result in a 
$20,000,000 market for drug and 
pharmaceutical products in aero- 
sol packages by 1960, E. I. du Pont 
de Nemours & Co. estimates. Mar- 
keting experts of the company’s 
Freon products division estimated 
1956 sales of aerosol products at 
about $3,500,000, about 2% of the 
total retail sales of drugs and 
pharmaceuticals which lend them- 
selves to aerosol packaging. 

The sales were attained with vir- 
tually no consumer promotion, 


Du Pont says. According to a na- 
tionwide survey, less than 5% of 
housewives had ever heard of burn 
remedies in self-spraying pack- 
ages, for example, and only 1% had 
ever used such a spray. Yet, these 
products have been available for 
three years, Du Pont points out. 
Du Pont forecasts a $200,000,000 
market in 1960 for drug and phar- 
maceutical products which might 
be packaged as aerosols, and thinks 
a 10% share for aerosols could be 
attained easily by 1960. 
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Throughout the world, today—and every day—more pictures are taken with Kodak cameras and film than with any other 
brand. And Eastman Kodak International regularly tells its story in the world’s largest magazine—Reader’s Digest. 


buy the Digest because they believe in it. In most coun- 
tries it’s their favorite magazine . . . 
copies of Reader’s Digest than any other magazine. 


Editions 


Latin American (5 editions, 4 Spanish, 1 Portuguese) . . . . 1,737,936 
Canadian (2 editions, English, French) 
British Commonwealth (5 editions, English).........+++ 
Western European (9 editions, 5 languages) 
Scandinavian (4 editions, 4 languages) 
Middle & Far Eastern (2 editions, 2 languages) 
seoves bb edecoceoes 140,131 
0600000beceesesthtevteuel Ughersuee 


Overseas Military (English) 
United States. . 


they buy more 
or 


any combination you choose. 


advertising in Reader’s Digest than in any other mag- 
azine. You can advertise in all 29 editions, or just one, 


Circulation 


Wererrrr Titi 947,672 
1,793,447 
2,825,053 


For an analysis of how Reader’s Digest covers your 
overseas markets, phone or write to: Reader’s Digest, 
230 Park Avenue, New York City 17 . . . New Center 
Building, Detroit 2 . . . Prudential Plaza, Chicago 1 
. .. 6505 Wilshire Blvd., Los Angeles 48 . . . 235 Mont- 
gomery Street, San Francisco 4. 


Seecesoccoseeve 868,613 
452,041 


eee eeee 


19,912,128 


More companies around the world place more pages of 


People have faith in 


}Readers Digest 


Largest magazine circulation 


in the world 


Over 19 million copies bought monthly 


Altec Lansing Launches 
3-Part Fall Campaign 

A three-part integrated fall ad- 
vertising campaign has been 
launched by Altec Lansing Corp., 
Los Angeles, manufacturer of hi-fi 
equipment. The consumer cam- 
paign will include full and frac- 
tional pages in Arts & Architec- 


\ture, The Atlantic, Esquire, House 


Beautiful, House & Garden and 
Playboy. This will be a “quality” 
appeal approach, with art work 
from the ads being used for point 
of sale pieces. Trade ads sched- 
uled include two-color pages in 
Audio, Hi-Fi Music at Home, Ra- 
dio-TV News, Popular Electronics, 
and a special 13-page insertion in 
Hi-Fidelity. 

The third campaign will utilize 
direct mail to reach the company’s 
1,000 dealers. The agency, Strom- 
berger, LaVene, McKenzie, Los 
Angeles, has also designed two 
rooms full of Altec components, 
for the coming season’s 14 major 
hi-fi shows. 


3 Big Reasons 
Make HOSPITALS 
1st Choice in the 
$5 Million-a-Day 
Hospital Market 


1. During the same period in 
1956, HOSPITALS gain in average 
total paid circulation was 3 times 
that of the No. 2 hospital field 
publication. 


2. Your advertisement in HOS- 
PITALS reaches 25% more sub- 
scribers in the United States 
market, your primary market. 


3. Since becoming the only twice- 
a month publication serving the 
hospital field, 92 new advertisers 
have selected HOSPITALS to 
carry their sales message. 


Send for Comparative 
Circulation Report 


HOSPITALS 

Journal of the American Hospital Assn. 
Sales Department 

18 East Division Street 

Chicage 10, Illinois 
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Journal of the American Hospital Associetion 


18 East Division Street, Chicage 10, lilinols 
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What one publication is read by more management 
executives than any other magazine or newspaper? 


THE WALL STREET JOURNAL... 
by a big margin! 


And what one publication do they rate 
“most important and useful’’? 


THE WALL STREET JOURNAL... 
by an even bigger margin! 


Who says so? 


A whopping 60% return from every 5th name of the 
69,480 U.S. executives listed in Poor’s Register. 
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Right now—mid-year 1957. 


Where can I get a copy? 


Advertising Director, The Wall Street Journal, 


44 Broad Street, New York 4, N. Y. h 
at HAnover 2-3115. a 


The Reading Preferences 
of 


Corporate Officers 
and 


Executive Personnel 


in 
The United States 
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You, too, can get ebrectwue merchandising ( 
help in Muncie, 


re 


“For good, solid merchandising support, 
I can always depend upon The Muncie 
Star and Muncie Evening Press”, says 
Jack Thomas, local representative for 
Pillsbury Mills, Inc. “It’s good to know 
that their co-operation is readily avail- 
able at all times”. 


Direct Mail, Then 
Boost Real Estate 


Dattas, Sept. 10—An ambitious 
industrial development corporation 
here reports it is having great suc- 
cess using “point of purchase” dis- 
plays to sell factory sites. 

The Great Southwest Corp. is 
parceling out land in the nation’s 
largest industrial district—5,000 
acres of former ranch land which 
lies midway between Dallas and 
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~ BROAD NEW AVENUE OF TRADE 
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= WmSTON SALE = 
=: er“ 


HIGHWAY 
BIG N AY 


WINSTON-SALEM’S modern, multimillion 
dollar dream highway opens up new ave- 
nues for trade in a market already famous 
for its “FIRSTS”. Over streets, under streets, 
over buildings she goes . . . with Winston- 
Salem spreading out on both sides of an 
important main artery in the interstate 
highway system. 


The first two sections of Winston-Salem’s 
unusual highway are scheduled for late 
fall opening. When the third section is 
completed the entire project is expected 
to cost ten million dollars. 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


Your most direct route to sales in this 


dynamic, expanding market : Se 


through the pages of the 
You can’t cover North Carolina without the Journal and Sentinel 


on Texas Scale 


Fort Worth, 35 miles away. 
That’s a big job of selling, even 
for Texas, and the decision on how 
to do it rested with Miss Mari- 
helen McDuff, public relations di- 
rector of Great Southwest, and 
Sam Bloom Advertising, Dallas. 


= The displays, set in the smart 
Dallas office of GSC, as well as in 
its field office, are elaborate visual 
presentations of the site. 

General theme of all advertising 
used by the corporation is “Locate 
for profit.” 

Advantages mamed include a 
strategic location, a unified street 
system and 2,000,000 cu. ft. of 
warehouse space. 

First contact with prospects usu- 
ally comes through mailing pieces 
sent to industrial realtors, banking 
and investment houses, plant lo- 
cating services, railroads and trade 
publications. 


s Miss McDuff, who guided the 
public relations fortunes of Dallas’ 
famous Neiman-Marcus specialty 
store for 12 years, said about ten 
mailing pieces, aggregating 40,000 
copies, have been sent out since 
November, 1956. 

For business reasons, most com- 
panies expressing interest in lo- 
cating in Great Southwest’s area 
make further inquiries through 
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MODERN LAND OFFICE—Great Southwest Corp. is making the most of wall displays in its Dallas offices. 


‘Point of Sale,’ 


anonymous intermediaries. Adver- 
tisers who depend heavily on mar- 
ket research to determine their ad 
pitch might blanch at the necessity 
of making a “blind” presentation, 
but Miss McDuff handles it as a 
matter of routine. 

A handsome, seven-page port- 
folio is sent to the middleman for 
transmission to his anonymous 
principals. 

The office displays, which Miss 
McDuff credits with helping to 
close many sales, line the walls of 
several rooms. 


= The first buildings in the de- 
velopment—part of the warehous- 
ing complex—will be completed 
early next year. 

Companies from all parts of the 
U.S. have elected to locate in the 
GSC area, Miss McDuff said. 

Food processing and distributing, 
metal fabricating and aircraft parts 
manufacturing are among the in- 
dustries represented thus far. The 
screen of secrecy which has pre- 
vented the identification of the 
companies signed up is expected 
to start disintegrating by next 
spring, when at least some of the 
companies will have _ identified 
themselves, Miss McDuff said. 

Plans call for continuation of the 
present advertising scheme, Miss 
McDuff said, but some of the best 
advertising will consist of the pic- 
ture of mushrooming growth pre- 
sented to travelers who use the two 
highways which cross the area, 
when signs identifying the site are 
augmented with buildings and 
landscaping. + 


BARRON'S 


Leaven of Capitaliem 
’ 


where 


“why we buy BARRON'S” 


KENNETH C. ZONSIUS 
Director of Advertising 


GOODYEAR TIRE & RUBBER 


“When Goodyear advertises in Barron's, each insertion is 
planned to give useful information about the company and its 
products to the readers of this financial publication. Since they are 
key financial and business men, many others look to them for 
advice and suggestions. Thus, Barron's enables us to tell the Good- 
year story widely, effectively . . . starting with people who have a 
direct interest in corporate activities.” 


BarRON’S 85,973 readers are America’s recognized financial 
audience. They know what they're talking about and they talk about 
what they know. They wield a dynamic influence on investors 
everywhere. Their opinions are sought, their advice followed. 
Advertising in BARRON’S is your surest way to reach the men 
whose business it is to listen to your corporate message... and 
to do something about it. BARRON'S... the choice (ask for the 
latest studies) for profitable reading and profitable advertising. 


BARRON’S—The Financial Weekly 


NEW YORK 50 Broadway 
CHICAGO 711 W. Monroe St. 
BOSTON 388 Newbury St. 
LOS ANGELES 2999 W. éth St. 


ADV. & P.R. EXECUTIVES 
We'll gladly send next 4 issues to 
your home, free, to acquaint you 
with Barron's profitable content! 


advertising, too, is read for profit! 
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The Confident Wife 


2 whose job is_gracious living 


Our young reader wife knows that sparkling silver and glass, fine linen 
and china make the simplest lunch an important event—that how food is served 
is almost as important as what food is served. 


This dedication to gracious living explains why this young woman turns confidently to 


Good Housekeeping, the magazine that gave her over three times as many pages on home 


furnishings and homemaking as its nearest competitor. And she knows, too, that 
every product on its editorial and advertising pages has been checked by the famous Institute. 
That’s why it’s the magazine she learns by, lives by. 


She’s so sure when Good Housekee 


Good Housekeeping gave 


its readers 327% more 


Home Furnishings and 


Homemaking service pages 


than its nearest competitor in 


the first six months of 1957 


(Lloyd C. Hall Co.) 


GOOD HOUSEKEEPING MAGAZINE B MAGAZINE C 


the buying guide of 31,000,000 women 
(Crossley) 


The September issue reached a high of more than 4,100,000 (PUB. EST.) Fe ee 


ing says so 
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rROM;MUTUA™ BROADCASTING SY STEM, INC. 


TO: 


we've got 


In fact, we've got it every half hour on 400 MUTUAL 
stations that blanket the nation, bringing the up-to- 
the-minute news, sports and music to millions of 
Americans everywhere. 


This “news” pattern for action at mMUTUAL—the 
greatest advertising buy in the history of radio— 
is available to you. 


Yes, for as little as $500 per news program, your 
sales message reaches millions of listeners in more 


FOR YOU: 
Fulton Lewis Jr. 
Robert F. Hurleigh 


Gabriel Heatter 


Westbrook Van Voorhis Cedric Foster 

Bill Cunningham John Wingate 
SPORTSCASTERS 

Bill Stern Harry Wismer 

Frankie Frisch Art Gleeson 


TRY us—YOU'LL SAY THE PLEASURE IS MUTUAL! 


HERE ARE SOME OF THE TOP NEWSCASTERS READY TO “SELL” 


John B. Kennedy 


TO THE BIG THREE-NEWS, SPORTS and MUSIC —add flexibility 
of advertising, saturation impact and unmatched low cost. 


Advertisers and their Agencies 


news for you 


—— 


than 400 markets from New York to Los Angeles— 
from Detroit to New Orleans. This nationwide net- 
work audience is now yours—at home and on the 
road—at the lowest cost ever. 


This is the “news” look at MUTUAL—giving Amer- 
ica more news and giving you 4 bigger market for 
your products. 


Some of the nation’s top newscasters are ready to 
this audience and sell your goods. 


help you rea 


Join these advertisers 
now on MUTUAL: 


+ CHRYSLER 


HUDSON VITAMIN CORP. 
SLEEP-EZE co. * RHODES PHARMACAL 
CO0.* BELTONE HEARING AID CO.* PHAR- 
MACRAFT * CONSUMER DRUG CORP. 


BROADCASTING 
SYSTEM, INC. 
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Storm... 


Networks Irked 
as FCC Studies 
Them, Toll TV 


Urge Toll Problem Be 
Shunted to Congress; 
Commission Balks 


WASHINGTON, Sept. 12—The era 
of good feeling which has existed 
between the Federal Communica- 
tions Commission and the tv net- 
works in recent years is in for 
severe strains in the months ahead 
as the commission takes up a va- 
riety of proposals which are ex- 
tremely unpleasant to industry 
leaders. 

One point of irritation is toll tv. 
Networks in particular are strong- 
ly opposed to it, and have been 
trying to induce the commission to 
turn the problem over to Congress. 
But FCC has issued notice that it 
wants to arrange some large-scale 
public testing of toll tv, and it has 
taken the position that there is 
ample authority in existing law for 
these tests to go ahead with or 
without congressional sanction. 


@ The second area of controversy 
is likely to be equally explosive. 
For more than two years, a small 
army of investigators, including a 
task force from FCC, has been 
looking into the business practices 
of the tv industry. Two congres- 
sional committees have released 
highly critical reports calling on 
FCC to curb the amount of in- 
fluence which networks exereise 
over station time. Now FCC’s own 
network study group is expected 


Radio-TV Set Production & Sales 


Production 
Radio 
TV All Home Auto 
ss teunn's 2,722,139 7,187,294 4,352,618 2,834,676 
A ae 7,387,029 13,981,800 8,924,751 5,057,049 
Ee 7,756,521 14,028,777 7,165,101 6,863,676 
a 7,346,715 10,400,530 6,276,070 4,124,460 
DE Ei 60 0s 00% 7,215,827 13,368,556 8,185,622 5,182,934 
Retail Sales 
TV Radio 
(excluding 
aute) 
NE ee os caddie kee ese es eee haekeete 3,236,697 4,236,453 
ne er iy Ue are RE 6,804,783 8,332,077 
Ra Sty < odinsy uc Mae dele cae aoe tes wae 7,421,084 6,921,384 
NT fc. sy b6 00 ono COM EETIN ED Ta aS oedes 7,317,034 6,430,743 
is nid vc chi drut sbed nh wdhens mele 6,375,279 7,031,293 
*6 Months **7 Months 


Source: Radio-Electronics—TV Mfrs. Assn. 


In Vain? ... 


Wheeling and Dealing... 


(Continued on Page 84) 


Seven Times More Money .. . 


240 Radio, TV Stations 
Sold for $100,000,000 


Biggest Single Deal Is 
for $16,000,000; Good 
Profits Lure Buyers 


WasHINGTON, Sept. 10—Radio- 
tv trade circles are starry eyed 
over the fancy price tags which 
broadcast properties are com- 
manding, and just a bit concerned 
for fear the dizzy pace of trading 
seems to be getting out of hand. 

During the past 12 months alone 
at least 40 of the nation’s tv sta- 
tions and upwards of 200 radio 
stations changed hands. With a 
host of new investors entering the 
lists, prices ballooned upwards and 
there are conservative estimates 


Record Looks Good for Network TV 
as It Moves into Its Tenth Year 


Network Radio in Its 
First Decade Was Little 
Like Its Young Brother 


Cuicaco, Sept. 12—Network tel- 
evision, now in its tenth year, has 
grown into a sturdy young giant 
—considerably bigger and more 
plump than was its older cousin, 
network radio, at a similar age. 

A comparison of the first ten 
years of network tv with the first 
ten years of network radio shows 
a boisterous and healthy youth 
for both media—but tv has far 
the better of it. 

Today it has more than seven 
times the net advertising volume 
achieved by network radio in its 
tenth year back in 1937. The net 
dollar volume for network tv this 
year is estimated at a towering 
$673,800,000. That compares with 
$88,500,000 for network radio in 


1937. Both totals include time, tal- 
ent and production costs—that is, 
the advertisers’ investment. 


® Today’s dollar doesn’t go as far, 
it’s true, but this is still an im- 
posing lead and an indication of 
network tv’s truly spectacular 
growth and strength. Let’s look at 
some more comparisons: 

Network radio was born on 
Sept. 18, 1927, with the establish- 
ment of Columbia Broadcasting 
System, which included 18 sta- 
tions in the East. In ten years, 
two more networks had been 
added—National Broadcasting Co. 
and Mutual Broadcasting System 
—and the three networks could 
boast of 308 stations supported by 
340 advertisers. 

Today there are three major tel- 
evision networks, including Amer- 
ican Broadcasting Co. in addition 


that at least $100,000,000 was in- 
volved in station sales. 


s Many of the buyers were well 
known broadcasters or publishers 
rounding out or “improving” their 
radio-tvy empires. Others were in- 
vesting groups and newcomers 
whose true long-term intentions 
are still to be revealed. 
Some of the package deals were 
breathtaking. In the biggest sta- 
tion deal in industry history, the 
three Bitner radio-tv properties 
in Minneapolis, Indianapolis and 
Grand Rapids, Mich., were sold 
to Crowell-Collier for roughly 
$16,000,000, then snapped up by 
Time Inc. for $15,750,000 when 
Crowell-Collier was unable to 
complete the deal. 
Just behind Time Inc. as a 
spender was the J. H. Whitney 
group, with $14,500,000 in two 
deals involving KGUL-TV, Gal- 
veston, and the Universal stations 
in Indianapolis and Fort Wayne. 


# While no individual station pur- 
chase topped the $9,500,000 paid 
by Westinghouse for KDKA, Pitts- 
burgh, in 1954, there was a daz- 
zling parade of multi-million- 
dollar operations. In inter-related 
parlays, Taft interests (radio, Cin- 
cinnati) added WBRC-WBRC-TV, 
Birmingham, to their string by 
paying $6,350,000 to Storer Broad- 
casting Co., while Storer moved 
into the Philadelphia area with 
the purchase of WPFH, Wilming- 
ton, and its radio adjunct for $5,- 
625,000 plus $1,000,000 in liabili- 
ties. 

A run-down of the top station 
deals turns up new names, as well 
as familiar ones. Continental Tel- 
evision entered the lists by paying 
$5,000,000 for WHAM-TV-AM- 
FM, Rochester, then disposed of 
the am and fm facilities for $500,- 
000 and added tv holdings in Har- 
risonburg, Va., and Buffalo. Bob 
Hope, in conjunction with Albert 


Edsel Whingding Looms; 
New Shows Abound—But 
Innovations? No Soap 


By Maurine Christopher 


New York, Sept. 10—This has 
been a year of great restlessness— 
but little excitement—for televi- 
sion. 

After a summer in which tv 
marked time, everybody is looking 
forward to fall in hopes that the 
tempo will pick up. 

Waiting in the wings for the 
new season is an unprecedented 
number of new shows that have 
been rounded up by the networks 
and the syndicators. Cowboys, 
singers, swashbuckling adventur- 
ers, Civil War heroes and explor- 
ers are ready to come bounding 
onto the tv screen at the flip of a 
dial. 


® Quantitatively the newcomers 
add up to an imposing lot. Two of 
the networks—ABC and NBC— 
have drastically overhauled their 
nighttime schedules. The third, 
CBS, is changing some key eve- 
ning slots, as well as revamping its 
daytime bill of fare. 

Qualitatively the new shows 
look less impressive. The regular 
series, for the most part, are cop- 
ies, adaptations or extensions of 
tried and true program ideas. So 
far there are no signs of sweeping 
program innovations of the sort 
that used to give the industry and 
the public something to talk about. 
The best possibility for national 
video sparklers would seem to be 
the “specials” (remember when 
they used to be called spectacu- 
lars?), but here too the over-all 


Restive TV Hopes 
for Something New 


year having broadened the term 
to include erstwhile regulars such 
as “Wide Wide World,” “Omnibus” 
and Bob Hope. 


® Most interesting specials from 
an advertising point of view—and 
most promising from an entertain- 
ment point of view—are the spe- 
cial occasion shows that are set 
for the coming season. 
Ford will give the new Edsel its 
first full-scale video treatment 
with a big tv whingding Oct. 13 
in Ed Sullivan’s time slot on CBS. 
Tyrone Power, Jimmy Durante, 
and a host of other top performers 
have been invited to this tv party. 
That should be quite a night for 
television, as Oct. 13 is also the 
date on which Standard Oil Co. 
of New Jersey will be celebrating 
its 75th anniversary. Jimmy Dur- 
ante and a long list of other stars 
will appear on this 90-minute 
NBC colorcast. The two shows will 
not compete with each other; 
Standard Oil will sign on right 
after Edsel’s sign-off. 


® Oh Nov. 4 Oldsmobile will stage 
a half-hour telecast to introduce 
its new models on NBC. General 
Motors will mark its 50th anni- 
versary with a two-hour color spe- 
cial Nov. 17 on the same network. 
Both shows will try to come up 
with some surprise features for 
viewers. The new “Du Pont Show 
of the Month” CBS series, which 
starts Sept. 29 with enough talent 
to bankrupt Fort Knox, also looks 
promising. 

But most network and spot ad- 
vertisers prefer to settle for some- 
thing that looks fairly safe—that 
is, programs as much like the cur- 


(Continued on Page 74) 


(Continued on Page 77) 


trend is toward sameness andjrent favorites as possible. There 
standardization, with NBC this 'always has been a tendency for tv 
Radio-TV Station Census 
1953-1957 
(Source: FCC) 
AM TV FM AM TV FM 
Total on Air Permits Returned 
1957* 3079 519 530 
1956 2896 496 530| 1957 14 13 26 
1955 2732 458 540| 1956 18 25 va 
1954 2583 402 553 om - - ~ 
1 580 
we oa " 1953 23 6 79 
Under Construction 
Transterst 
1957* 159 132 31 
1956 124 113 16 1957* 636 120 78 
1955 108 124 12 1956 525 77 100 
1954 114 171 16 1955 506 122 69 
1953 126 285 21 1954 473 WI 89 
1953 462 54 89 
Total Authorized 
1957* 3238 651 561| 
1956 3020 609 546| * Si months. 
1955 2840 582 552| + Includes routine actions in addition to — 
1954 2697 573 569 | sales. Figures are for 12 months ending 
1953 2584 483 601 | June 30 each yeor, 
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sponsors to behave like sheep; this 
characteristic has never been more 
pronounced. 


Someone Like Como 


Singer Perry Como outrated 
comedian Jackie Gleason. So the 
race was on to sign singers, and 
stand-up, joke-cracking comedians 
became as hard to sell as yester- 
day’s news. Cowboys Wyatt Earp 
and Matt Dillon of “Gunsmoke” 
picked up impressive ratings and 
even more impressive cost per 
thousand rankings. Immediately 
the networks, syndicators and 
sponsors rushed in to corral every 
two-gun actor in sight. So far NBC 
seems to have lassoed at least one 
too many—judging by the sponsor 
reluctance to plunk down $160,000 
a week for the MCA package 
“Wagon Train.” Three-quarters of 
this hour horse opera is still avail- 
able. 


® His fellow singers should erect 


There are all kinds, but when 
it comes to sales dominance 
in Southern California's fast- 
moving television market, you 
can bank on this... 


KTTV serves more 
national advertisers than 
any other station in Los 
Angeles.* 

KTTV serves more 
exclusive national ad- 
vertisers than any other 
station in Los Angeles.* 


KTTV serves more 
advertisers (period) than 
any other station in Los 
Angeles.* 


a Gets a little repetitious, 
doesn't it? Repetitious, but 
not tiresome. There's a 
difference... 

P in fact, more advertisers each 
year bank on KTTV's sales 
dominance to give their prod- 

», uct a head start in this rough 

, and tumble market. 

Yes, there is a difference... 

; and, in Southern California, 4 

, the difference is KTTV. 


Ke aw | 
Los Angeles Times-MGM 
Television (—) 


.. Represented nationally by BLAIR-TV 


; 


Les Angetes Television Report 
May 17, 1967 


a statue to Mr. Como. Among the 
advertisers who figure that Perry’s 
sponsors (American Dairy, Nox- 
zema, RCA, Sunbeam, Kleenex 
and Knomark) have a good tv idea 
are (1) Bulova and Chesterfield, 
which are backing Frank Sinatra 
in a new series; (2) Max Facter, 
which snapped up Guy Mitchell 
after Revlon bought him and then 
asked out before the season opened; 


(3) Scott and Schick, co-backers 
of the new Gisele MacKenzie pro- 
gram; (4) Chevrolet, sponsor of a 
weekly series featuring Arthur 
Godfrey graduate Pat Boone; (5) 
Buick and Frigidaire, which will 
star Patrice Munsel in a 30-minute 
show; (6) Lever Bros., which 
bought a Rosemary Clooney pack- 
age to replace the veteran “Lux 
Video Theater” series, and (7) 
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Pillsbury, Kellogg, Oldsmobile and 
Armour, co-sponsors of the new 
Patti Page show. 

All these vocalists are in addi- 
tion to such returnees as Dinah 
Shore, who takes on a heavier 
schedule for Chevrolet; Ernie 
Ford, still considered a natural for 
Ford cars, and Eddie Fisher, who 
shares a Tuesday night hour with 
George Gobel under the auspices 


of RCA and Liggett & Myers. 


TV Goes Thataway 


Wyatt Earp, Matt Dillon and 
“Cheyenne” deserve the same kind 
of respect from the riding and 
roping fraternity; they have paved 
the way for a whole posse of 
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westerns. 

There has been such a hub-bub 
over the size of the horse opera 
invasion force that some network 
executives have become a little 
sensitive on the subject. Those 
trailers for Singer’s new vidpix, 
“The Californians,” may look like 
a western to you, but at a press 
conference an NBC exec vp care- 
fully explained that “The Califor- 


nians” isn’t a western, but a show 
about the early history of Cali- 
fornia. 

Among the other sponsors who 
have decided that what the great 
tv public wants is more shoot-em- 
ups are Warner-Lambert (“Rest- 
less Gun”); American Chicle 
(“Sugar Foot”); Bristol-Myers 
(“Tombstone Territory”); Socony- 
Mobil and American Tobacco 


(“Trackdown”); Campbell Soup 
(“Colt .45”); American Home 
Products and Lever (“Have Gun, 
Will Travel”), and Kaiser Alu- 
minum and Kaiser Industries 
(“The Maverick”). 

If that isn’t enough to satiate 
even the most rabid western fan, 
there are repeaters like “Broken 
Arrow” (Ralston and Miles Labs) ; 
“Wells Fargo” (American Tobacco 


and Buick); “Cheyenne” (GE); 
“Jim Bowie” (American Chicle) 
and the aforementioned Wyatt 
Earp (General Mills and P&G), 
“Gunsmoke” (Liggett & Myers 
and Remington Rand). Plus of 
course the many others that the 
stations may work in for local and 
regional and national spot adver- 
tisers. 

A part of this year’s reluctance 


To us, there’s only one way to operate a train, and that’s to get all the bugs out, ourselves, 


place it squarely on the tracks, turn on the lights 


and let ’er rip on a pre-established course. 


Others seem to prefer starting out by putting a blueprint of a caboose before a hypothetical 


Then calling in a lot of potential ticket-buyers to suggest ways and means. 


iron horse, 


But the trouble is, what if some of them insist on square wheels and outside latrines? 


That’s why, even though our new syndicated series, 


already deep into the production of ‘‘Union Pacific.’’* 


It’s not that we’re ambitious to be flamboyantly prolific. 


‘Boots and Saddles—the Story of the 


Fifth Cavalry,’’ is just now released for sale, we’re 


It’s simply that ‘‘Union Pacific’’ passed all our own home-grown tests of what makes a fine 


so we’re makin’ it. 


show (and show is what we’re in the business of) 


And mind you, we not only don’t have a customer for it, we don’t even know when we'll go 


looking for one to purchase a stake in it. 


The CNP method of running a railroad is to create entertainment and produce it on film at a 


pace that’s at least steady, 


And have it ready to go when the market is ready. 


We like to think that over the long haul our ticket-buyers enjoy a ride with all lights showing; 


That is, they have a reasonably accurate idea of what they’re riding in and also of where 


they’re going. 


*with apologies to Ogden (Utah) 


NBC TELEVISION FILMS A DIVISION OF 


CN 


P 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 


to stray from the rutted wagon 
tracks undoubtedly stems from 
last year’s epidemic of network 
cancelations. The 1956-57 season 
was a very discouraging one for 
many advertisers, who put their 
money on disappointing shows. 
The season had hardly started 
before the cancelation orders be- 
gan rolling in; by mid-season— 
last January—CBS and NBC were 
working overtime in an effort to 
get “relief” for clients who wanted 
out of their long-term contracts. 


= In some instances other adver- 
tisers were found to fill out the 
unexpired contracts; in other 
cases where no stand-by sponsors 
were available a compromise ar- 
rangement was worked out. And 
there probably were still other ex- 
amples wherein the nature of the 
talent commitment was such that 
the advertiser was required to run 
out the full length of his contract. 

However, it should be empha- 
sized that the majority of sponsors 
who dropped shows or sought re- 
lief on their commitments were 


The Edsel Story 


In the October issue of Adver- 
—_ Requirements, you'll find 
special Three-Part Feature 
that tells you the complete — 
of the ge & of the 
automobile to pd 
public. 
For Ford, it represents a $250,- 
000,000 investment. To insure a 
return on that investment, the 
new Edsel introduction is being 
ne oe an extensive adver- 
tising sales promotion pro- 
gram. 


Signsmanship for 
Edsel Dealers 


Behind the introduction of the 
new Edsel is the biggest dealer 
identification program of the 
decade. Read about this out- 
standing example of careful co- 
ordination between advertiser, 
agency and sup in the Oc- 
tober issue of 


The Edsel 
Green Line Program 


Audio and visual aids are play- 
ing a key role in the Edsel in- 
troduction thro 
dealer-sal 


formation program accented by 
multiple-purpose sales aids. The 
'| October AR tells you all about 
|| the Edsel audio & visual aids. 


Introducing 
the New Edsel 


To aid dealers in introducing the 
new Edsels, the ye pe devel- 

we — whole kit ‘ promotion 
from stream- 

or the kids, per- 

m and golf tees for 


“ aan 
fume for 


hind the scenes on 
this outstan 
campaign. In this issue (an 
eve issue for that matter) 
you'll find a world of practical 
information to help you solve 


ro — of advertising 


Clip and Mail 
This Ad Today 


Attach this ad and $3 to your 
business letterhead for a full 
year’s (12 issues) trial of AR. 
Your money back any time = 
are not completely sa’ 


Advertising Requirements 
Workbook of Advertising 
& Sales Promotion 
200 E. Illinois St., Chicago, Illinois 
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disenchanted, not with television, 
but with some tv performer. Mos* 
of the big spenders who were 
nervously shifting their players 
during the 1956-57 season are right 
back in the middle of the fray this 
year. 

But despite the loyalty of this 
hard corps of network backers 
(see Page 81 for top network 
spenders with product break- 
down), there is one very-good sign 
that television needs to do some- 
thing to make itself more attrac- 
tive to a wider range of buyers. 
The telltale sign: The total num- 
ber of spot and network spenders 
is shrinking. 


Fewer Sponsors? 


The fall may reverse this trend, 
but the best available sources in- 
dicate there was a drop during the 
early part of this year; there are 
no figures on the number of local 
advertisers. 

Nielsen reported a first quarter 


peak of 215 network sponsors as 
of March 1, 1956; by March 1, 
1957, the figure was down to 183. 
The summer decline was equally 
noticeable—from 173 as of July 1, 
1956 to 133 as of July 1, 1957. 
TvB’s count as to the number of 
spot spenders for the first quarter 
of 1957 was 2,547, against 2,787 
and 3,017 for the comparable peri- 
ods in 1956 and 1955, respectively. 


# No one has an easy answer to 
the question of why television is 
attracting fewer advertisers. But 
the suppositions, for what they are 
worth, include: 

1. Mergers undoubtedly account 
for some of the shrinkage. 

2. Despite the increased flexi- 
bility which finally berthed P&G 
and Lever back to back on CBS, 
product conflicts keep some prod- 
ucts out of the time spots they 
would like to have. 

3. Rising prices. They aren’t spi- 
raling as they used to, but aside 
from adjustments in a few day- 
time network periods, the curve— 
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1957: Ed Sullivan with 50.3. 


Top Rated Network Programs 


March-April, 1950-1957 
A. C. Nielsen Co. 


Year Show Rating 
1950 Texaco Star Theater (NBC) ................. 79.8 
1951 Texaco Star Theater (NBC) ................- 64.4 
1952 2 |< Pian Serer 68.2 
1953 a gs oe ds oe hea 71.3 
1954 no ckcwhinvadatets sans 64.2 
1955 Academy Awards (NBC) ..................:: 57.5 
1956 2 ~~ ERR rp ren 51.1 
1957 ER a ea 60.6* 


* Highest rated regulariy sponsored program for March-April 


if it moves—goes upward. 

4. Just plain preference for 
other media—perhaps one _ in 
which the advertiser can make a 
bigger splash with his limited 
budget. 

5. Lack of programming excite- 
ment. 

A great many people think that 


the latter weakness may prove to 
be the telecasters’ Waterloo in 
their war against pay television. 
They say that somebody will find 
a way to put the zip back into tv 
—and get the necessary permis- 
sion to do it—if the telecasters 
don’t do it themselves. 

Earlier this year there was some 
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YEARS AHEAD! 


. When the Mayflower reached Plymouth in 1620, the Susan 
Constant had arrived and planted a colony at Jamestown 
0 oe 13 years before. 


Like the Susan Constant, WTAR-TV was first... in Tide- 
water Virginia. Nearly eight years ahead, as the area’s domi- 


station ... and that’s a lot of television history. 


America’s 27th, metropolitan market ! 


Ye WTAR-TV 


CHANNEL 3, NORFOLK, VIRGINIA 


5 of Virginia's Busiest Cities are 


within WTAR-TV's Grade-A Signal. 


Telephone: Madison 5-6711 


j Valuable equipment in any station is experience. And that is 
; an important plus value advertisers 
foremost communications medium in 


get on WTAR-TYV, the 
irginia’s greatest, and 


Business Office and Studio—720 Boush Street, Norfolk, Va. 


REPRESENTATIVE: Edward Petry & Company, Inc. 


hope that Sylvester L. Weaver Jr., 
the former NBC head, who in the 
past has done much to keep tele- 
vision from settling into a rut, 
might again be tv’s man of the 
hour. But that hope was dashed 
when Mr. Weaver announced the 
program plans for his major mar- 
ket Program Service network. 

Understandably, for a man who 
is starting a new business, Mr. 
Weaver has been concentrating on 
a bread-and-butter type of pro- 
gramming that is far afield from 
the imaginative fare he used to 
dream up for NBC. 

There are those who think that 
the trend toward film and toward 
Hollywood-originated productions 
is helping to stifle tv’s creativity. 


Film Moves In Big 


The film forces currently seem 
to be getting the best of it in their 
never-ending struggle with the 
live programming exponents. The 
biggest film gains are being regis- 
tered in the most important time 
periods. More than 60% of the 
network shows scheduled for the 
peak viewing hours of 7:30 to 11 
p.m. are of the canned variety. 

If the total telecasting day is 
considered, the situation is not so 
dark for those who think half the 
fun of tv is in its spontaneity and 
immediacy. In terms of all the 
regular shows booked to date, the 
breakdown is about even for film 
and live. This breakdown does not 
take into consideration the NBC 
and CBS specials, several of which 
may turn out to be either live or 
film—or both. 


® And Hollywood continues to 
gain ground on New York as an 
origination point for television 
productions; at least 80 network 
regulars will be coming from Hol- 
lywood, against about 71 from 
New York. The western encroach- 
ment is being felt most strongly 
in the key programming areas. 
The West also is playing an in- 
creasingly important role in the 
filming of commercials, now that 
some of the studios have decided 
to go all out for this business. 
Color is still being pushed by 
NBC, and CBS will offer some 
color shows, but it has a long way 
to go to become a mass medium. 


Silver (and Gold) Lining 


So much for the downbeat side. 
If, on the other hand, you want to 
play the numbers game by tele- 
vision’s rules, 1957 looks like a 
pretty good year for tv. 

Those highly discounted gross 
time sales figures show all three 
networks up for the first seven 
months of this year—CBS by more 
than 8%, ABC by nearly 6% and 
NBC by more than 4%. TvB 
predicts an increase for spot, local 
and network business; its guess- 
timates are $673,800,000 for net- 
work, $361,200,000 for spot and 
$280,700,000 for local—or a total 
of $1,315,700,000 for net time, tal- 
ent and production charges. 

The industry also can—and does 
—point out that the Nielsen re- 
turns show that people are spend- 
ing more, not less, time with tv; 
five hours and 31 minutes for the 
average tv home, or a few minutes 
more per day than last year. The 
bureau can—and does—point out 
that the magic cost-per-thousand 
figure is down for the average 
daytime network program, and 
that the nighttime average, de- 
spite rising costs, is up only 9¢ 
for network telecasts. 


® As to advertiser interest, all 
three networks have come up with 
some new-to-network-tv sponsors 
for fall. ABC welcomes Flav-R- 
Straws and 7-Up. Earlier this year 
American used its lively “Mike 
Wallace Show,” one of the most 
sparkling program ideas of the 
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year, but a rating disappointment 
so far, to lure Philip Morris back 
to the network fold. 

CBS has signed three newcom- 
ers for alternate half-hour ap- 
pearances. They are Libbey- 
Owens-Ford, Socony-Mobil and 
All-State Insurance. 

The specials are helping NBC 
widen its circle of clients. Timken 
Roller Bearing Co. will make the 
plunge with a documentary, 
“Eleven Against the Ice.” If the 
birthday celebration is a_ hit, 
Standard Oil of New Jersey could 
be back for more. Hills Bros. Cof- 
fee, a West Coast regional adver- 
tiser, comes in on a_ regional 
hookup in collaboration with Seal- 
test and John H. Breck Inc. Their 
show, a Shirley Temple emceed 
fairy tale series, starts in January. 

Rexall Drug will give network 
tv a test with a Mickey Rooney 
special. H. W. Gossard Co. joins 
the “Queen for a Day” lineup in 
September, also on NBC. 


Advertising Age, September 16, 1957 


Spot Finds New Money 


Spot television, meanwhile, has 
been living up to its reputation 
for flexibility, with a good deal of 
coming and going in the top 
spending list and a great variance 
in the quarterly budget of specific 
companies. 

Nearly one-fourth of the top 100 
spenders for the second quarter of 
this year were companies that 
didn’t make the list for the first 
quarter. Among them were several 
who were listed for the first time 
since TvB started keeping count 
of such things. The newcomers 
were Scott Paper Co., Tidewater 
Associated Oil Co., Oakite Prod- 
ucts, Bymart-Tintair, Interstate 
Bakeries, Wilson & Co. and Helene 
Curtis Industries. 

The first quarter top 100 list 
included the following new names 
—Texas Co., United Fruit Co., 
Maybelline Co., Robert Curley 
Ltd., Frontier Foods Corp., Charles 
Pfizer & Co., Bon Ami Co., Milner 
Products Co. and Monarch Wine 
Co. 


s According to TvB’s figures, the 
more or less perennial big three 
in spot tv wre spending at a some- 
what slower rate this year than 
last: 


e P&G’s gross time expenditures 
for the first six months came to 
$10,245,700, compared with $12,- 
323,800 for the comparable period 
in 1956. 


e Brown & Williamson budgeted 
$6,955,300 for spot tv time for the 
first half of 1957, against $8,560,- 
600 for the first half of 1956. 


e General Foods, which was in 
third place for the first six months 
of 1956 with expenditures of $5,- 
032,000, had an estimated budget 
of $4,342,000 for the first six 
months of this year. 


Announcements are still the fa- 
vorite spot buy of national and 
regional advertisers, but a goodly 
number of them also go in for 
participation schedules and pro- 
gram sponsorship. 


= There are no industrywide fig- 
ures available at this time, but all 
signs point to a greater prepon- 
derance of film fare for local pro- 
gramming throughout the coun- 
try. Exploitation men, who cover 
the circuit to publicize their new 
tv attractions, complain that their 
job has become a great deal more 
difficult with the big switch to 
film shows. Many of the live local 
shows that used to welcome a top- 
name guest from New York or 
Hollywood have been pushed from 
the schedule by syndicated films 
or feature movies. 

Generally, when the pendulum 
in tv swings sharply in any direc- 
tion, this eventually triggers the 
start of a balancing counter trend. 
Who can say? Maybe this year 
will bring a resurgence of live 


local personality selling. One ma- 
jor representative, Edward Petry 
& Co., has predicted that the 
1957-58 season will set a pickup 
in live local programming in some 
markets. 

But any would-be local program 
producers will have plenty of film 
competitors to cope with. The dis- 
tributors of feature movies are 
pitching hard for fall business and 
the vidfilm syndicators have lots 
of fresh programs to offer stations 
and advertisers. 


Strip & Barter: Trend 


Aside from the constantly ex- 
panding supply of film product 
available for tv, the most notable 
trends in the vidpix industry are 
stripping and bartering. 

A strip run is the term the trade 
uses to describe a series that is 
presented more than once a week 
on a single station; it may be a 
single program, such as Hopalong 
Cassidy, or it may be a combina- 


You get 
TWICE AS MUCH 


for your money 
on WKOW-TV 


4 
You make over twice as many sales impressions for your dollar when you choose 
WKOW-. TV in Madison. For the greatest number of unduplicated network homes at 
the lowest cost per thousand your best buy is Channel 27. 


WKOW-TV 
ebom in Madison, Wis. 


_—— 
hak WREIA 
fle Duty Al *) 
Ee - 


ee) i “a5 


i SP 


ETI I ZI Sor: 


u 7 


aS 


When you use WISH-TV © Indianapolis, you sell a television market whose: 


* Total Retail Sales are greater than Metropolitan Buffalo and Kansas City combined 


A television market is more than a city 


e Effective Buying Income is over $4,500,000,000 
¢ Food Sales are twice those of Metropolitan Milwaukee 


Smart advertisers want to tap this market. They do it over WISH-TV © the station that has 


more viewers in Indianapolis than all other stations combined. Represented by Bolling. 


Sources: ARB 7/57; NSI Area 6/57; Telepulse 4/57; TV Mag. 3/57; Copyrighted . . 


A CORINTHIAN STAT ION Responsibility in Broadcasting 


KOTV Tulsa eKGUL-TV Galveston, serving Houston eWANE & WANE-TV Fort Wayne ¢ WISH & WISH-TV Indianapolis 
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a example, 

es—featuring Hopal 

the ton ont “yy ong part of|schedule. But this study indicates 
ys. 


matically pointed up in a 25-city; F ttern 
or the most part 
amar film analysis made by|used for veteran riding that ha - 
a _ ~ National Productions|been around long enough to ile 
ay e on Page 86). up a sizable backlog of » any 
“ne ~ _— markets covered|Official Films, which helped to 
; udy the number of hours| pioneer this form of programming 
- oe camel e a strip-jhas stripped “Trouble with 
) S increased 112%. For|Father” and “ ” 
the first four months of 1956 there among other uae. =e vima 


fers combinations of episodes of 
“Dangerous Assignment,” “The 
Falcon,” and the “Visitor,” as well 
as singles. CBS Film’s “Amos ’n’ 
Andy” are running on a multi- 
week basis in some cities, 

This analysis shows further that 
the syndicators have been gaining 
ground steadily in terms of the 
total amount of time they are fill- 
ing for stations. In the 25-city 
area their weekly hourly total has 
gone from 289% in 1954 to 433% 
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in 1957. These totals are based 
American Research Bureau ate 
for the first four months of each 
year. 


® The other talk-maker in this 
ype of the industry is barter 
see separate story on P 
The film-for-time omit te ys 
new either. It was started more 
than five years ago by Matthew 
J. Fox, president of C & C Tele- 
vision Corp., who used his West- 


movies to barter spots for C & C 
Super Corp. Later, after securing 
the RKO library, he perfected the 
— — ae a 100-station, 
pee or International 

The principal news on - 
ter front is that it shows y Ape 
becoming a fixture in ty. Some 
syndicators and distributors wel- 
come the swappers as a new 
source of business. Some adver- 
tisers find it a convenient method 


were 149% strip-run hours week- 


in 1955 to 594 in 1956 and to 882% 


ly; for the same period in 1957 
there were 381% hours of syndi- 
cated strips weekly in those cit- 
ies. California National Produc- 
tions’ study did not include feature 
movies, a great many of which 


are stripped. 


® Multi-weekly scheduling of vid- 
films—usually with participation 
inserts for advertisers—is by no 
means a new development. It has 
been more or less in vogue in syn- 
dication since 1955. Later the net- 
works copied the technique for 
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feature | of stretching their ty budgets. The 


Litsinger, prominent Chicago 
businessman, has been a Ford dealer 


Mr. 


ny 


for 37 years and is a steady Daily News 
advertiser because News ads bring sales. 


TOP-DOWN WEATHER 
It’s sunny skies ahead—real top-down 
weather for the auto dealers who take 
advantage of the big “able-to-buy” market 
reached by the Daily News. Latest ABC 
circulation: A whopping 614,098 daily. 


CHICAGO D: 


600,000 Families . . . Largest Evening Cirer 


The Independent 


AMONG LARGEST DEALERS IN U.S. 
Litsinger Started 
37 Years Ago; Now 


Heads 4: Companies 


In 1920, when the Model T offered buyers any choice of 
color as long as it was black, Fred G. Litsinger became a 
Ford dealer in Chicago. His employes totaled 0. Today he 
employs 180 men and women, is president of four corapanies, 
director of two banks and is on the board of several com- 
panies. And he is one of the ten largest Ford dealers in 


the country. 

Here are a few of his titles: President of Litsinger Motor 
Company; president of Morgan Motor Company, Lincoln- 
Mercury dealers; president of Litsinger Edsel Sales Co., 
Edsel dealers; president of Litsinger Car & Truck Leasing 
Company, operating nationally; vice-president and director 
of Marquette Park Savings & Loan Association of Chicago; 
director of Mercantile National Bank of Chicago; treasurer 
and director of Employers’ Association of Chicago. 

And, despite his crowded business day, he finds time to 
serve as president and director of Business Opportunities for 
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The giant Li 


the Blind, which he helped to organize in 1941. 


Busy Plant Fil]; 


‘ , 5 
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tsinger plant in Chicago services more than 
to give fast truc 
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hustling middle-men, notably 
Time Merchants and Television 
Clearing House, are making capi- 
tal out of it. An occasional top 
agency, such as Grey Advertising, 
is begi to handle barter 
schedules. And a few smaller 
agencies are said to be using their 
barter prowess as a lure for new 
clients; Product Services picked 
up some new clients at the time 
of a barter deal a few months ago. 


® Another phase of agency activ- 
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ity currently provides one of the 
brightest notes on the tv horizon. 
While the programs have been 
taking on more of an assembly- 
line nature, the commercials have 
been going off into wild flights of 
imagination. Some of them hit and 
others miss, but at least a viewer 
can’t always predict in advance 
just what they’re going to be. 

One New York critic, fed up 
with re-runs and other worn out 
summertime fare, suggested that 
somebody should give Piel’s car- 


toon comedy salesmen, Bert and 
Harry, a program of their own, 
beer plugs and all, just to provide 
a touch of freshness. # 


Flanagan Named Manager 
Alvin G. Flanagan has been 
named general manager of KCOP, 
Los Angeles, subject to FCC ap- 
proval of its recent sale, which is 
expected about Oct. 1. His appoint- 


ment was announced by Kenyon 
Brown, head of a group, including 
Bing Crosby, George L. Coleman 


and Joseph A. Thomas, which re- 
cently purchased the station from 
Copley Press, for $4,000,000. Mr. 
Flanagan has been assistant gen- 
eral manager of the station since 
it was purchased by Copley in 1954. 


George Bingham Buys WSLB 

St. Lawrence Broadcasting Corp. 
has sold its radio station, WSLB, 
Ogdensburg, N. Y., to George Bing- 
ham, president and general man- 
ager of Dutchess County Broad- 
casting Corp., owner and operator 
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S SALES T0 
DS IN ‘NEWS’ 


\ILY NEWS 


Newspaper 


Jation in Chicago and Suburbs 


pean yoy It is open 24 hours a day 
repair service. 
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Executive Hails 


Powerful ‘Pull’ 


‘Must Move Cars, Litsinger Says, 
‘And News Ads Bring Sales! 


Fred G. Litsinger of Chicago, one of the : 
ten largest dealers in the country in Ford _ 


passe trucks, is one of the 4 
nger cars and trucks, . . 
biggest and most consistent advertisers of i 


automobiles in the Daily News. | 
He is enthusiastic about the results from cones 
the News. “In an organization as large as ours, con 2 ~ 
singer said, “we have to keep cars moving. If they wae ‘ q 
fast, it costs us money. That's why you'll find the a < . 
Motor Company advertising regularly in the Daily ro 
These ads have been tested and proved, with sales g 

irectly to them.” 
_pomena “ every business field advertise in the wrod 
News because the News reaches a “buyer” market—people 
able to satisfy their needs with quick buying action. 
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of WKIP, Poughkeepsie. The sale 
price was not disclosed. Mr. Bing- 
ham will assume operation immed- 
iately following Federal Communi- 
cations Commission approval. 


Donner Boosts Dr. Corey 


Dr. Victor B. Corey has been 
named to assume complete charge 
of the marketing program of Don- 
ner Scientific Co., Concord, Cal., 
electronics manufacturer. In addi- 
tion to his new duties, Dr. Corey 
will continue over-all supervision 
of the company’s technical pro- 
gram. Dr. Corey joined Donner at 
its founding four years ago. 


Famous Films Adds Two 

Jack M. Stafford and Barry 
Winton have joined the sales staff 
of Famous Films, a division of tv 
film producer-distributor, Nation- 
al Telefilm Associates, New York. 
Mr. Stafford was formerly with 
Walter McCleery Advertising 
Agency; Mr. Winton was previ- 
ously an account executive with 
Official Films. 
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Operation Comeback... 


Radio Heads Answer Questions 
on their Present, Future Problems 


Comment on Things Like 
Improving Programs, 
Getting Out of Red 


e Is there enough business to sup- 
port four major live radio net- 
works? 


e Are some of the five-minute 
news shows over-loaded with com- 
mercials? 


e@ Why doesn’t network radio 
come out from behind the curtain 
of silence and rejoin the ranks of 
measured media? 


To get the answers to these and 
other questions, ADVERTISING AGE 
went to the men who are directing 
Operation Comeback—the heads of 
the radio networks: Robert E. East- 
man of American Broadcasting; 
Arthur Hull Hayes of CBS; Paul 
Roberts of Mutual, and Matthew 
J. Culligan of NBC. Here are the 
questions and the answers. 


Robert E. Eastman 


“If they are good networks, I think 
four can stay in business.” 


American Broadcasting 


Q. How can ABC offer an advertis- 
er complete national coverage 
without having an affiliate in 
Baton Rouge, Duluth, Key West, 
Okiahoma City, Peoria, Salt Lake 
City, Wichita, Winston-Salem or 
Yuma? 

A. Neither the American Broad- 
casting network nor any other 
network really delivers “complete” 
national coverage. There have al- 
ways been some holes. Today there 
are a few more holes and the only 
way they will be filled is through 
the re-creation of network broad- 
casting of significant value to im- 
portant affiliated stations. 


Q. Approximately 64 stations have 
left ABC within the last year. Why 
are stations pulling out of the net- 
work in epidemic proportions? 

A. Stations have been deserting the 
network because the network in 
the past has been negligent of its 
. responsibility to deliver the sort of 
quality programming of a modern 
and distinctive nature which indi- 
vidual stations cannot afford to 
provide themselves. Furthermore, 
networks have been oblivious to 
the needs of stations by failing to 
provide compatible programming 
and neglecting to offer them other 
services which could strengthen af- 
filiates. This would include the 
area of programming ideas, pro- 
motion devices, local sales aids and 
even suggestions on engineering, 
accounting and office methods. 


Q. Some people undoubtedly think 
that radio networks no longer 
make their billings figures avail- 
able because the figures are so 
poor. Whatever the figures are, 
don’t you think it would be a good 
psychological move for network 
radio to rejoin the ranks of meas- 
ured media through regular reports 
to Publishers Information Bureau 
or some other organization? 

A. We most affirmatively agree 
that networks should rejoin the 
ranks of measured media and we 
initiated a meeting with the heads 
of the other networks to try to ex- 
pedite getting the figures pub- 
lished on a regular basis. There is 
a reluctance to do this because the 
total network volume is a relative- 
ly small figure in relation to all 
media. It is our opinion that we 
cannot fool the trade by frequent 
announcements of million-dollar 
“gross” sales, thereby making them 
believe that network radio is en- 
joying a fabulously large volume. 
The act of publishing regular ac- 
curate figures would, in our opin- 
ion, lead advertisers and agencies 
to recognize that network radio is 
still an under-developed advertis- 
ing medium. 

It certainly does not make sense, 
from an over-all advertising point 
of view, that a single magazine 
should carry more dollar volume of 
national advertising than all radio 
networks combined. This “open 
secret” should have been exposed 
with the acknowledgement that 
the magazines in many instances 
have done creative programming 
and selling jobs and deserve their 
rewards. Network radio must prof- 
it by this example. 


Q. Are you planning any program- 
ming or sales innovations for fall? 
A. We are most certainly planning 
dramatic programming and sales 
innovations and we hope to have 
them ready for the fall but if it 
takes longer to do it right, we’re 
going to take the time necessary to 
build the best possible product and 
sell it dramatically. 


Q. Do you believe there is enough 
business to keep four networks 
alive and healthy or do you think 
the number will eventually be re- 
duced? 

A. In today’s advertising climate 
any good medium can stay alive 
and healthy if it is willing to invest 
the time and dollars necessary to 
have a product which appeals to 
the consuming public. If the prod- 
uct is right, the proverbial path 
will be beaten to the door of the 
medium attracting customers. Yes, 
if they are good networks, I think 
four can stay in business. 


Q. Spot and local radio are enjoy- 
ing a lively renaissance, but the 
general impression is that net- 
works are still up to their ankles 
in red ink despite recent upsurges 


|in business. What does your net- 


work intend to do about it? 

A. The lively renaissance of spot 
radio is something which I hap- 
pened to have had a hand in. (Ed- 
itor’s Note: Mr. Eastman was exec 
vp of John Blair & Co., one of the 
largest representative companies, 
before he joined American.) This 
growth of the spot medium has 
been the result of some imagina- 
tive programming, lively promo- 
tion and creative selling on the 
part of individual stations and sta- 
tion groups throughout the coun- 
try. 

Who is better qualified to do the 
very same thing on a national 
basis than a network, acting from 
the point of view of individual sta- 
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“If I had a friend with some money to invest in radio, I would ad- 
vise him to view other factors rather than whether the station were 
an independent or a network affiliate.” 


tion needs, yet bringing to bear all 
the resources and know-how which 
only a network can garner? We 
have a philosophy to the effect that 
“good selling is never wasted” and 
we know that continuous, effective 
and creative sales pressure for a 
good product has a way of devel- 
oping black ink. 


Q. What do you think network ra- 
dio will be like ten years from now 
—from a programming advertising 
point of view? 

A. The answer to this question 
could fill up the entire issue of 
ApverTisinc Ace. Let me over- 
simplify it by saying that ten years 
from now, network radio will be 
far superior to what it is today. In 
each successive year of the next 
ten years, there will be further 
improvement of programming as a 
result of continuous attention to 
detail in the daily execution of 
good ideas and a constant search 
for better ways of appealing to the 
public. 


Q. What does ABC expect to gross 
this year? 

A. No answer. Permit us to evade 
this question. We would be very 
happy to have our gross out in the 
open along with that of all of the 
other networks. However, I think 
that getting these figures in the 
open must initially be a joint ef- 
fort. (Editor’s Note: Industry 
sources estimate ABC’s 1957 net 
billings to be approximately $9,- 
000,000.) 


Q. If you had a friend with some 
money to invest in radio, would 
you advise him to buy an inde- 
pendent station or a network af- 
filiate? 

A. If I had a friend with some 
money to invest in radio, I would 
advise him from the point of view 
of many other factors rather than 
whether the station were an inde- 
pendent or a network affiliate. It 
would depend upon market, com- 
petition, facility, growth potential, 
current earnings, price in relation 
to earnings, opportunties for im- 
provement and many, many other 
things. Knowing what I know re- 
garding the plans of the American 
Broadcasting network, an affilia- 
tion with this network would be a 
plus factor. 


Q@. Do you think network radio 
should be sold on a program spon- 
sorship or a participating commer- 
cial-insert basis? 

A. We believe that network radio 
should be programmed with a 
carefully thought-out concept. 
This results in a format which has 
certain consistent elements—like a 
good magazine format. This is the 
type of programming which lends 
itself most effectively to partici- 


pating sponsorship rather than sale 
of a single program to an adver- 
tiser. Furthermore, through partic- 
ipating sponsorship, an advertiser 
is able to use the medium more ef- 
fectively and achieve greater fre- 
quency. 


Q. Don’t you think two commer- 
cials for different products on five- 
minute newscasts is over-com- 
mercializing one of radio’s strong- 
est features? The NARTB code 
calls for a maximum of a minute 
and 15 seconds of commercial on a 
five-minute program; on several of 
your newscasts, the commercials 
run to a minute and a half. 

A. This is a difficult question to 
answer because we have in the 
past sold five-minute newscasts on 
a dual sponsorship basis. I, per- 
sonally, oppose this dual sponsor- 
ship approach. I feel that once we 
have our new programming on the 
air and our sales plans in opera- 
tion, we can demonstrate to our 
advertisers how they can better 
invest their advertising dollars 
with us. In the meantime, these 
advertisers are getting good sales 
results and we do not propose to 
endanger their investment by go- 
ing too fast on something which is 
really a matter of debatable tech- 
nique rather than a major issue. 


Arthur Hull Hayes 


“Obviously, an advertiser gets less 
credit when he is a co-sponsor.” 


CBS 


Q. Can an advertiser hope for any 
sponsor credit in the minds of the 
listeners when he is one of a 
crowd of advertisers buying shows 
that are cut up in seven and one- 
half minute pieces? 

A. (See next Q. and A.) 


Q. In the old days soap opera fans 
were considered a faithful lot with 
a high quotient of sponsor loyalty. 


If a lady followed the fortunes of 
“Helen Trent,” she knew exactly 
who was bringing her the enter- 
tainment. Nowadays Spry, Breeze, 
Cut-Rite, Waldorf tissue, Toni per- 
manents, Pamper shampoo and 
Hush deodorant are all advertised 
on the “Helen Trent” serial. Do 
you think the housewife credits 
any of these with bringing her the 
show? 

A. These two questions seem to be 
variations of the same one. I think 
you are loading them when you 
say “one of a crowd of advertis- 
ers.” Actually what has happened 
is that there are two sponsors to a 
quarter-hour rather than one. Ob- 
viously, an advertiser gets less 
credit when he is a co-sponsor 
than when he is a complete spon- 
sor, but this reduced credit extends 
over more programs. 


Q. Were network executives dis- 
heartened when CBS’ whopping 
$5,500,000 Ford Motor Co. sale 
drew boos as well as cheers from 
affiliates? 
A. If instead of being a network 
president, I were a station manag- 
er, which I was for almost 20 years, 
I think I might have reacted the 
way some of our affiliates appar- 
ently did. First of all, when a net- 
work sells time on a station, the 
station gets less immediate rev- 
enue than if he had sold it to a lo- 
cal or national spot advertiser. So 
automatically any network hour 
for time which a station has sold 
for spot means less revenue. 

But I hope that I would have 
acted the way most of our affiliate 
station managers did at the news 


“Somebody broke my crystal ball.” 


of the Ford order, realizing what 
this order meant to network radio” 
and recognizing that a very im- 
portant strength of my station was 
the network schedule. Most station 
managers want and need the net- 
work. Replying directly to your 
question, I don’t think we were 
disheartened at the comments of 
some of our affiliates on the an- 
nouncement of the Ford order. 


Q@. Do you think that the Ford 
clearance problem points up the 
necessity for a revision in network 
option time periods—with the net- 
work to get some of what is now 
considered radio’s choicest periods 
—the wake-up period and the 
home-from-work hours? 

A. I think the answer is “no” to 
this question and I don’t agree that 
what you characterize as “radio’s 
choicest periods” are that much 
more choice than other periods. 


Q. Some people undoubtedly think 
that radio networks no longer 
make their billings figures avail- 
able because the figures are so 
poor. Whatever the figures are, 
don’t you think it would be a good 
psychological move for network 
radio to rejoin the ranks of meas- 
ured media through regular re- 
ports to Publishers Information 
Bureau or some other organization 
of that sort? 

A. The problem of revealing bill- 
ings figures is not nearly as simple 
as it seems to be. Obviously, it 
would be desirable to know what 
the radio network business is do- 
ing and what each of the net- 
works is doing as far as dollar 
volume is concerned. First of all, 
PIB reports gross figures. In net- 
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A. Obviously I believe that there|listening to self-powered porta- 
is a great deal of listening which| bles is concerned, I think it would 
lis not currently measured. I think|be useful to reflect all this listen- 
| | the value of this unmeasured lis-|ing. It is my understanding that 
ltening varies by day parts. For/|efforts are being made to include 
example, if you are trying to|these audiences in the measure- 


: : , Industry sources expect CBS net MBE ' 
| reach housewives during daytime | ments. billien to he sautembantely 900s NU re Ae Oo BUY 
|programming I would think 000,000 this year.) 
that the measurements currently|Q. What do you think network | . aaah rere: poe KOBY & 
lavailable are satisfactory. Nielsen,|radio will be like ten years from|Q. How can CBS offer an adver- See Ferjee See Petry 
|as you know, measures car listen-|now—from a programming and|tiser complete national coverage 


ing and so does Pulse. As far as advertising point of view? without an affiliate in Milwau- 


A. Somebody broke my crystal 
ball. 


Q. What does CBS expect to gross 
this year? 
A. No comment. (Editor’s Note: 


yoorss. — PULSE — NiELse,, 


“To imply that CBS Radio is not 
supplying nationwide coverage be-| 
cause of one specific omission 
seems to me... a mink coat out of | 

a moleskin proposition.” | 


work radio these are not really 
reflective—on a network by net- 
work basis—of what the sponsor 
spends. Second, it is difficult to 
break out time sales volume from 
program costs. As you know, by| 
and large, we sell program spon-| 
sorships and co-sponsorships and 
segments of programs at a lump|§ 
price—time and talent being the 
components. Essentially I don’t|§ 
see how we could arrive at a for-| 
mula that would give the same 
information for network radio as| 
for other media which are repre- 
sented on a time or space basis. 


Q@. Are you planning any pro-| 
gramming or sales innovations for 
fall? 

A. The answer to this question is| 
“yes” and two of them in the pro-| 
gramming have already taken 
place. They are the “Stan Freberg 
Show” and “Sez Who” program. | 
As far as programs are concerned, | 
we are going to continue along 
our present lines to bring fresh, 
new ideas to radio which only 
network radio can do, and we are 
going to maintain in our schedule 
established personalities and pro- 
gram favorites. As far as sales in-| 
novations are concerned, the an-| 
swer is “no.” 


Q. Do you believe there is emniil 
business to keep four networks! 
alive and healthy or do you think! 
the number will eventually be re-| 


A. I don’t know. As far as 
“healthy” is concerned, I am con- 
vinced that network radio is re-| 
suming its place as an important 
national medium because of its 
ability to deliver large audiences 
with frequent impressions at the 
most efficient costs in advertising. 


Q. Spot and local radio are enjoy- 
ing a lively renaissance, but the 
general impression is that net- 
works are still up to their ankles 
in red ink despite recent upsurges 
in business. What does CBS in- 
tend to do about it? 

A. You're correct in the first part 
of your question. CBS Radio in- 
tends to get out and get more 
business and establish itself as a 
profitable operation. 


Q. A number of people have hint- 
ed that there are some radio sta- 
tions that stay with CBS when 
they really would prefer an inde- 
pendent operation but they don’t 
want to risk endangering their tv 
affiliation with the network. 
What’s your reaction to these CBS 
critics? 

A. In this question you have not 
only set up a straw horse but you 
have gone out and burned him. 
There is absolutely no connection 
between our radio affiliations and 
our television affiliations. All our 
affiliates are free agents and there 
are no “tie-in sales” with our tel- 
evision network negotiations. Any 
time a station feels it isn’t getting 
value from its network affiliation 
it is free to make whatever deci- 
sion is indicated without refer- 
ence to the television picture. 


Q. Do you think radio needs a new 
form of measurement to cover its 
mobile audience. If so, what do 


you suggest? 


92% more than in 1950 for a 1956 total of = 

$229,630,000. More than is sold in Denver, New © 

Haven, Indianapolis or New Orleans.* 
San Diego has more people making more, spending WRATHER-ALVAREZ BROADCASTING. INC; — 
more and watching Channel 8 more than ever before! S A D | 


*Sales Management 1957. 


Edward Petry & Co., Inc 


America’s more market 
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kee? Why haven’t you signed a 
replacement for WISN? 

A. Nobody’s perfect and to imply 
that CBS Radio is not supplying 
nationwide coverage because of 
one specific omission seems to 
me to be a mink coat out of a 
moleskin proposition. 


Paul Roberts 


“There are advertisers who are us- 
ing spot because of the past weak- 
ness of radio networks.” 


Mutual 


Q@. Do you consider Mutual a net- 
work or a quasi-program service 
since the switchover to a music 
and news format? 

A. Mutual is a network in the 
strictest and fullest sense of the 
word. It provides regular pro- 
gramming service on a 17-hour 
daily basis and though our sched- 
ule under our new station agree- 
ment is heavily weighted toward 
music and the country’s top tunes, 
there are large groupings of com- 
mentaries, dramatic and adven- 
ture shows, discussions and public 
service features on the roster. 


Q@. Why should stations join Mu- 
tual to get the same kind of pro- 
gramming lively independents 
can and do provide for themselves 
—at a more profitable figure? 

A. This is a question that I 
should like to answer first by ask- 
ing another. Show me how many 
truly “lively independent” sta- 
tions there are left in the radio 
field today! It is true there were 
such only six months ago. But 
radio stations are finding that 
they need adjuncts—either a sis- 
ter tv station or becoming a mem- 
ber of an O&O operation in the 
maximum permitted under the 
FCC code today to do the best 
possible job for their listening 
publics. 

Whether they like to admit it or 
not, the O&O-type of station 
groupings exemplified by the 
Westinghouse, Storz and Storer 
patterns are actually networks in 
the strictest sense of the word. 
They have single supervisory pro- 
gram heads, contract for pro- 
gramming in bulk and handle 
their sales in bulk pattern. Ac- 
cordingly costs are amortized on 
a seven rather than one station 
basis—which is the basic philoso- 
phy of network. Such operations, 
however, actually fringe on the 
major objections affiliates have 
raised to networks other than Mu- 
tual—that is, that programming 
philosophies are predicated on 
metropolitan city thinking rather 
than being generalized for the 
good and welfare of all markets 
having radio outlets. 

In closed circuit remarks to our 
MBS affiliates last July 26 I 
said: “Mutual ... is a network for 
its affiliates without any O&O 
stations. What’s good for the affil- 
iates is good for us.” That is our 
philosophy—and that is why radio 
stations join the Mutual network. 
We give them the programming 
they want, when they want it and 
how they want it at a cost figure 
that cuts their operating over- 
heads to the minimum. 


A good comparison for our Mu-|ter programming, plus big names 


|tions—and there are some minor 


tual network operation would be 
the successful newspaper syndi- 
cates, which operate on the same} 
premise as we do: what’s good 
material for their clients is good 
material for the syndicate. Syndi-| 
cates create and distribute print | 
matter on the basis of national | 
rather than regional or municipal 
thinking. Those that fail to do so 
become failures. 


Q. Approximately 141 _ stations 
have left Mutual within the last 
year; the network added 14 new 
markets, including Milwaukee, 
and lost 40 old ones. Why are sta- 
tions pulling out of the network in 
epidemic proportions? 

A. You cite a number of stations 
as having left Mutual last year 
and the network adding some new 
markets. I wouldn’t know too 
much about that since I’ve been 
involved in the network’s opera- 
tions for only a short while. How- 
ever, stations are not pulling out 
of MBS in “epidemic proportions.” 
Actually we are again gaining 
stations on our roster. 

We've just signed a new agree- 
ment in Lubbock, Tex. (KLLL) 
and 14 more are being processed. 
Some stations do leave because of 
local conditions. Others leave be- 
cause they have failed to live up 
to their contractual agreements 
with us. From where I now sit, it 
looks like we have a solid network 
of radio stations operating under 
an affiliation agreement they ac- 
tually created—and want to be 
successful. 


Q@. How can Mutual offer an ad- 
vertiser complete national cover- 
age without having an affiliate in 
Jacksonville, Ft. Wayne, Harlan, 
Battle Creek, Kansas City, Co- 
lumbus or Spartanburg? 

A. Mutual offers national cover- 
age on the same basis as its com- 
petitors—over 90% of all radio 
homes in the United States. Ac- 
tually our network pattern covers 
93%. You specified seven cities in 
your query as those where Mutu- 
al is not located. In two of those, 
Jacksonville and Kansas City, we 
have none. The other markets, 
particularly Columbus, O., are 
covered by other MBS stations. 
Actually our Cincinnati station, 
WLW, considers Columbus part 
of its primary listenership area— 
and we heartily concur in that 
philosophy. 


Q. Some people undoubtedly 
think that radio networks no long- 
er make their billings figures 
available because the figures are 
so poor. Whatever the figures are, 
don’t you think it would be a good 
psychological move for network 
radio to rejoin the ranks of meas- 
ured media through regular re- 
ports to Publishers Information 
Bureau or some other organiza- 
tion of that sort? 

A. I do think billings figures are 
truly indicative of the health of 
an advertising medium. There 
should be, however, a code or 
standard system under which 
they should be reported. Radio for 
too long a period has been pub- 
lishing price lists subject to all 
kinds and types of discounts— 
with the latter an allegedly secret 
factor. 

The result is some _ report 
grosses to paint rosy pictures; 
others report net figures—and 
since discounts, sizes of network 
used, and other pertinent details 
are unavailable, none of these sta- 
tistics actually mean anything. In 
the print media at least there are 
ABC figures plus printed discount 
structures to which most publica- 


exceptions—adhere. This is a goal 
radio should struggle to achieve. 


Q@. Are you planning any pro- 
gramming or sales innovations for 
the fall? 

A. I told Mutual affiliates last 
July 26 we plan better music, bet- 


“The key...is the product package ...pin-point emphasis . 


and plenty of special events 
they’ll like. We will have this 
within the format of the empha- 
sized news and music schedule 
now programmed by MBS. We've 
been working on this since we of- 
ficially took over the network on 
Aug. 7. But it’s still too early for 
me to tell you exactly what our 
plans are. All I can say now is 
that we are planning to upgrade 
programming. And do it in some- 
what of a spectacular manner. 
Programming is radio’s only prod- 
uct. And we intend to have the 
best product possible. 


Q. Do you believe there is enough 
business to keep four networks 
alive and healthy or do you think 
the number will eventually be re- 
duced? 

A. I sincerely believe there is 
enough i. broadcast advertising 
business around the nation to 
keep network radio alive—if it 
follows the pattern we at Mutual 
are pioneering. We took over the 
Mutual network because we felt 
that network had finally arrived 
at a formula that made radio net- 
work advertising practicable— 
both for the client and for the sta- 
tions the client needs as outlets 
for his commercial messages. 

The give-and-take system on 
which Mutual’s five-minute news 
and night-time adventure pro- 
gramming patterns are based is 
the most equitable yet devised for 
network radio. And by minimizing 
use of the option-time principle, 
our station problems become neg- 
ligible. A network can be profita- 
ble if it doesn’t try to beat its 
affiliates over the head. 


Q. Spot and local radio are enjoy- 
ing a lively renaissance, but the 
general impression is that the net- 
works are still up to their ankles 
in red ink despite recent upsurges 
in business. What does Mutual in- 
tend to do about it? 

A. This question, I think, is best 
answered by our own actions. We 
wouldn’t have bought the Mutual 
network, which admittedly oper- 
ated at a loss, unless we felt it 
could be turned into a profit- 
making operation. As a matter of 
fact my predecessor, Mr. John 
Poor, had actually shown me 
where the new news-and-music 
format for MBS had cut corners 
to the point where the network 
was projected to the break-even 
point by this month’s August end 
and may turn a small profit by 
year’s end. 


Q@. Do you think radio needs a 
new form of measurement to cov- 
er its mobile audience? If so, 
what do you suggest? 

A. Radio does need a new meas- 
uring yardstick. Its greatest as- 
sets today are the innumerable 
portables and auto radio sets in 
use, plus the multiple locations in 
radio homes. The one-set home is 
not only archaic—but actually be- 
low minimum American stand- 
ards of living. This same situation 
is now applying to television— 
with multi-set homes more and 
more in the ascendancy. I can 
make no recommendations on how 
to overcome this measurement 
lack. All I can say is that radio 
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does move merchandise—and in 
the final analysis, that’s what 
counts. Its messages are being 
translated into sales. 


Q. What do you think network ra- 
dio will be like ten years from 
now—from a programming and 
advertising point of view? 

A. I'd like to beg off answering 
this question for a while. After 
seeing what happened to radio in 
the past ten years it’s pretty hard 
to predict what might happen in a 
ten-year future—particularly in a 
decade when communications via 
electronics has finally come into 
its own. 


Q. What does Mutual expect to 
gross this year? 

A. This is another question I 
cannot answer as yet. (Editor’s 
Note: Industry sources expect 
Mutual’s net billing to be about 
$6,000,000 for 1957.) 


Q. How do you think advertisers 
could use network radio more ef- 
fectively? 

A. The frequency  pattern—so 
successful in newspapers and 
magazines for national advertisers 
—undoubtedly is best, too, for 
network time buyers. Degrees and 
methods for using the repetitive 
technique depend entirely on 
product and merchandising plans 
of the advertiser. Undoubtedly 
the key to the entire situation is 
in the product package—that is, 
pin-point emphasis on the trade 
name and the qualities and prod- 
uct uses it symbolizes to the con- 
sumer. The American consumer 
is more trade-name conscious to- 
day than ever before—and most 
advertising copy should’ be 
themed to this consciousness. 


Matthew J. Culligan 


“The seller doesn’t make sales pol- 
icies. The buyers do.” 


NBC 


Q. Most of NBC Radio’s current 
advertisers buy inserts of a min- 
ute or less in various shows and 
are not program sponsors at all in 
the traditional sense. This being 
the case, how does NBC Radio 
differ from spot—from the adver- 
tiser’s point of view? 

A. Length of commercials has 
nothing really to do with the dif- 
ference between network and 
spot. The use of network or spot 


..on the trade name.” 


is a marketing-media decision. If 
an advertiser wants to reach a 
dual audience in prime hours with 
maximum ratings in special mar- 
kets to suit special promotion or 
advertising needs on a less-than- 
totally-national basis, he should 
buy spot. This is how the expres- 
sion “spot” originated. It indicat- 
ed a spot on a marketing map 
rather than in a radio program. 

If an advertiser wants simul- 
taneous national exposure of a 
commercial message with mer- 
chandising value at a_ specified 
time or adjacent to a specified 
program, he should buy network. 
There is af course some overlap, 
particularly in the news program 
area wherein regional advertisers 
buy network programs because 
only a network can produce the 
kind of news show they want. 
Similarly there are advertisers 
who should buy network but who 
are using spot because of the past 
weakness of radio networks. 

NBC, through its no-waste pol- 
icy, has given its stations the right 
to sell locally any participation not 
sold by the network. But by and 
large, network and spot radio 
have proven, demonstrable ad- 
vantages and should have a place 
in any well balanced national ad- 
vertising campaign. 

The “cry baby” attitude of the 
station representatives (advertis- 
ing’s unhappiest millionaires) has 
made a tempest in a teapot about 
the network invasion of spot. A 
recent count of all NBC Radio 
network advertisers disclosed that 
two-thirds had never used spot 
radio and many of the remaining 
ors-third were currently using 
bota spot and network. 


Q. The NBC code says the maxi- 
mum amount of commercial time 
allowable on a five-minute pro- 
gram is a minute to a minute 15 
seconds. Why do you break your 
own code by scheduling a minute 
and one-half of commercials 17 
times a day on “News on the 
Hour?” With two advertisers in 
on these commercials, they sound 
even longer than that minute, 30- 
second figure. 
A. The NBC code provides for the 
following in a five-minute news 
program: 
Opening billboard, 20 seconds. 
Main commercial, 60 seconds. 
Second commercial, 15 seconds. 
Closing billboard, 20 seconds. 
In “News on the Hour” format, 
to keep the number of interrup- 
tions to the minimum we have 
dispensed with the opening com- 
mercial of 20 seconds, providing 
only the identification demanded 
by the FCC. We have cut the 
closing to five-seconds. We give 
two commercials totaling one 
minute and 30 seconds, which, 
plus the closing five seconds, 
keeps us below the code allot- 
ment. 


(Editor’s Note: The NARTB 
code recommends one minute, 15 
seconds as the maximum amount 
of time allowable for five-minute 
programs, with no mention of ex- 
tra time for billboards. This was 
figured on the basis of a four and 
one-half-minute program, with 30 
seconds reserved as station break 
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time. NBC programs its news on a 
full five-minute basis, leaving no 
30 seconds open for station break 
commercials, although one indus- 
try official voiced the opinion that 
a good many stations go right 
ahead and follow the five-minute 
news with spots of their own, any- 
way.) 


Q. Some people undoubtedly think 
that radio networks no longer 
make their billings figures avail- 
able because the figures are so 
poor. Whatever the figures are, 
don’t you think it would be a good 
psychological move for network 
radio to rejoin the ranks of meas- 
ured media through regular re- 
ports to Publishers Information 
Bureau or some other organization 
of that sort? 


A. I have been waging a one-man 
battle to get net billing figures 
from all networks to the end you 
cite. Two of the major networks 
are now reporting new business 
on a net basis with the result that 
some trade papers like ADVERTISING 
Ace give the third network top 
billing when it announces its sales 
at roughly twice the net billing. 
I’m getting discouraged in the 
face of this odd method of report- 
ing. 


“A network can be profitable if it 
doesn’t beat its affiliates over the 
head.” 


Q. Do you expect most of your 
sales of the future to be on the 
magazine sales plan type rather 
than of the old-line show spon- 
sorship type? 


A. The seller doesn’t “make” sale 
policies in a competitive business. 
The buyers do. Program sponsor- 
ship of the old type is totally in- 
consistent with the desires of the 
buyers. Radio, in the television 
age, should be bought with the 
widest possible dispersion of com- 
mercials; this means participa- 
tions. There are some program 
sales made; there will be others, 
but in my opinion the die is cast 
as far as buying patterns are 


“Network radio will be dominated 
by one network, with a second en- 
joying reasonable health and a 
third struggling to keep afloat.” 


concerned. 


| 


Q. Are you planning any program- 
ming or sales innovations for fall? 
A. I am now satisfied with the| 
framework of the NBC Radio net- 
work programming. We have 
“News on the Hour,” “Monitor” 
on the weekend, superb news and | 
feature programs between 7:30 
and 8 p.m., EDT, “Nightline” at 
night, stories in the afternoon, and | 
for the first time, a powerhouse in 
the morning schedule. 

We lead off our network pro- 
gramming with “My True Story,” 
a most unusual success for 15 
years. This show is the exception 
to the block programming rule, 
with a 15-year record of better 
ratings than what preceded it and 
what followed it. It makes an 
ideal vehicle to open our day. 


jality names as we learn through | 
|good research what the public} 


“Bandstand,” now featuring Skitch 
Henderson, Dorothy Olson and 
Bert Parks, is a vastly improved 
show and one which will almost 
certainly hold most of the audi- 
ence fed to it. 

From this point on we will con- 
centrate on improving content of 
our present shows rather than 
concentrating on finding new 
shows. We will add writing value, 
production value, star and person- 


really wants from network radio. 
The juke box radio station seems 
to have passed its peak in adver- 
tiser interest since the teenage 
market, while valuable for some! 
products, is less important to the 
majority of advertisers than a 
smaller number of local, intelli- 
gent adults who control most of 


“The cry-baby attitude of station representatives (advertising’s un- 
happiest millionaires) has made a tempest in a teapot.” 
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Minnesota. (Sales Management’s 1957 
Copyrighted Survey) 


al 
m. 


< ~ q-< 


ae ip a) z 
WW oe 
i) 
—— 


mountain-ringed 


KOH, x0 
KFBK o sacramento 


Dy) 
KBEE © MODESTO 
KM J o Fresno 


when © BAKERSFIELD 


Sacramento, California ? 
Paul H. Raymer Co., " 
National Representative . 


homes than any 


than $4.6 billion 


ot eee Re Bs Se ae a SS a a a ee ee OP a a Sane 
ree Ah OS ale on ee geet 2) ‘a hain elmeiess igre Lo “7 ee ; ee eee Be a wee Gaeta ace etc Se esrb nS 
tee ee sl a Pee eT eee e tem at am vo silirete. 13 eS i an at pst et eee erer cee Hao sve ce on = ar ee Be Bei. He sacar epee 
pg lS a he 2 | a atk eure is ee a ee. — Gig) feo. eee eee Ree es eee en a ‘altel’ eect” pane ERT eee ee ie a 
a eo nN Gm Cae RMS EO eR ern aa MN IS os ee a eC OR MMB EI a aco 
eee: ait i e pi et a ae : glee: hams é i t Gace eee cea ey? 5 fee see geet aT yg sue tay . a Ds = ie bares oy 
ee ’ es ee eee. - Rane. Pa, ae a ae 
ee ésird ig 
i : - « Seo uae . 
‘ hoz 
7 * a ae 
: * ee. 
ee a 
se, 
a 7 ail 
+4) een 
ae ae Both F } SS Care fy: er, “ag “i 8 
, rim Bo: Sage , ieee ee PRR ae Ps 
Ae Oe * . ae me 4s ee, ayes : 4 ? 
ae _< 3. = a | 2 = ‘ee \ re ee . te a. 
. hd oS aed Pe ar 4 oe i a 
Se ‘ ie ae er i ee [gl Bee eee v] ed ae. 
ie » : ee a et ities ™ 7 haa ee ee 
ne : : ‘ how a oa ms ; eee Es a oe, 
im . oi " ° z a Osea as s ea 
a " as ae ae er 
i 4 . , i : a he oS 
os ; e -3 | . ae Be hs oe 
a ’ : / : & = ' Sal P ‘ BS Fe i x ar 
| ; 7 : : ’ 3. if iy wa F i fas: : 
& j t » & eae 3 6 
: : i -" / igen ee 2 
> f * f “GE gis a 
re : x ‘ 29 ae i , he “a ee a 
i med pet be —e Fee — ee 
rE: ‘ ab > Yap f te 2 di al . JS eee 
7 : * \ ee = . "ER ile 
Fy 4 f igh 4 ad ‘. >" * B 
a a = thy 3 “ * “4 >» aa 
ae ‘ i Pa Mi - el 
ici) ae 2 7 ey 
il ; 4 - ; é ans gor ae 
we ? ; # ” = . F A AS 
os 2 ie 
ay 7 
a 
oe 
a ye 
| E 
| 7 
° i 
pe = ae 
- | ha OE Pin: 
— | a ; ce 
% | Pe 
et a . < ae 
at s " 
=" ; 
7 <. ae 
—_— 3 Y i ate 
rae : ee ‘ a” 
‘ A. 
ome ye t be s Ria 
vf : “eae aed *, { i 
aS E > opr 4) aa wy i i 
i i j } j % 4 " [; D, S “ne 
yf . ; oP ae 
Sts : ; : * 
7 " He - E a cates i is 
‘ pee - aol Bee a : 4 . bi ; ee = : © are 
* : a eas ‘ ‘ eS pee as a tee i Be ee. =e *- ea Ae # —- 
Seipeiley ons 2 4 a a : ; ie ‘ ie eee 
: pee : > ws s cia wy : Se * a 
: Pepa? ‘ “ers ? oa 4a ; eee 
= ; aa Y ‘¢ a “oF, * ’ : ° é a nee beak f F Spor: 7 a rs wee. 
“ > S % a Ee —se any *Wh = < kee ae : yah ae ae Ce a As 
xe e <3 } om fk ! 53 ~ ; te - wis oem ee . eu: : — if 
te > 4 ; ae ey See eee ; : y . ip oe a was Secs Seb nee Se — aps ae ay < aatle © as 
oe ; 8 ; ; ; > i : Me oe Rea ? ges rae fee 
-* 2 . ee We ih fe ie os ” ? y eg = . a ad oh Pee S 7 " os!) 
es , ng a 4 > Nin bare ae aie 
= r , a! Pomp ae iced ie aol 3 le 
we « . Pa : ys Pes . 4 FA J ‘ if - " a ae vig ai .* , a E 
: a q a Be ios 5 “ ° sss ; My 4 Sis E aa ‘ ae 
= a am er at Ue al ; A \a ; isa ae : | 
oak i gt ; Pi eat ah - a “i f w’ xa rs - toe, | Rr . i by ‘ xe * * es tee: i 
F i P _ — é tone ye SD Beene ta BE mie. is», oe 
he - Py Say eae ; ‘ al ; eek, : ~ gy Rit RE on ong 7 sa 
Pa - a " ae of hes , . i 1 ¥ . a 
A Be Sol ii ? 
ie m k- e d f — Se ee pygier - mag: Pisa « . Pook iy iG ane 
peice : : A = ~ . a eee | ky 5 eo 
ca 2 » _-._. - - . Sa <a aie 
ce ye e * . . e note pie: le tetoay 2 ty elt ear aa ( an Tes Bes, re 
‘jae } he ‘ : ‘ me” Se lige oh ee ge ee : ae Lage 
ee =, ey Sak gh Re Me uae a ; ges : id 
2 < : amd eke P: — — a aaa ae, eS: 2 
.- Fm : —. .. | <i eee ee 
0, A vr Oe . : ae ans ci aa * a a oat 
ai 4 * . —— J Sie ee Ri 4 a 
2 " ay 2 4 (J } - en iar ee < a 
Pee - - se . e 7 Pe ts Sete i , ae 
Sieg Pp ae. ae am. we A sae a ac lea ae @ es 
Pe Bart, - & hence Be oe 
Alps Ri d -, au s » PC ee er 25 
3 ie? pide 4 : ae i 9 ot _— ‘di , * % ss ers k 2 
it 1 44 ‘ . — os” - : » - My 2 
nf . ; ‘ " a ‘; - : oo Was « 
= Sy “a : A . _¢ ,, A j pti ve 
4 Sst , Sa ve 
oe a a Tee _. = , eae 
ue ‘ a fy : ere od en ad ee 
aoe Se ; : : ge ; f 0 geet 
an a Regi eae 
aoe \ hf F A me: 
aie | ? a a ~<a aoe 
ite ' - ates 
ie Came: 
ae | eae 
esi a a 19 
ba : Es 
i Sm soe eatin <= ° 
* fe =— = 
. o g ee 
of Vs “(pam 
‘a 5 cy es 
aS > eae re 
aS ee . = = 
ee is eaten say 
oj bs ‘ ae 
tae ‘ti e 
ie ee ‘pe Btu 4. e , m ‘ 
ce PAs i i es 5 > » i, 
eae Pp a. ‘ a use. 
a i 
ae ne 
= a 
= 4 
: ‘ 
| 4 
i 
ee ee eae ” eal a a ae eee ii, 1 ek rc ita oe é Side (ite 22 (rity tiga sips ty ee bist Pe ea gene ee ee - ee a ee a cr i ie al Se iy 
ee ery Re 5 ae " a a et ‘a a 7 Is 2 & « aS wigd ime aie REC an al oe - Fe ai we 5 ca Bes hig? = she by Pelayo ase a oe te ae : High igi Eni a 4 te Seg Pa oa Wig ue 
i ee rr ee i ee opi Sa Peis ee eee or eer. Beth Bees ne rea oa ove ec ye ae ee 93 : Se eae i Sa eee So ee a ee 
Nt ee es : ee by eS oe ee Wig ee ae os me ee ee Sy ee ee ote RSI ge Saat aor ee ae eee pS kA oy es ue are, a Asie eg Bit eee ee ae ies 
Re ge net age tas Aga tea i ae oe en ee ook eet veer 4 aL 20S a a oT a Seg Dance SA cgi et Rho) ttn ay ar, Ota MN ae RS ae i ale ea a bai nO di Seay 2 Soe ean 9": Co rrr :, ne SA ee said at allie ~ 


i de 


(Se ls sae 2 * 


the money. 


Q. Do you believe there is enough 
business to keep four networks 
alive and healthy or do you think 
the number will eventually be 
reduced? 

A. I personally believe there is 
room for three networks in the 
radio business. I also believe that 
network radio will be dominated 
by one network with a second en- 
joying reasonable health and a 
third in a constant struggle to 
keep afloat. 


Q. Spot and local radio are enjoy- 
ing a lively renaissance but the 
general impression is that the net- 
works still are up to their ankles 
in red ink despite recent upsurges 
in business. What does NBC in- 
tend to do about it? 

A. Your tense is wrong. The ques- 
tion should be what has NBC done 
about it? The answer: 

1. NBC nominated a group of us 
who had track records in other di- 
visions of the company and the 
“strong backs” for the job and 
gave us complete support in a 


DOMINANCE 


There are all kinds, but when 
it comes to sales dominance 
in Southern California's fast- 
moving television market, you 
can bank on this... 


KTTV serves more 
national advertisers than 
any other station in Lés 
Angeles.’ 

KTTV serves more 
exclusive national ad- 
vertisers than any other 
station in Los Angeles.* 


KTTV serves more 
advertisers (period) than 
any other station in Los 
Angeles.* 


”. Gets a little repetitious, 
doesn’t it? Repetitious, but 
not tiresome. There's a 
difference... 


In fact, more advertisers each 
year bank on KTTV's sales 
dominance to give their prod- 
®. uct a head start in this rough 
¥; and tumble market. 
Yes, there is a difference... 
and, in Southern California, 
the difference is KTTV. 


- -~<s os a 
Los Angeles Times-MGM } 
Television ~~ ) 


» Represented nationally by BLAIR-TV 


“SAR 
Les Angetes Television Report 
May 17, 1967 h 
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plan of rebuilding the NBC Radio 
network. 

2. The new management came up 
with a plan which was accepted 
by our affiliates despite a “no can 
do” outcry from certain areas. 

3. We “got the money” by selling 
“News on the Hour” and “Moni- 
tor” and will have an increase in 
sales volume of between 30 and 
50% in 1957 over 1956. 

4. We introduced “Nightline” and 
“Life and the World” into our 


nighttime schedule as true imag- 
ery transfer concept programs 
keyed to the people who are not 
satisfied with horse operas and 
mass entertainment shows on tv. 
5. We improved our daytime sto- 
ries by adding writing value and 
topflight dramatic stars like Mad- 
eline Carroll, who have given 
added dimension to these good 
dramatic shows. 

6. We shortened “Bandstand” to a 
more workable length of 90 min- 


utes, added Skitch Henderson and 
Dorothy Olson and formed the 
“NBC Band of Stars” and got “My 
True Story” to open the day with 
rating superiority. 

7. We promoted and personally 
sold radio in over 100 presenta- 
tions to top agency and client 
management, taking the chance on 
getting more than our share after 
we sold radio in general. 


Q@. What do you think network 
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radio will be like ten years from 
now—from a programming and 
advertising point of view? 

A. Television has won the battle 
of the living room. Radio has won 
the battle of the rest of the house 
and the great outdoors. As rising 
costs force television programming 
more and more into the “bread 
and butter type” of mass appeal 
programming, network radio will 
concentrate more and more on 
counter programming. It is pos- 
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sible that television will very soon 


be reaching about 70% 


of all 


Americans over and over again, 
with the remainder quite uninter- 
ested in mass entertainment tele- 


vision programming. 


To reach “all the people” an ad- 
vertiser will be forced to use net- 


work radio to get his messages to 
the intelligent, vocal and influen- 
tial group who lean to good, lis- 
tenable music, news, news analy- 
sis, interviews of the great people 


of the world and challenging, pro- 
vocative conversation. I flatly pre- 
dict that within two years network 
radio will be an essential part of 
any well balanced campaign. 


Q. What does NBC expect to gross 
this year? 

A. NBC will gross about 50% 
more in 1957 than it did in 1956 
and about the same increase will 
happen in ’58 versus ’57. The ac- 
tual dollar figure, I respectfully 


suggest, is none of anybody’s bus- 
iness at this time. Since last Jan- 
uary it has been NBC’s policy to 
give net billing figures on all sales 
made. I have gotten ABC to agree 
with this principle. CBS has not 
agreed and issues its figures on a 
gross basis. . . 

I keep getting gripes about not 
issuing figures, but get little sup- 
port on the principle that these 
figures are only meaningful and 
equitable if all networks use the 


same rules, It is very discouraging 
to see CBS get top billing on new 
sales because the gross dollar fig- 
ures have more glamor than our 
actual net figures. If you want 
billing figures, I suggest you use 
your influence on CBS and get 
them to give net billing figures. 
If and when you do, you have my 
assurance that NBC will cooperate 
in any move to get correct figures 
on the record. (Editor’s Note— 
Sources within NBC insist that its 
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| 1957 net billing will exceed $23,- 
| 000,000, but outside sources say 
$20,000,000 is realistic.) 


Q. You have described radio’s cur- 
rent research as belonging to the 
horse and buggy period. What do 
you propose as a replacement? 

A. The ideal rating situation: 

1, In home measurement via Au- 
dimeters as presently supplied by 
Nielsen, with a greatly enlarged 
sample to prevent the rating of a 
city like Dallas, Tex., from being 
judged on 11 machines. 

2. Personal interview survey sev- 
eral times a year to establish the 
pattern of portable set listening in 
and around homes. 

3. Electronic measurement of car 
radios via new equipment which 
can be placed along roads and 
highways and which registers the 
frequency of each radio in each 
car as it passes. 

4. Electronic measurement of ra- 
dio listening at beaches, parks, 
recreation areas, etc. 

5. Sales effectiveness research on 
individual products. # 


Nothing 
succeeds 
like eee 


An advertiser puts his money 
where he gets results— 
obviously! Well, 15 of the 
most famous, successful 

and respected advertisers in 
So. Calif. and the nation 

have advertised on KNX for 

3 to 8 years—continuously, 
consistently. The proof is 

in the putting. Knowledgeable 
advertisers, as always, are 
putting their chips on Southern 
California's #1 radio station, 
the CBS 50,000 watt 


KNX-LOS ANGELES 


REPRESENTED BY CBS RADIO SPOT SALES 


Tie CW eA ee iy Na an ae * po ie” “ac ee "6 RE ee? 
ee od 4 i op ee ee ee ee.” ah Se a Wee cen 
~<a Sia <i “pce ete Sec ce: St tp Sart oe otc LY ae 
Lite ie = ee a EE Be Se ail i Faget = Eee ee CCS i. es al Nl os a le a 
PS gee ae ea ey ile: =) ia - eet Rag, ee ee i Rae a cae © aa a ay Ce ee ee A Wu ae lie 8 Sm a ie : es bi ai 
Ae ed ie Wee ae ae ye a ae \ ee: ie) na aR Pen. ye Re Nea. a) ; le a Nook ee Se ee so ae oe 
"Slag ate Se ENP gets “EG eee ee nae 2 eG ae oy ee ee eo ee ee : ae ee es oo ae ame i : a Figs 
Op Sera aren tet See re ae Seas Se > gl > Re RR erik ae, em te J) Bee eS Oe eee BS he oS Pel ae Figs SOME os PER MeO ae ; p ee ee a1 aes 
an Oe ra ag 8) ae . eee 2 a Ld Sle Mee ee cere tae oh - ‘Sey ae at ee OEM coat? em Se eh x Baas e's ape i is , uses 
A Oe! PCIE? se SM 6 Ro oo Te lee Taare ot i i i eal 4 ree sees 
aici tee coe 2 ald Se oe : ; ’ <a 
= x rr: =. 
63? ‘ 
] 
i | ie: 
Pe ean re 
Y oi a 
e ae 
— a ee aaa ee ee a ee eee i rit 
a cuteighaiestininstgetemennemnetemnmntemete Ne ee Po ie 
- y . : ae 
3 © : , Se? 
y le 
pe 
* | Eee, eT 
| = 
- a ae 
= 
- 
s ri 
ips r, : ” hd wilh —Aeatnetion Panne ; oe ea ES i a P ao ee a a eee na - ' - 
‘ ” : . —- ae tet as Sak a < ee ie ae ‘ "alte Gta aa) an Taso i ea 
oon oar. : . pe eds oe é = a nee ee ‘ ” eis tte ee ae ba —— J hy a 
eee: , ai ee » SS Ty tie 
ea . ‘ al art —_ - mg 
wy 4 sesiavitii — ee : se 
=. ” ede bes 
: Pee: ae -" ees ~ - ores ps oi fr ” fous ah gs ae efi ee ee ae gt en eee i. een ie has 
, jp OE gin. pte Oe ete ail poe pe igi : tee = - ee” , ae : i ial 
7 (in: ect ee JOG "ak er tes we i a. il : nee) nal 
aa atti : §-" gos Gila sapere a wy we a akg: 
; ‘ . “ ng oe 
si . - ate Se Pi sess me Mi 
a ~ 2 oe a — 2 < ——— “ee cin : 
—§ z + Ts eh i sig i ty ai ibe % : 
a i ‘p li pitti. = aa e.. + . - % : ; 
a . ii . ‘ ‘ 4 
lh / S—e . : * a a 
; sz SS a Ss ; 8 _— 
aa ti Py , " i Re ee gpa 
a ee ln : nes eg eB Meer 
A ” , , ge Diets 
ee ; os, i fe Rin Aap ta sespann arate ~ : , 4 a“ i a an v 
: ze £ seg onretnne eenanan "Sr se ae : 
4 — eee ‘ eaneenc : ‘ " a 7 
-: sail tata * : He eee ‘ia 
Se ; | POR a ht gia , : me . 4 eee x 
a 3 ne, ; Biss. ‘- ; er Bs eatin 
ae ; A iste ; wesctlcs., : ei gen a aes a , se 
oo ~ ‘o pose Se ae ae, E os ££ ‘ Bs f 
” : ” : ap : 
"a i wie sf ' ag = te 
a ’ ge ' he, 4 pe 
oe ‘ oe ll ; wile : a i , : : 3 Mi, Oe , ~ ae 
a : a a «ie adie wessty i es Mae en : 
d cl — ee ASA ir s MO new OR ede » saath *s 2 ihe, _ : 
‘ — a 4 ‘ / pees 
i ease 
a oi £ r iat 
os : ae 
: R 4S 0 F a 
3 oe 3 
BS > 
ae ‘ ’ re eae 
¥ , 
as oe 
é / Sree 
is Bosley? 
= ; : a. 
Mfc! Pere 
4 mat Mes 
a ee 
ee ] Sr, 
i” 2 aut sad 
ec ¢ : more” 
4 if > a 
: Q9 % 
ft, i fs = hae 
‘2 Q ; F ee ce 
= > ae “ 5, = a%: 
= E. md Z 
a a ae iF eee Pa ares Be te 3 ; lca 
s " oe 4 a ee - 7 : ae rae 
2 i : ‘ : ' ’ ‘ sae 
: me 2 ; Z e 4 a - * 4 ead 
ree a : ; q 4 a $ - ee Smee: 
ee a ‘ ; é eae) = ‘ mee 
ss ; a>. fas Ps eee, Ne a 44 WA‘ is 
a : ‘ > mes F ‘ Ane _ eo a 
i a \} &2 Ga ; ee —e ye a Hy wAVs: ee: 
Ee * fs 7” je ee ; ae ey ee Ne hy eee 
« ; 2 : “s . = : 9; 3 a * = % isis a a 3 * #4 y al ww so af 
« a. . bate ; ? “ 4 “all ioe s Ce A A .\ ae 
ik a } : Ea it ~~ oe Baa eave : $ f i # \) Sieh 
£5) , / ; ; ] b. a Z t/ eS 
& .* . < met 7 Tt 7€ * , : oe Paes 
- my aie ae 4 % ” » # 5 - 2? wa. 4 P ba 
i! . 2 N og be e \. * 4 P La Oe e _ . ; ee Pe 
“s a eS ae L g -. & z 1 "4 ees S ae ey th ' a 
oe ; | IF ' i . ; / Copia . vEYR 
é ee ES ‘ eee | 
iS ~ SONS OF rp Na” fare ; 
, ae S. PIONEERS | otek | || 
MERLE TRAVIS Te, 3D . 
| Pe i “4 De Way a 
|: 46 , 
if ei V ecenec mere ae “sii 
4 Er 4 3) ‘ . 
- n ‘ wee 
“i -- v4 OP 2. 
ae 2 P44) Na ee ae 
Ie z 7 VLA v ( => toon oe 
* bi ‘  S 
re 3 hess <p oad oe ommene ey i 
i id ee a 
e { ; orice ame. es. 
= oe 
Pe ie ; ee ae aE : : ee 0a eae ey a a ¢ 2 ‘tae CS ee mS i a eee ae Be 
ee ey ee oe eee fo ee, a ec ORE er ar ee Ne on gee mei? oe ON eS Sore aeraC eT Be mi 8 : Ay a tee og ee a are 1 i 
Fi OO te ea oe SG cat (aed cil oaeenee a ght ie singe eth aes ve ee Ay ; Ps Me aN ee Oe a Ot ataleoeces 4 Giese: ee oe sais. Se > ieee = isp S68" i “CEE SAS. : Ba ty 
eis eR ane er age Se OO iene, a ee SO ee ee ee ee SERIO RE OEE (= 500 ai: sl search eames oie ie Re can Pees 
ee ee i a Ra calle el Dah erg Rt ee ge eee ee ok SUR ok ee ea) ee ess ee ae oe dey: Seki eee Je : eee: - 
wo eS Pe geen Siete, oem ee rea ee, ae es Tame fea Ss R26 Ps 5 la eg ~ ape 2 ey, ae a ies eet cen, ee + 
et GS oe ime vat one sae i al ss ee Se Eta a 7 ae ae ape = eon he eS Ay Sk We a ee | i: Ge aS a = ee r A 
BRU eRe so Fe ae ere pee ra ee ae cle Be aed Be he 
Pern eee eee Rept ee, ee ae aie BES S ae 


Best TV Commercials 
For ‘57 Picked By 


AA's Eye & Ear Man 


Our Eye & Ear Man, who in other years has protested that 
it was hard to find enough outstanding commercials to fill 
his list of ten best selling tv commercials, had more fun with 
his assignment this year. This time his problem was not to 
find enough but to decide on the best from the current bump- 
er crop of creative commercials. 

His criteria for selecting the year’s best remains un- 
changed; the principal factors are memorability and sales 
impact. He looks for tv sell that is unusual enough to stand 
out but down to earth enough to accomplish its purpose of 
moving merchandise. This year he made a special effort to 
include as many new names as possible. For this reason 
perennial winners such as Arthur Godfrey, who has been 
praised several times in this annual list, are not included— 
though many of them continue to do an excellent sales job 
for their sponsors. 
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LONG DISTANCE—That taken-for-granted instrument takes on glamor in AT&T’s 
little dramas on “Telephone Time.” In this one the whole family rushes in to get 


: Marlhura : 


HE-MAN—Said our critic, “Not only does this competi-__ this ain’t for the lace hanky crowd. Even he-men 
tive cigaret to Winston also have a good jingle—al- care about tobacco and health apparently. Boy, they 
though perhaps not as catchy as the former—but_ really have got he-men!” 

they have decided down at the tobacco farm that : 


FORD—ERNIE, THAT IS—Our Eye & Ear Man applauds the sell on the “Tennessee Ernie 
Ford Show” as a “happy combination of good personal sell, good animation and 
good live demonstration,” all of which makes the car look good. He considers “Ernie 
a great natural salesman who may rank with Arthur Godfrey some day” and finds 
the opening animation sequence on the show entertaining and memorable. The ani- 
mated opening was created by Playhouse Pictures. The Ford commercials are written 
by Harry Trelevan’s copy group at J. Walter Thompson Co., with Frank Burns as 
the agency producer. Films of Ernie at work were made by Universal Pictures. 


a word with daddy. “Corny but in good taste and effective,” says our man, who 
thinks this type of commercial is bound to make more people call home long dis- 
tance. Narrated by Tom Shirley, this commercial was filmed by Hal Roach Studios. 
Agency credits go to N. W. Ayer & Son’s Stephen deBaun for copywriting and Burt 


Harris for production. 
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BEARS REPETITION—Our critic is sure that everyone who sees this sales story of the Y&R staffers—William F. Lacey Jr., who thought up the idea and wrote the script; 
lovable Oriental baby with chop stick troubles remembers the name of the product Loren Collard, the artist; Peggy Gannon, the producer, and John Wellington, who 
and looks forward to seeing the commercial again. Creative credit is shared by four wrote the Chinese music. The commercial was filmed by Ray Patin Productions. 


i és 
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DISTAFF SELL—Revlon’s pretty and busy Barbara Britton gets an accolade because REPETITIOUS HARD-SELL—Winston made the list because “it has one of the finest jingles 
“she seems to be always cool, self-possessed and nice, the way your sister is nice. turned out to date and because William Esty Co. and R. J. Reynolds have been 
She never flubs a line and she seems to believe what she says. She wears well.” smart enough to stick with it and sell it hard.” These illustrations from various 
Backing this are the mounting sales of this active tv advertiser. Miss Britton han- commercials show how Esty goes about dramatizing the familiar refrain—“Winston 
dles the tv pitches for most of Revlon’s products, but these pictures show her sell- tastes good—like a cigaret should.” The commercials were filmed by Robert Law- 
ing Satin-Set and nail polish. Copywriting credit for these commercials go to rence Productions. 


. M aN 


BBDO’s Hal Longman and Florine Robinson; Nan Marquand produces for BBDO. 


HOMEY APPROACH—“Consistently fine product advantage 
advertising on the ‘Father Knows Best’ show is cou- 
pled here with a little heart,” our critic writes. A 
breakfast in bed prepared by the whole family—with 
the help of Scott products—is an example of the “un- 
obtrusive, but strong selling commercials” seen on this 
program. He notes that this approach is in line with 
the traditional Scott policy of selling “in a straight- 
forward manner that leaves an impression of leader- 
ship in their line.” Credits go to JWT’s Paul Synor, 
copywriter, and Tom Armstead, producer. Commer- 
cials are filmed by Screen Gems. 


CAPERS—“Somebody must have been looking at old 
movies late one night at the Toni works and had a 
flash of brilliance in seeing the odd assortment of hair 
on the Marx Bros. Add to this, brother Groucho’s be- 
ing the chief hair dresser for the home permanent and 
you have a really off-beat attention getting variation 
in what has been getting to be a very dull demonstra- 
tion.” 
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BURGESS 
EREDITH 


World famous for his stage and screen portrayals... acclaimed by critics 
and audiences... Burgess Meredith now makes his first regular appear- 
ance on TY as host and narrator of the NEW “BIG STORY.” 


Top rated against every kind of competition . . . commended by outstand- 
ing church, civic and government leaders . . . winner of a host of national 
awards... “THE BIG STORY,” now in its tenth year on radio and TV, 
remains unmatched for audience reaction ... publicity . . . top sponsor 
results. 


NOW, the new “Big Story” — as exciting as today’s front page — takes you 
; behind the headlines of America’s top newspapers with thrilling, dra- 
matic, inspiring stories told in vivid documentary style. 


PRODUCED BY & PYRAMID PRODUCTIONS 
a Executive Producer — Everett Rosenthal 


OFFICIAL FILMS we 


25 West 45th Street e New York 36, New York 
PLaza 7-0100 


Call the man from 


REPRESENTATIVES IN: 
Beverly Hills, Chicago, Dallas, San Francisco, St. Louis, Boston, Atlanta, Philadelphia 
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Bert: Help me here, 
Harry—the zipper’s 
stuck, 

Harry: Here, let me... 


Harry: That’s the gas 
pipe, Bert. This is the 
beer pipe. Notice how 
you see your breath here. 
Bert: You see, Piel’s is 
cool-brewed (hear beer 
gushing into vat). We 
chill it on its way to the 
aging tanks. 


You can take it 
from Harry, folks. 


Bert: 


Bert: Call the mainte- 
nance department. 
Harry: There we are. 


Harry: Yes, it seems to 
do something to the fla- 
vor that... 

Bert: Once in the aging 
tank, it rests there in 
the cool depths until it 
reaches the finest possi- 
ble flavor peak. 

Harry: We find that the 
cool temperature . 


Harry: Uh, yes. 

Sound: (Clacking of cold 
lock.) 

Bert: How do we get out 
of here, Harry? 


Bert: OK. Tonight, view- 
ers, we’re taking you in- 
to the main refrigeration 
room here at our Piel’s 
brewery. (As they enter, 
their voices go hollow.) 


See this pipe? Through 
this pipe (sound of tap- 
ping pipe) passes the 
most delicious beer in 
the world, on its way to 
perfection. 


Bert: Cool-brewing 
makes Piel’s the beer 
with a barrel of flavor! 


Harry: Yes ... we don’t 
think you'll find a bet- 
ter tasting beer. 


ENCORE—Bert and Harry Piel, as brought to life by 
Ray Goulding and Bob Elliott, drew another award 
because these “characters are still fresh, believable, 
entertaining and darn good salesmen to boot .. . 
when many a similar idea has long since died.” He 
puts these UPA and Terrytoons animated pitchmen 
among tv’s all-time best. Young & Rubicam’s Wil- 
liam F. Lacey Jr. continues to write the Bert and 
Harry scripts, with Gene Martel as producer. Ter- 
rytoons filmed the commercial pictured here. Of the 
local beers in the New York market, Piel’s is the 
only one to show a sizable sales increase for 1956 
over 1955. 


TRAVEL TOPPER—Family dramas like this show- 
ing the perils of driving and comforts of a 
Greyhound may obsolete trains and even 
planes, our Eye & Ear Man believes. “That 
smart family who went on the bus in real life 
may have ended up with sore bottoms and 
crinked necks, but you’d never know it in this 
commercial,” he adds. Steve Allen narrates 
these commercials which were filmed by the 
All-Scope Pictures division of 20th Century- 
Fox. Grey Advertising Agency’s team for these 
pitches includes Rogers Brackett, film pro- 
ducer; James Harelson, tv coordinator, and 
Peggy Holt, copywriter. 


U.S. Homes Having Radio and TV Sets 


Trend of Set Ownership, 1949-1957 (in Millions) 


Copyright by A. C. Nielsen Co. 


(1) Au Homes [a JRADIO Homes MM TV HOMES 
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40.2 | 
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TV HOMES AS % ALL HOMES 


GOING UP—Tv set penetration climbed to 79% of all U.S. homes as of March, 1957. 
Radio remained nearly constant with more than 96% of homes having one or more 
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radio sets, excluding auto radios. As the chart indicates, tv set. penetration has risen 
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‘Eye and Ear Man’ Picks Five Best 
Selling Radio Commercials of 1957 


Now that radio is flexing its 
muscles aggressively again, our 
Eye & Ear Man has been persuad- 
ed to single out his choice of the 
best-selling commercials in that 
field. 

He thinks it is particularly dif- 
ficult to turn out a notable com- 
mercial for radio, which has a ten- 
dency to jam so many commercials 
together. The problem is made 
even more formidable since these 
messages “must be heard in car 
radios over traffic noises and out- 
doors fighting the noise of surf 
and sand.” 

Here are the five which our 
critic feels have done the best of 
pushing their way through the 
crowd and the noise: 


s Pepsodent—“You'll wonder 
where the yellow went . . . When 
you brush your teeth with Pepso- 
dent.” 

This jingle is cited as an exam- 
ple of the bold use of radio in a 
way that appears to give the prod- 
uct dominance in that medium. 
“The slogan and tune were catchy 
beyond belief and created a built- 
in sales story as well,” AA’s critic 
said. Agency credits for this Lever 
Bros. winner go to Foote, Cone & 
Belding. The Jumping Jacks sing 
the jingle. 


s Ford—Archie of “Duffy’s Tav- 
ern” fame insinuates the sell for 
Ford cars in his telephone calls 
with his boss, Duffy. 

The Eye and Ear Man com- 
ments: “Since Ed Gardner has one 
of the outstanding radio person- 
alities, it was smart to take his 
personality, Archie, and carry on 
a monologue with Archie’s boss 
Duffy about the merits of the 
Ford car. This spot is entertaining 
and arresting. You are compelled 
to listen and the dialog is good.” 
Ed Gardner, who is now on the 
radio-tv staff at J. Walter Thomp- 
son Co., writes these commercials 
in collaboration with Joe Stone’s 
copy group. Mr. Gardner plays 
Archie and Mr. Stone produces 
the commercials. 


8 Beech-Nut Chewing Gum—His- 
torical playlets. 

Hired Man—Mrs. James, when 
you gonna give young Jesse an 
allowance? 

Mrs. James—I’m not 
while the flavor lasts. 

Hird Man—What are you chew- 
ing? 

Mrs. James—Beech-Nut gum. 

Hired Man—Young Jesse might 
go to a bank by then. 

Says our critic: “This good-fun- 
with-historical-figures spot series 
may be a little too sophisticated 
for the average radio listener, but 
you can’t forget them. They com- 
bine a laugh with a reminder type 
advertising.” Young & Rubicam’s 
Bill Backer is the copywriter for 
this series, which has been built 
around a variety of famed figures 
ranging from Columbus to Géorge 
Washington. John Wellington is 
the agency producer for these 
commercials. 


talking 


s Winston—Our man’s preference 
among the current heavy cigaret 
sell on radio is the Winston ap- 
proach. He likes the radio com- 
mercials for the same reason that 
he chose the tv commercials—‘“a 
fine jingle and the courage of the 
company to pour it on” frequently 
enough to make it a standout in a 
field where the competition is very 
spirited. William Esty Co. is the 
agency. 


s Dodge—Those spots in which 
the disappointed purchaser of some 
other make car tears his new auto 
apart and goes in search of his 
Dodge dealer. 

Our man thinks this approach 


has “caused a lot of comment be- 
cause of its hard sell on the ad- 
vanced styling of the Chrysler line 
and its effective ripping into its 
competitors. The sound effects are 
good and loud enough to jar a 
casual listener out of his lethargy 
and he won’t forget the name of 
the car and the message as he 
gets banged on the head.” 

Tom Blanchard and Ed Beatty 
write these commercials for Grant 
Advertising, with Mr. Beatty as 
agency producer. + 


Campbell Repeats Swanson 
Dinner-Pie Free Offer 

“You buy the dinner—we’ll buy 
you the pie” will be the theme of 
a Campbell Soup Co. promotion of 
its Swanson tv dinners and Swan- 
son fruit pies. Consumers will be 
refunded the full price of any 


Swanson pie when they buy a The promotion, to run in Octo- 
package of fruit pies and any ofj|ber, will be a repeat of a similar 
Swanson’s tv dinners, and mail| campaign last year. It will be ad- 
proof of purchase. vertised in color pages in The 


American Weekly (West Coast edi- 
tion), Life, This Week Magazine 
and independent supplements. Ta- 
tham-Laird, Chicago, is the agency. 


IN THIS $ BILLION-PLUS SALES EMPIRE 
WREX-TV is the KING SALESMAN 


e Over 250,000 TV Sets.... 
—Serving over one million people 


@ Only VHF Station covering this Billion Doliar Market 

e Well outside the range of Chicago or Milwaukee 
TV signals (90 Air Miles) 

e Combined Rural and Industrial following makes it 
ideal for test campaigns 


e There's real Sales Potential in REX-LAND 


= WREX-TV-Channel 13 - rockroro - Nols 
telecasting in color... Mugametun wae ee as ee. 


ANorth Carolina's INTERURBIA 
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The Greatest Concentration of Consumer 
Buying Power in the Two Carolinas! 
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dominated by wfmy-tv 


Interurbia—The heart of North Carolina’s Prosperous Piedmont ... YOURS with WFMY-TV! 


WFMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 


First in population . . . First in total retail sales! Call your H-R-P man for full details 


on WFMY-TV coverage of INTERURBIA PLUS the big Industrial Piedmont! 


/ 54 Prosperous Counties f 2.2 Million Population 
/ $2.8 Billion Market / $2.2 Billion Retail Sales 


Basic 
GREENSBORO, N. C. 
Represented by Since 1949 


Harrington, Righter & Parsons, Inc. 
New York « Chicago * San Francisco * Atlanta + Boston 
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Program Changes, Promotion, Automation 
Bring Ten Times ‘49 Price for Storz’ KOWH 


Omana, Sept. 10—In July of 
1949 Todd Storz and his father, 
Robert H. Storz, bought KOWH 
for $75,000. In May of this year 
they sold it for $822,000 to National 
Weekly Inc. (Richard D. Buckley 
and John B. Jaeger). This is a 
story of financial resuscitation. 

KOWH ranked sixth among the 
six stations serving the Omaha 
area in 1949. It had descended from 
WAAW, had been operated for a 
decade by the World Publishing 
Co. (Omaha World-Herald), and 
for their $75,000 the Storz pere 
and fils also acquired KOAD, its 
fm affiliate. 


® Robert Storz put up $30,000 to 
buy 60% of fledgling Mid-Contin- 
ent Broadcasting Co., the company 
formed to buy KOWH. Todd Storz 
mortgaged a farm for his $20,000, 
and they got a bank loan of $25,000. 
Robert Storz was president; Todd 
was vp and general manager, and 


JOE FLOYD 
DOES IT IN 


What's KEL-O-LAND? It's peo- 


ple... over a million of them; 
it's counties . . . 110 of them 
in four states; it's retail sales 
. « « $1,220,150,000 annually. 
And Joe Floyd's 101-man crew 
hands you all of KEL-O-LAND 
in one beautiful package and 
one wonderful single-market 
buy. 


Put All KEL-O-LAND 
In Your TV Picture. 


—e 


— Watertown 


12 


KPLO Ln & 


Pierre — Winner — Chamberiein 


Aberdeen — Huron 


KELO 


Sioux Falls CHANNEL 


Sioux Falis, $.D0 
JOE FLOYD, President 


Evans Nord, Gen. Mgr 
Represented by H-R 


Minneapolis, Bulmer & Johnson, Inc. 


Larry Bentson, V.P. 


ran the station. He made the fol- 
lowing changes: 


e KOWH had a program pattern 
of an hour of classical music, fol- 
lowed by an hour of hillbilly music, 
followed by an hour of pop, fol- 
lowed by an hour of polkas, etc. 
Mr. Storz lopped off the “minority” 
programs and concentrated on 
music and news. 


e Initially he thought he could cut 
the overhead far enough to show a 
profit. He couldn’t, and the sta- 
tion lost money during the first 
six months. He decided “to pay a 
good man three times what we'd 
pay three mediocre ones,” and the 


|curve began to turn up. In the 
|second six months KOWH became 
number one in the afternoon time 
period; in the same six months it 
began to earn money. 


e At the end of a year, KOWH 
showed a net profit of $12. But it 
never had a losing month there- 
after, and in addition to the cap- 
ital gains from the $822,000 sale, 
Storz figures the station produced 
$1,250,000 in profits over an eight- 
year period. 

The station had a tough’ time 
breaking the grip of the soap 
operas in its competition for listen- 
ers, but after a couple of years it 
produced and maintained rating 
averages in the 40s. The company 
says it regards ratings as pro- 
gramming tools rather than sales 
tools. 
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TV Price Trend 


Source: A. C. Nielsen Co. 
Cost Per 1,000 for Each 
Minute of Commercial* 


March- March- March- 
April April April 
1955 1956 1957 
Daytime average 

$2.02 $2.39 $2.04 
Nighttime average 

$3.69 $3.59 $3.68 


*Average network program. 


Mr. Storz went into automation 
as far as possible on the engineer- 
ing side, claims to have reduced 
engineering personnel to the ab- 
solute working minima, and was 
one of the first stations to institute 


jremote control of the transmitter. 
He had, however, ten turntables 
where a comparable station might 
have three, six tape machines and 
an imposing array of engineering 
gimmicks, including an instantan- 
eous echo mixed with a “decaying 
delayed signal,” which makes the 
datelines of news broadcast echo 
“for greater dramatic effect.” 


s The station dug up its own top 
40 records from Omaha stores, 
scoured the country for promising 
disc jockeys, laid heavy stress on 
personality and station promotion 
over the air. On the news side, the 
station reported local news hard, 
utilized its own mobile unit, sent 
a reporter around to gambling 
joints and bottle clubs with a 
Minifone to record illegal opera- 


*Bosic Service Area, NCS #2 
**NCS #2 
Market Dato: Survey of Buying Power, 1957 


SROS Consumer Morkets, 


REAL 


This is about WCCO-Land—the 114 counties of Minnesota, 
Wisconsin, Iowa and South Dakota served so well by WCCO 
Radio.* It’s a market where biggness is measured in 

millions and billions. Population: 3.6 million (big as Detroit); 
effective buying income: $5.4 billion (bigger than 

Washington, D.C.); total retail sales: $4.1 billion (bigger 

than Boston); gross farm income: $1.7 billion (bigger than New 
York state and six New England states combined)! 


Dollar signs and decimal points aren’t all. WCCO-Land is 

a real live market. The vitality and progressiveness of 

its people is matched only by the diversity and growth of its 
industries—iron ore and taconite in the North, oil and 
lignite in the Dakotas, farming and manufacturing nearly 
everywhere. Not to mention some of the nation’s best 
fishing and most beautiful vacationland. 


Doing a big job of providing this vast_gy 
entertainment, Service i 


As a result, Vj 


\ circulation 


t 


1957 


: om 214 to 28 times greater ths 
St. Paul stations.** And greatef, too, than 


information 


Ne 
~, | 


§ weekly @ 


‘any television station, newspar 

in the region. Which is why youn advertising campaign 
Jin this big, booming market should begin on WCCO Radio! 
\ “mui 


10 


oe 
The Northwest’x50,000 -Watt_Gie 
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Minneapali 


All other 


the weekly. 
or ma azine 


St-Paul 


Represented by CRS Radio Spot Saleé 


NOW AVAILABLE FREE: New WCCO Radio Market Guide. Write to Phil Lewis, Sales Manager, WCCO Radio) Minneapolit 2, Minnesota 
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tions. 

While it promoted vigorously, 
using both advertising and audi- 
ence hypos like “Treasure Hunt” 
and “Lucky Numbers,” Mr. Storz 
operated on the theory that audi- 
ences would not remain with the 
station unless programming held 
their interest. 

In its early years, the Storz oper- 
ation was widely publicized for 
the gimmicks it used to attract 
audiences. But when FCC members 


expressed concern about these 
techniques, Storz announced— 
while its purchase of WQAM, 


Miami, was pending—that his sta- 
tions would not use promotions of 
this kind to lure audiences in the 
future. 


= On the sales side, two things 


stand out: KOWH salesmen sit in 
on special sales meetings three 
times a week, plus a regular morn- 
ing meeting at 8:30; second, 
KOWH held the line on rates. That 
may be a considerable understate- 
ment: it not only held the line but 
raised its rates six times from 
1949 to 1957. The station is firm on 
overloading, and the formula calls 
for only eight one-minute spots in 
the first 30 minutes of the hour, 
and seven in the last 25 minutes. 

Station management was alert to 
public relations possibilities. As 
one public relations feature, the 
station operated a “KOWH Wel- 
fare Fund” built by voluntary con- 
tributions of listeners who mailed 
in a quarter with requests for 
music. 

When Mid-Continent sold 


KOWH, its initial $75,000 invest- 
ment had grown to four stations 
(WTIX, New Orleans; WHB, 
Kansas City; WDGY, Minneapolis- 
St. Paul, and WQAM, Miami) 
which together billed close to $4,- 
000,000 in 1956. # 


Premium Merchandisers Set 
Up Consulting Service 

The Premium Merchandising 
Club of New York has set up a 
consulting service to aid adver- 
tisers in conducting and evalu- 
ating premium promotions. As a 
“service to the industry,” the club 
will make available. three premi- 
um specialists chosen from its 
membership and board of gover- 
nors to meet with interested man- 
ufacturers and/or their advertis- 
ing agencies at a luncheon meet- 


ing. A fee of $25 plus the cost of 
the luncheon will be charged. 

The board merchandising and 
promotional aspects of a premium 
campaign, rather than a specific 
premium, will be discussed. 


Murphy Leaves Lucky Stores 
to Form Own Company 

Donald M. Murphy, has re- 
signed as director of public rela- 
tions of Lucky Stores Inc., San 
Leandro, Cal., to establish his 
own advertising and public rela- 
tions agency which will serve 
Lucky “in the broader aspects of 
company pr and special assign- 
ments.” Mr. Murphy, who has 
been with Lucky 26 years, has 
managed the company’s advertis- 
ing, sales promotion and pr since 
the company’s inception in 1931. 


Dole Boosts Bernard; 
Forms New Department 

David G. Bernard has been 
named assistant director of mar- 
keting of Dole Hawaiian Pineap- 
ple Co., San Jose. Mr. Bernard 
joined Dole last June after serv- 
ing as manager of the container 
products division of Dewey & 
Almy Chemical Co., Cambridge, 
Mass. 

At the same time, Dole has cre- 
ated a third major department in 
its marketing division, that of the 
distribution department to be 
headed by Richard S. Denenholz. 
Mr. Denenholz was a distribution 
analyst for Lever Bros Co., New 
York, before joining Dole earlier 
this year as general traffic man- 
ager. 


Beggs to Westinghouse 

Donald Beggs, formerly pro- 
gram director of WFLN, Phila- 
delphia, has joined Westinghouse 
Broadcasting Co. as program co- 
ordinator for its fm radio stations. 


NEW 


CHARLIE 
CHAN 
SELLS Yo 


78 markets snap’ up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N.Y. 22 « PLaza 5-2100 
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Feature Films Vs. Network Shows 


Random Selection of Ratings in Ten Markets 


Source: American Research Bureau 


1-TIME 1-TIME | 1-TIME 1-TIME 
city MONTH MOVIE TITLE PROGRAM STATION RATING NETWORK SHOW STATION RATING | city MONTH MOVIE TITLE PROGRAM STATION RATING NETWORK SHOW STATION RATING 
Son Fran- June Out Of The Hollywood Film KGO-TV 14.1 Jack Benny KPIX-TV 26.9 Oklahoma May it's A Wonder- Saturday KWTV 12.0 Perry Como WKY-TV 33.9 
cisco Past (C&C) Theatre (CBS) City ful Life (M&A Movietime (NBC) 
San Fran- June Hangover Big Movie KPIX-TV 12.7 Welk's Top KGO.-TV 20.4 Alexander) 
cisco Square (NTA) Tunes (ABC) Oklahoma May Dodge City Movietime KGEO.-TV 94 Panic WKY-TV 21.5 
San Fran- June The Letter* Two On the KRON-TV 8.8 Giant Step KPIX-TV 7.2 City (Enid) (AAP) Oklahoma (NBC) 
cisco (AAP) Aisle (CBS) Oklahoma May A Bell For Million Dollar KWTV 8.2 Masquerade WKY-TV 5.8 
San Fran- June House of Roths- Big Movie KPIX-TV 8.6 This Is Your KRON-TV 28.4 City Adano* (NTA) Movie Party (NBC) 
cisco child (NTA) Life (NBC) 
Chicago April Bitter Rice Movie 5 WNBQ 20.4 What's My Line WBBM-TV 30.3 
Atlanta May Sohoro* Century Play- WSB-TV 24.8 West Point WAGA-TV 9.3 (Amanda (CBS) 
(Screen Gems) house (CBS) Television) 
Atlanta May Notorious Gold Cup WLWA 15.1 Hit Parade WSB-TV 27.1 Chicago April Suez Premiere WGN-TV 13.1 I've Got A Secret WBBM-TV 30.1 
(NTA) Movies (NBC) (NTA) Performance (CBS) 
Atlanta May The Fallen Hollywood Film WLWA 9.4 Steve Allen WSB-TV =. 24,2 Chicago April Suez Premiere WGN-TV 12.5 This Is Your life WNBQ 31.8 
Sporrow (C&C) Theatre (NBC) (NTA) Performance (NBC) 
Atlonta §= May nim Rega intew  iWev 74 Poe Jones WAGATV 5.2 Los March Test Pilot* Colgate KTTV 26.7 Mr. Adoms & Eve KNXT 14.0 
pee Angeles (MGM-TYV) Theatre (CBS) 
xander Los March Test Pilot* Colgate KTTV 22.9 Line-Up KNXT 12.8 
1 ?P WTVN- 17.7 What’ : Angeles (MGM-TV) Theatre (CBS) 
Pas oy onnusen a) — 1 eee ae peony a ee Ter Los March Destination Premiere KTLA 16.6 G.E. Theatre  KNXT 24.3 
; Angeles Tokyo (AAP) Showing (CBS) 
olum Someth Ww - h itchcock \ 
eee Guy oT .. cimente i ny ” ere *Se Los March Destination Premiere KTLA 16.5 Ed Sullivan KNXT 25.4 
. Tokyo (AAP) Showing (CBS) 
w J ’ : Angeles yo 
cosa com a ome se a fe — oe Los March See Here Pri- Million Viewer KTTV 5.2 ThisisYourlife KRCA 27.5 
Columbus May The Enchanted Hollywood Film WTVN-TV 7.7 Ed Sullivan WBNS-TV 29.6 Angeles poe i Theetre (NBC) 
eee ae ices) Los March Sign Of The 7:30 Theatre KTTV 4.1 Do You Trust KNXT 38.4 
Denver May AngelFace Academy KOA-TV 8.5. Navy Log KBTV 17.9 Angeles Rom Your Wife (CBS) 
(cac) Theatre (ABC) (Screen Gems) at 
Sewer Mey Wetetes = Matyused Mim KStV 6.2 62 Sefiven anv 8 73 Philo- March Rings On Her Ford Film WFIL-TY 20.6 ‘Hit Parade WRCV-TV 24.5 
Sparrow (CAC) Theatre (CBs) delphio Fingers (NTA) Playhouse (NBC) 
Benver Mey A Guy Nemed MGM Theatre KIVR 74 Sodio One Kiz-tvY = (28.2 Phila- March The Shopworn World's Best WFIL-TV 13.3 Jackie Gleason WCAU-TV 32.4 
Joe (MGM-TV) (CBS) delphia Angel Movies (CBS) 
Denver May Waterloo MGM Theatre KTVR 7.3 Person to Person KLZ-TV 21.9 (MGM-TY) 
Bridge (cBs) Phila- March Lady in The World's Best’ WFIL-TV 13.0 Person to Person WCAU-TV 35.4 
(MGM-TV) delphia Lake (MGM-TV) Movies (CBs) 

a Phila- Western Union World’ y 10.1 - . 
Minn. May Tortilla Flat MGM Theatre KMGM-TV 10.0 Person to Person WCCO-TV 27.9 po sates oma po — = mg aes — 
St. Pavi (MGM-TY) (CBS) ‘ 

Phila- w t WFIL- .1 Playhouse w - 29. 

Minn.- May Blossoms In The MGM Time =KMGM-TV 9.5. Hit Parade KSTP-TV 19.3 y steht ano = SE Yn ag — 9 (cas) vas — 
St. Paul Dust (MGM-TV) (NBC) —— 
Minn.- May Dr. Jekyll And KMGM Time KMGM-TV 9.5 Loretta Young KSTP-TV 23.5 Seattle- March Manhunt Late Show KTNT-TV 10.3. Hit Parade KOMO-TV 14.4 
St. Paul Mr. Hyde (NBC) Tacoma (NTA) (NBC) 

(MGM-TV) Seattle- March A Guy Named Command KING-TV 8.9 lux Video KOMO-TV 16.1 
Minn.- May Saratoga MGM Showcase KMGM-TV _8.4_—s Playhouse 90 WCCO-TV 27.6 Tacoma Joe (MGM-TY) Performance Theatre (NBC) 
St. Paul (MGM-TY) (CBS) Seattle- March The Unsus- All Stor Movie KTNT-TV 7.4 Welk's Top KING-TV 28.8 
Minn.- May _ Riff-Roff Movietime, KMGM-TV 3.6 $64,000 WCCO-TV 29.4 Tacoma pected (AAP) Tunes (ABC) 
St. Paul (C&C) U.S.A. Question (CBS) a cee ms ees 

a — --—— * Topped this network competitor 
Oklahoma May You Can't Take Sunday Night WKY-TV 26.5 Ed Sullivan KWTV 28.0 In most cases the movies were compared with the highest rating network competitor, but not in every case. 
City it With You Show (CBS) In some cases the comparison was between a movie and its only network competitor. : 

(Screen Gems) Parentheses indicate film distributors for features and network for network shows, = 
F Films Vs. Syndicated Film Seri : 
ealure Fl Ss. oyn icate l eries 
Random Selection of Ratings in Ten Markets 
Source: American Research Bureau 
1-TIME SYNDICATED 1-TIME 1-TIME SYNDICATED 1-TIME 
city MONTH MOVIE TITLE PROGRAM STATION RATING FILM PROGRAM STATION RATING city MONTH MOVIE TITLE PROGRAM STATION’ RATING FILM PROGRAM STATION RATING 
Chicago June Woman of the Best of MGM WBBM-TV 29.9 Crunch & Des WNBQ 8.0 Denver May A Guy Named MGM Theatre KTVR 12.8 Stories of the KLZ-TV 14.8 
Yeor (MGM-TV) (NBC Film) Joe (MGM-TV) Century 

Chicago June Woman of the Bestof MGM WBBM-TVY 28.7 Secret Journal WNBQ 17.0 (Hollywood TV) 

Year (MGM-TYV) (MCA-TY) Denver May A Guy Named MGM Theatre KTVR 12.4 Dick Powell KLZ-TV 20.2 

Chicago June June Bride Thursday WGN-TV 17.5 Victory AtSea WNBQ 3.9 Joe (MGM-TY) (Official) 

(AAP) Premiere (NBC Film) Denver May My Reputation Academy KOA-TV 10.6 Sheriff of Cochise KLZ-TV 20.5 

Chicago June Drums Along the Feoture Film WGN-TV 14.1 Life of Riley WNBQ 1.5 (AAP) Theatre (NTA) 

Mohowk (NTA) (NBC Film) Denver May Three Strangers Warner Bros. KOA-TV 10.4 Guy Lombardo KLZ-TV 22.9 

Chicago June |, The Jury Movietime, weBkB 11.0 Captain David WNBQ 2.4 (AAP) Theatre (MCA-TV) 

(United Artists. U.S.A. Grief (Guild) Denver May Waterlco MGM Theatre KTVR 7.7 Highway Patrol KOA-TV 26.8 
Tv) Bridge (Ziv) 
Atlanta May Scharo Century WSB-TV 25.4 David Niven WAGA-TV 5.5 (MGM-TV) 
e Denver May Waterloo MGM Theatre KTVR 7.6 Secret Journal KLZ-TV 20.5 
(Screen Gems) Playhouse (Official) | Brid (MCA-TY) 
Atlanta May Tortilla Flat —_ Late Show WSB-TV 18.4. Mr. District WAGA-TV 65 | on on, ™ P 
(MGM-TV) Attorney (Ziv) E — 
o = -_ — yay ae eum, —— 66 Detroit Mey Dead Premiere Film WW4J-TV 21.2 Kingdom of the WJBK-TV 16.1 
Reckoning Parade Sea (Guild) 
(Screen Gems) ten aint 
Atlanta May Boots & Saddle Rogers-Autry WAGA-TV 6.2 My Unite Margie WSB-TV 11.5 Detroit May Deod Premiere Film WWJ-TV 20.6 Ellery Queen WJBK-TV 79 
(MCA-TY) Feature (Official) 

a Reckoning Parade (TPA) 

Cincinnati May The Farmer's Gold Cup WLW-T 17.0 Silent Service WKRC-TV 17.7 (Screen Gems) 

Daughter (NTA) Theatre (NBC Fiim) Detroit May Where Danger Hollywood WJBK-TY 17.3 Sheriff of Cochise WWJ-TV 18.9 

Cincinnati May Boomerang Hollywood WCPO-TV 9.9 Whirlybirds WKRC-TVY 10.2 Lives (C&C) Showcase (NTA) 

(NTA) Theatre (CBS Film) Detroit May Where Danger Hollywood WJBK-TY 16.7 Western Marshall WWJ-TV 12.2 

Cincinnati May Boomerang Hollywood WCPO-TV 9.9 Stories of the WKRC-TV 7.1 lives (C&C) Showcase (NBC Film) 

(NTA) Theatre Century 
(Hollywood TV) Minn.- May Gentleman's Premiere WTCN-TV 10.1 Mr. District KSTP-TV 9.0 
Cincinnati May if You Could Steven's Show WCPO-TV 7.5 Life of Riley WLW.T 9.2 St. Paul Agreement Performance Attorney (Ziv) 
Only Cook (NBC Film) (NTA) 
(Screen Gems) Minn.- May Blossoms In The MGM Time KMGM-TV 8.8 Racket Squad KSTP-TV 9.1 
Cincinnati May if You Could Steven's Show WCPO-TV 7.3. Martin Kone WKRC-TV 19.4 St. Paul Dust (MGM-TV) (ABC Film) 
Only Cook (Ziv) Minn.- May Saratoga MGM Showcase KMGM-TV 6.6 Highway Patrol KSTP-TV 12.0 
(Screen Gems) St. Paul (MGM-TY) (Ziv) 

Cincinnati May The Ox-Bow Million Dollar WCPO-TV 5.8 Silent Service WKRC-TV 17.7 Minn.- May Let Us Live Hollywood WCCO-TV 4.1 Highway Patrol KSTP-TV 12.0 
Incident (NTA) = Movie (NBC Film) St. Paul (Screen Gems) Playhouse (Ziv) 
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1-TIME SYNDICATED 1 -TIME 1-TIME SYNDICATED 1-TIME 
city MONTH MOVIE TITLE PROGRAM STATION RATING FILM PROGRAM STATION RATING city MONTH MOVIE TITLE PROGRAM STATION RATING FILM PROGRAM § STATION RATING 
Albany- April Dr. Jekyll And Late Show  WCDA = 20.6 The Falcon WRGB «12.2 —— ae MA Costes Welty 145 Coie 7is 86 08 
Schenec- Mr. Hyde (NBC Film) (NTA) Movietime (NBC Film) 
ese, (MGM.-TV) Boston April Wings of the Boston WBZ-TV 14.2 Superman WNAC-TV 21.5 
Albany- April MenofBoys Early Show WCDA 18.8 Amos'nAndy WRGB 31.0 Navy (AAP) Movietime (Flamingo) 
Schenec- Town (CBS Film) St. Louis April Trio (NTA) _ First Run KWK-TV 22.9 Rosemary KSD-TV 17.4 
tady-Troy (MGM-TYV) Theatre Clooney 
Albony- April Test Pilot Early Show WCDA 15.9 Superman WRGB 29.8 
(Flo , {MCA-TV) 
Schenec- (MGM-TY) mings St. Lovis Apri Trio (NTA) _—First Run KWK-TV 20.3 Sheriff of KSD-TV 18.9 
tady-Troy Vette wace 26.1 Theatre Cochise (NTA) 
Albony- April Marx Bros. At Early Show WCDA 13.5 Death Volley St. Lovis April Trio (NTA) First Run KWK-TV 19.4 City Detective KSD-TV 14.2 
Schenec- The Circus Days (McCann- Gente (MCA-TV) 
tady-Troy (MGM-TY) Erickson) 
So. Bend- April Command Best of MGM WNDU-TV 25.2 Badge 714 WSBT-TV 144 
Boston April Destination Pleasure WBZ.-TV 26.6 Sheriff of WNAC-TV 14.4 Elkhart Decision (NBC Film) 
Tokyo (AAP) Playhouse Cochise (NTA) (MGM-TY) 
Boston April Destination Pleasure WBZ-TV 26.5 Search For Ad- WNAC-TV 12.8 So. Bend- April MGM WNDU-TV 17.1 Federal Men WSBT-TV 9.3 
Tokyo (AAP) Playhouse venture (Bagnall) Elkhart (MGM-TY) Lomplight (MCA-TY) 
Boston April The Spiral Boston WBZ-TV 16.4. Wild Bill Hickok WNAC-TV 18.4 Theatre 
Staircase (NTA) Movietime (Screen Gems) So. Bend- April Romonce of MGM WNDU-TV 12.6 Mr. District WSBT-TV 15.9 
Boston April The Sullivans Million Dollar WNAC-TV 15.9 Kit Carson WBZ-TV 4.1 Elkhart Rosy Ridge Lomplight Attorney 
(Screen Gems) Movie (MCA-TY) (MGM-TY) Theatre (Ziv) 
Parentheses indicate distributors. MTA’s 
“Premiere Performance,” which is on the 
schedule of NTA Film Network, is counted 
as movie fare for the purpose of this com- 
parison. 
This is a purely random selection of shows 
that just happened to be opposite each 
other. 
Network TV Shows 
Get Higher Ratings 
than Feature Movies FROM THE EDGE OF SPACE 
‘ 
New York, Sept. 10—How much LI F 2 s. cap ed ' 
of an impact are the old movies ‘a 
which are pouring out of Holly- ae 
wood’s bulging storehouses hav- 
ing on television? 
How do features fare in the 
ratings in cities where they must 
compete with network attractions? NBC Radio Presents An Outstanding New Ad- 


And how do features rate as au- 
dience pullers in competition with 
syndicated shows? 

These questions take on added 
significance as more motion pic- 
ture oldies are made available for 
tv exhibition and as more adver- 
tisers add feature film participa- 
tions to their video schedules. In- 
terest, from the advertising point 
of view, quickened noticeably last 
fall when Colgate-Palmolive Co. 
started carrying a complete 
M-G-M movie weekly on KTTV, 
Los Angeles, with several prod- 
ucts sharing the commercials. This 
series, which kicked off with a 
special American Research Bureau 
rating of 30.8 to top all the opposi- 
tion, will return in October after 
a summer hiatus. 

Bristol-Myers adopted the Col- 
gate formula of full sponsorship 
of a feature length movie and ap- 
plied it in six markets for several 
months; Bristol-Myers has since 
dropped all the movies, not be- 
cause of disappointing ratings but 
because the sales results weren't 
sufficiently impressive to justify 
this addition to a heavy network 
and announcement schedule. 


s The ARB data in the tables on 
these pages were compiled to give 
some indication of how movies 
stack up in the battle for the at- 
tention of the tv fan. ARB selected 
41 shows in ten cities where mov- 
ies compete with network shows 
and 45 shows in 10 cities where 
movies compete with syndicated 
films. It was a strictly random 
selection and should not be used 
as the basis for any sweeping gen- 
eralizations. The comparisons were 
made on the basis of a single rat- 
ing for each program. 

However, there are some in- 
teresting observations that are 
prompted by the charts: 

1. These network shows almost 
always outrated the features and 
usually by a substantial margin. 

2. Six of the 41 movies that were 
rated against network competition 
drew a rating of 20 or better. 

3. Syndicated shows and fea- 
ture films were much more evenly 
matched rating competitors. 

4. Highest rating in the syndi- 
cated vs. features comparison 
went to “Woman of the Year,” an 
M-G-M movie. 


vertising Opportunity —LIFE AND THE WORLD 


Two great leaders in the news-gathering 
field, the National Broadcasting Company 
and LIFE Magazine, have combined forces 
to bring the American public an exciting 
new brand of radio journalism. 


NBC Radio takes LIFE’s superb news and 
picture stories, and adds the dimension of 
sound. LIFE may cover the stratosphere 
ascent; on LIFE AND THE WORLD you 
hear the man’s personal experience from his 
own lips. LIFE may picture a parrot; on 
LIFE AND THE WORLD you hear the 
parrot being interviewed. Here are the ac- 
tual voices of men who make the news or. 
react to it. Here are the sounds of hurricanes, 
of debates, of space rockets, and of momen- 
tous decisions —bringing listeners close to 
the very heart of our time. 


Increasing numbers of LIFE readers are 
discovering this fascinating NBC Radio 
program. Millions more will be introduced 
to LIFE AND THE WORLD through an 
extensive audience promotion campaign, on 
the air and in print media. 

LIFE AND THE WORLD has a choice 
position, 7:45 to 8:00 nightly, immediately 
following NBC’s 7:30 pm News of the 
World, radio’s highest-rated news program. 


Tune in tonight! And let your NBC Radio 
representative give you the interesting ad- 


‘NBC RADIO 
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National Average vs. Individual Market Average in 23 Markets, January-June, 1957 


6-Mo 


Weighted Atlan- Ballti- 


Average 

Amos ‘n’ Andy (CBS Film) 9.2 
Annie Oakley (CBS Film) 13.8 
Badge 714 (NBC Film) ne 
Buffalo Bill Jr. (CBS Film) 9.8 
Captain Midnight (Guild) 8.8 
Championship Bowling 

(Schwimmer) 5.6 
Cisco Kid (Ziv) 12.4 
City Detective (MCA-TV) 10.5 
Code 3 (ABC Film) 12.5 
Count of Monte Cristo (TPA) 9.8 
Cowboy G-Men (Flamingo) 9.2 
Crunch and Des (NBC Film) 11.5 
Death Valley Days (McCann- 

Erickson) 12.8 
Dr. Christian (Ziv) 10.6 
Dr. Hudson’s Secret Jrnl. 

(MCA-TY) 13.6 
Federal Men (MCA-TY) 78 
Frontier (MBC Film) 8.2 


Gene Avtry—'4 Hour (CBS Film) 5.7 
Gene Autry—1 Hour (CBS Film) 6.1 


Great Gildersleeve (MBC Film) 8.3 
Headline (MCA-TV) 57 
Highway Patrol (Ziv) 17.8 
| Led Three Lives (Economee) 9.4 
i Search for Adventure 

(Bagnall) 12.5 
Jungle Jim (Screen Gems) 8.7 
Little Rascals (Interstate) 7.2 
Looney Tunes (Guild) 10.5 


Man Behind the Badge (MCA-TV) 6.7 
Man Called X (Ziv) 10.6 
Mr. District Attorney (Economee) 9.0 


My Little Margie (Official) 7.1 
Public Defender (interstate) 7.0 
Racket Squad (ABC Film) 7.3 
Ramar of the Jungle (TPA) 7.46 
Range Rider (CBS Film) 79 
Ray Milland Show (MCA-TYV) 37 
Rosemary Clooney (MCA-TV) 11.2 


San Francisco Beat (CBS Film) 10.3 
Science Fiction Theatre (Ziv) 12.2 
Sheena Queen-Jungle (ABC Film) 8.0 


Sheriff of Cochise (TPA) 13.2 
Sherlock Holmes (Guild) 3.7 
Soldiers of Fortune (RKO-TV) 11.3 
Stage 7 (TPA) 97 
Star Performance (Official) 7.2 
S. Donovan-Marshall (NBC Film) 9.3 
Stories of the Century 

(Hollywood) 6.7 
Studio 57 (MCA-TY) 9.6 
Stu Erwin Show (Official) 6.8 
Superman (Flamingo) 13.1 
Susie (TPA) 7.2 
Waterfront (MCA-TV) 10.1 
The Whistler (CBS Film) 5.2 
Wild Bill Hickok (Flamingo) 11.6 
Your All Star Theater 

(Screen Gems) 5.2 
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How Syndicated Films Rate 


Bir- Bos- Buf- Charles- 
ta more mingham ton falo _— ton 
223 190 223 9.8 
W3 «17.1 19.1 25.0 21.7 
224 Wi 317 2 
12.1 100 132 137 91 303 
12.8 16.2 145 12.2 275 
° 16.2 
14.9 8 16.0 14.2 187 315 
15.4 17.1 84 129 147 
18.4 
° 28.2 
7.5 ° 
9.2 21.7 
15.1 127 2246 o 38 @3 
16.6 20.7 166 184 
16.3 20.0 168 12.7 54.2 
15.5 7.8 74 80 55.4 
6.8 22.0 63.7 
* 117 
10.9 
® 6.4 
77 5.5 3.9 e 
21.2 128 27.7 192 164 * 
10.6 17.4 
21.3 19.3 9.2 
* 12.3 
11.8 _ 59 9.0 . 
5.2 61.1 
13.0 10.2 12.3 ° 
143 #133 325 1183 146 
9.7 os We 63 
10.5 8.0 9.0 5.6 ° 
14.4 144 12.1 
5.3 
7.6 19.6 
41 9.4 79 
e 49 
15.3 2046 129 123 2 
2) me. 27 
77 #124 G2 WP WF 422 
5.3 75 16.7 
8.0 5.8 86 228 18.0 40.1 
2.8 
10.8 142 184 123 #128 609 
2 4A 27 U2 
9.1 10.0 4.1 
5.3 10.6 
13.0 36 22.0 
35 13.9 14.7 = =16.7 
4c 2.7 
215 23.8 21.7 21.6 61.3 
99 7.2 2.2 6.1 
49 150 102 219 57.0 
29.2 
148 17.3 183 130 60.4 


* Program not listed more than three times in the market. 
Series listed here were aired in at least 10 of these 23 markets long enough to be rated at least four times in the six month period. Blank spaces mean the show wasn’t in that city during the interviewing period. 


Distributors are in parentheses. 


Pulse Inc. 
Chi- Cincin- Cleves Co Day- De- 
cago natti land lumbus ton _ troit 
9.4 33.2 12.7 
196 120 181 20.1 17.11 #129 
10.2 7.2 31.4 18.0 
126 104 142 163 13.1 
el 99 126 15.1 6.9 
a2. (5.1 75 122 126 
4.2 158 63 12.2 
16.5 8.4 1462 546 
7.2 e 8.1 
49 45 7.1 
4.5 99 8.7 3.6 
40 75 66 122 164 48 
11.6 97 16 17.5 100 7.8 
90 «63.2 :«601100« «1430CO7 i141 
13.3 195 222 14.3 
8.9 ad 6.3 
1.200«191 93 8.9 
11.0 * "a7 57 3.6 
7.9 67 
SS 129 15.6 3.9 
5.1 ° 6.0 
13.8 185 278 302 367 209 
11.0 3.5 2.0 4.1 3.6 
7.4 3.5 
5.0 . | he 12.3 
3.0 29 12.9 15.0 2.0 
10.8 75 16.2 
13.6 8.5 
10.2 202 149 78 105 10.2 
8.5 5.9 19.6 
85 58 . 97 13.4 68 
6.5 70 13.8 10.6 
13.4 3.7 15.2 3.1 
40 48 103 12.8 
14 148 =#11.2 21.2 7.2 
7.2 228 * 
83 142 * Wi Sts 8.5 
11.6 5. (17.1 11.4 12.4 
93 17.8 15.4 21.1 73 
3.3 50 11.5 76 
17.2 19.1 222 23.1 182 1546 
3.6 2.7 
100 105 198 188 29.2 13.2 
106 1546 
4.2 11.2 e 9.3 
9.3 9.0 99 10.4 
370 49 #119 11.6 
87 13.1 11.8 5.0 7.2 
10.3 44 60 17.2 29.5 20.2 
W7 «113 8.0 9.3 
67 128 58 
3.0 159 147 13.2 9.2 
5.1 12.4 5.1 
13.8 12.5 17.1 24.2 129 
40 107 54 e 3.0 


Mil- New New Phila- Provi- St. San Sea.-Ta. Wash- 
L.A. wauvkee Mpls. Orleans York delphia dence Louis Francisco coma ington 
8.7 2.8 60 10.1 14.6 ° 78 
82 1158 145 20.4 6.1 196 W9 22.4 66 204 13.5 
11.3 11.0 34 189 135 17.1 166 12.0 
4.6 9.1 12.1 25.7 6.8 6.1 196 12.1 86 19.0 77 
45 104 109 29.0 53 45 85 124 1003 13.1 59 
2.6 46 108 5.0 56 134 108 
5.2 42 $3 292 6.0 13.5 3.4 12.4 
4.0 3.2 11.4 2.3 7.1 10.2 6.8 ° 
12.2 8.5 4.2 34 116 156 169 75 128 
43 8.0 43.5 2.8 25.3 e 118 
bd 64 44 25.1 at 
3.5 5.2 2.4 86 12.2 5.4 8.3 8.4 
43 46 122 203 99 6.8 6.2 29.4 48 10.0 7.0 
12.2 7.3 26.3 45 94 218 05 12.0 6.5 
41 215 11.0 39.0 27 39 219 219 28 6.2 3.0 
6.6 6.1 95 2.3 29 83 248 3.7 2.1 8.9 
5.4 6.1 4.0 ® 3.9 8.0 149 
e 13 2.2 
47 10.4 2246 2.2 42 ° 6.6 
54 12.1 5.0 3.8 40 138 256 9.5 5.4 
° 5.2 7.4 sd * ° sd 3.0 
147 #115 130 47.1 146 1182 257 228 176 244 = 17.1 
WI 7.1 * 38.0 2.1 ° -8. 468 6.6 3.6 
11.0 84 189 44.4 6.2 215 246 
9.2 37.2 5.0 14.5 12.0 
2.0 29.1 43 78 23 WS 4.2 
93 148 7.4 °* Hr wwe7.- tht e 26 6.0 
26 12.5 ° 4.2 75 * 3.5 4.2 
5.8 45 3.0 47.7 25 165 17.4 144 8.7 69 
Wg * 1103 3.7 10.8 119 
5.5 5.4 77 343 6.4 9.6 5.4 2.3 ° 2.3 8.6 
3.7 79 3.7 9.1 2.0 
5.6 6.8 3.6 78 e 
2.8 34 13.1 16.4 
46 3.5 31.4 45 2.6 
45 10.0 3.0 5.8 ‘ 5.6 2.8 
10.0 19.5 116 89 109 13.1 1445 1469 120 2.3 
12.7 49.2 65 134 6.5 67 
13.3 8.0 8.2 37.5 77 156 «17.2 155 155 169 10.4 
8.2 7.2 6.7 12.1 
74 94 15.1 8.2 WA 143 WF 235 97 
48 2.2 ° 96 3.7 8.3 63 
29 94 137 325 63 195 14.1 229 79 WS 13.9 
39 96 1106 32.4 3.5 179 WA 137 185 
5.4 7.5 3.5 13.5 3.4 9.4 
47 3.1 86 20.7 8.2 7.0 49 70 76 
48 8.6 ° 3.5 4.1 47 4.0 6.8 
8.2 93 189 312 2.8 8.6 16.1 10.1 160 8.0 
59 49 260 5.6 4.2 74 27 6.5 
70 103 134 34.1 73° 253 #139 12:1 82 218 147 
79 6.3 7.2 e 2.5 27 4.0 3.9 2.4 
64 154 7.0 39 205 123 60 109 87 9.0 
34 104 5.7 2.8 7.1 6.4 
77 85 153 32.7 53 43 158 Wg 89 209 142 
40 2.5 e 3.2 40 6.4 39 


Record Looks Good for Network TV 
as It Moves Into Its Tenth Year 


(Continued from Page 51) 

to CBS and NBC, with a total 
of 471 stations. Although the 
number of advertisers is small- 
er (202 compared with net- 
work radio’s 340 in 1937), these 
advertisers shell out ad dollars at 
a far more imposing clip than 
they did for radio in its first 
decade. 

When you add an estimated 
$361,200,000 for spot tv and $280,- 
700,000 for local in 1957, the grand 
total for all television comes to 
more than $1.2 billion. This over- 
shadows radio’s 1937 grand total 
of $164,600,000 (including $28,000,- 
000 for spot and $48,100,000 for 
local). 


How do network tv’s top pro- 
grams in their tenth year com- 
pare with network radio’s top 
shows in 1937? 

People’s tastes haven’t changed 
much. Apparently, they still like 
a heavy diet of comedians, sea- 
soned a little with some variety 
shows, a drama or two and a little 
; music. 

There has been some thinning 
in the ranks of Fred Allen, Jack 
Benny, Eddie Cantor, Phil Baker 
and Burns & Allen, although some 
of these stars of top ranking shows 
of radio in 1937 are still going 
through their paces on television 
today. Only some new names have 
jeropped up, like Jackie Gleason, 


Sid Caesar and George Gobel, to 
deliver the punch lines. And of 
course, there’s “I Love Lucy” al- 
ways near the top. 


® On the variety and music side, 
the Rudy Vallee Show with its top 
ratings in 1937 radio is gone, but 
tv today has its Perry Como. 

Whereas “Lux Radio Theatre” 
was among the top shows in that 
other era, tv now has its “Play- 
house 90.” Whereas “Lone Ranger” 
and “Shadow” were at the top in 
1937 radio, today in tv it’s 
“Gunsmoke.” 

In the top ten shows today tel- 
evision has nothing to replace the 
“Kraft Music Hall” which was up 
there in radio in 1937. 


® Radio at that time had a hot 
new format in “Major Bowes 
Amateur Hour.” Television today 
can claim an equally successful 
innovation in the quiz show as 


“$64,000 Question” hits the top 
ten consistently. 

As one might imagine, music 
was much more predominant fare 
in radio in 1937 than in today’s 
tv, with its strong visual impact. 
Taking one of the networks as an 
example, NBC radio in '37 devoted 
about 60% of its program hours 
to music—two thirds was popular 
and a third was serious. NBC re- 
ports that dramatic programs were 
the runner-up, with 17% of pro- 
gram time. 


® The list of top advertisers in 
radio in 1937 has a familiar ring. 
Most of the companies are heavy 
users of television today—Lever 
Bros. Co., Colgate-Palmolive-Peet 
Co., Ford Motor Co., Liggett & 
Myers Tobacco Co., American To- 
bacco Co., Procter & Gamble Co., 
Standard Brands, General Foods 
and Miles Laboratories. 

One of the things that has 


changed is a collection of old ta- 
boos in advertising. Network radio 
in its first decade looked askance 
at mention over the airlanes of 
such things as laxatives, depila- 
tories, bathroom tissue, founda- 
tion garments and deodorants. To- 
day the ban on such advertising 
is off, and all of these products 
are seen on tv screens. 


® Length of commercials is pretty 
much the same. The National As- 
sociation of Radio & Television 
Broadcasters code has liberalized 
slightly the time that networks 
can allot to commercial messages. 
Before the code, each daytime 
hour was limited to seven min- 
utes of commercial time, while 
night time was restricted to six 
minutes per hour, Now the maxi- 
mum is a blanket seven minutes 
per hour, and restrictions no 
longer vary according to whether 
class A or B time is involved. + 
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39. Harold F. Richie Ine. ........ 1,183,000 | Cockfield, Brown Gets Edsel Rhys M. Sale, Ford of Canada 
Top 50 Spot | V Spenders 40. J. A. Folger & Co... 1,157,200 | Advertising in Canada president, said Ford was in a 
41. Seven Up Co. & Bottlers.. 1,127,900 Cockfield, Brown & Co., which| Poker game with competitors who 
42. Helaine Seager Co. ........ 1,126,600 had been handling t had five cards to his three, but 
Estimated Gross Time Expenditures, 43. Falstaff Brewing Corp... 1,124,100 | advertising = Ford = ‘Camas that in the Edsel Ford had an ace. 
; 44. Avon Products ........0.-00 1,056,600 | Windsor, Ont., has been a inted 
January-June, 1957 45. Nehi Corp. & Bottlers ...... 1,053,830 agency for the new Ban car,, Largest Minit-Rub Goes to 79¢ 
46. Robert Curley Ltd. .......... 1,006,400 | which displaces the Monarch. The! Bristol-Myers products division, 
Source: Television Bureau of Advertising 47. R. J. Reynolds Tobacco Co. - 991,900 Edsel, which made its bow Sept. New York, fee an « a 10¢ increase 
1. Procter & Gamble Co. .... $10,245,700 | 36. Anheuser-Busch ................ 1,239,800 | 48. Glamorene ............c0cs-see0e 941,600 11 through the 635 Ford Monarch |to 79¢ in the price of the largest 
2. Brown & Williamson 37. Grove Laboratories .......... 1,237,000 | 49. Peter Paul Inc. oo... 917,700 | dealers, will be assembled at the/|size Minit-Rub. The 39¢ size re- 
Tob Co. 6,955,300 | 38. Minute Maid Corp. .......... 1,183,300 | 50. P. Ballantine & Sons ........ 894,800 | nearby Ford Oakville plant. mains the same price. 
3. Continental Baking Co..... 5,517,200 
4. Sterling Drug ......ccc00 5,140,200 
5. General Foods Corp. ........ 4,342,000 
6. Carter Products ............. 4,126,300 
7. National Biscuit Co. ........ 3,480,300 
8. Colgate-Palmolive Co. ...... 3,466,600 
9. Philip Morris & Co. ....... 3,365,500 
VO. Lever Bros. ...ccccccccceeseeeeene 3,324,700 
11. Miles Laboratories ............ 3,095,400 
12. International Latex Corp. 2,792,600 
13. Warner-Lambert 
Pharmaceutical Co. ........ 2,495,200 
14, Liggett & Myers 
Teheesee CO. cccrcccosecseocccese 2,441,500 
15. Robert Hall Clothes .......... 2,384,100 
16. American Chicle Co. ........ 2,377,800 
17. P. Lorillard & Co. ........... 2,323,500 
TB. Kellogg Co. ....ccceseeeeeeeves 2,210,400 
19. Coca-Cola Co. & Bottlers 2,153,000 
20. Bulova Watch Co. ........... 2,000,700 
21. Pepsi-Cola Co. & Bottlers 1,872,800 
22. American Tobacco Co. .... 1,799,000 
23. Corn Products Refining Co. 1,725,200 
24. Ford Motor Co. oc. 1,607,600 
25. Max Factor & Co. .......000 1,592,400 
: 26. American Home Products 1,568,400 
MG 27. Esso Standard Oil Co. .... 1,566,900 
28. Food Maonvfacturers ........ 1,552,500 
Ee 1,426,200 
DB. Temes Ge ceccccscssnccccessssoses 1,394,200 
31. Beech-Nut Life Savers ...... 1,388,700 
32. Charles Antell Co. .......... 1,387,000 
33. Adell Chemical Co. .......... 1,340,700 
34. Shell Oil Co. .......ccccccceeves 1,299,200 
35. Block Drug Co. cece 1,295,400 


Hitchcock Barbs 
Poke at Sponsor, 
Advertising Men 


New York, Sept. 10—Some of 
the sharpest witticisms on tele- 
vision are still being tossed off by 
Alfred Hitchcock as he sets the 
stage for his sponsor’s commercials 
on the Sunday evening mystery 
series on CBS. 

Preparing viewers for Bristol- 
Myers’ initial message on his last 
show, the host quipped: 

“Now, we present our first fea- 
ture, the heart and core of our 
evening’s entertainment. It is an 
adaptation of a Japanese no- 
drama by an advertising agency 
yes-man.” 

The second lead-in that evening 
got a bit rougher: 

“ .. and now as a service to you 
television addicts who are trying to 
give it up, here, before I return, is 
something that will certainly do 
the trick.” 


# Mr. Hitchcock, who hosts the 
films he produces for the series, 
has made a specialty of treating 
his sponsor with deadpan disdain. 
Bristol-Myers appears to love it; 


they keep coming back for more As Certified % ee 
every week. Published “Bonus” “Bonus” 

Here are some choice Hitchcock- Daytime Listener Homes 
isms: “At least once a week” 469,720 56,480 12% 
e “For the benefit of those of you : _r 
who prefer truth to fiction we Nighttime Listener Homes een oui wy 
shall present some now. Here, be- At least once a week” 831,640 240,350 28.9% nes Nor? ~ A 
fore I return, are some unadorned A. C. Miehen Company A. <) ha 
facts, presented honestly and can- - 


didly and with impartiality and 
objectivity. .. .” 


“O ber, hich Mf ” 
oe tae cane ae he There is a difference...it’s WSM radio 
h i 1) ls h levi- 
pe On a ties icin 50,000 WATTS, CLEAR CHANNEL. NASHVILLE - BLAIR REPRESENTED - BOB COOPER, GENERAL MANAGER 


is a serious work, more substantial, 


far deeper and with a message you SL NE ET NRE SP ATE TET 


can take home and ponder.” 


e “Now I see why we occasionally 
repeat a commercial. It is impossi- 
ble to grasp all the subtleties of 
thought and nuances of meaning at 
a single hearing. Perhaps if 
enough of you write in, we shall 
be allowed to see that one again.” 


Ate oe te) ek eS Vac ee Puls Seo ee By Eee 4 a a coh. Fae es, Pa SO aL a ee og ee ee oe ee | » a i fac ba) _—_ ee Th ee ke fa el sD ae = noe Pees 4 ‘Sy 
x p> ae MEMS Ses a ats a I erry b + 3 5 ee 525 ate SR oe ite agg ane a Lik Sa ieee! \ Mee? alae Ae, ain Re 9 205, ad ih gtr oo tg ae phage Spm 
Ta Bes: hh ers aga ey oe fea Ore rey us a ge 4 oa “ie ne a ae Ree ee Pts bidieeiiis w 
A : = : S ‘ : ere ‘ e By + F ae ee en pe, eT ate 
re en ee Os alle 
enc ar 
ey Ei a 
: a 
ee 
. te 
i ya F 
fd 
faa ‘ 
sey 
ee, 
setters: 
ot ea 
ees 
P Pra 
a = ; 
; (etd 
we 
ey 
AAP * tli 
we a 7 
Z Pe) lg 
oy 
ee 
ies 
an 
Bel 
Bret 
5 SS a a 
i i 
: een) 
eee. 
j et 
Sf 
: Be 
ae a : . mec’ ‘manent bei: 3 = i Shere 
3 oe | : J hos i ag joe / ae ‘ ee 
Ss : Let TE ncn tara lonc ath ) ee Po, ee Vee eo! nal — i En 
BN ee ra} ai 5 aw ae | . & i i > ~~ JE \i c * es “aY = : 2 | : 
* ; Ff, 06 Sees ~ by. ‘am ah aes yr a Wf) ty » re 
¢ @ SS ieee ys i beg Ni asin Xena “Th 
ark © ae _~ ae a ee mies oe ee hu a, % Ete - 
a ~— ¢ > in Pm = ; a» Y is ‘ Va A . . a 
1  * ; & ; =z Yew A memos Bee he ‘ gee <a a aa NS ‘ to 
ae 4 7 a 4 ye Ir . — oT) 7 nde Sa 
S 4 ~ i 
eso ure * 
i ~ tN } i " mnt ; 2 ey he 
pee. ' oad Todas na a ' ary ‘4 Be 
Ld . ix A he, oe ine “4 ge a = é 
i ee 2 =. ; - ll : & \o il hy fs On 
s J ° t é oe mn ee - i 7: io 
Ee SEH ok eee Si as 
rey. i . : =. 4° ~ 7 
f f dk i - Lone - 
| ; — 2) at > ae 2 
7 = \- oo  .. F i r roe ; 7 hee 
| a / tpn I Sem ™ Hf ap. Yee fee Ds gal on 
| oe - on le | FR t ee, ae hss ae 
Pees ged +g ' FOL. tthe . es eee ade 
| : : 7 Lg Be “ae DE ee OR : a. ie: 7 
| oo: x ow A ~ ‘fa wae cf Sie, 20) re as Eh og ous ' é a : 5 moe bra) 
cg ae = = Fis = = 2238 “aaa < aa | Rs ) er re 
' ae ei Reales, 3 _-_  — ie) aa wage See ee) 2 ee: 
| en Ma — Ge | coke ae ae ’ . - Be a — 7 e ci cri 
poco ® as bee i" ae + a, ; a ee ie Ve .. a “f as: 
| * srt, = aes pout a sh one el a : 6. he — tei 
. Lines * Jala . Bile : ae Scere P ae tat j = ee 
pac ee . ay aed : ‘3 a (epee 
Pi, ae _ Ea Po, ——— - ay J » . \ i Se i ae 
| : Se aaeee 7 ahead Pa : ‘ Mee | elie © rh s ee a 
oe Mie ~— : a , 4 eee iat ot. > ae ae 
' pay o + a 5 ie] é hae me i. ee e .. - ~a , ote : ' he 
Alen SEE ab . e Peet. | | Ts % - rod - Sch Lae 2 gees 
~~ ae LS ee ee ty ee ; ae i‘ ae 
boas oe Se a oe | fae A. So A ana ee eet sat Es 
ee ee! . ple "eee > Baars | Youre: } nn ee Ce Sen aha 
ee ei j i ee eens aol LF song ; ee aes 
——' 5 - ie ae oe ; it 
fi Ss eye | | ak. Lowe ee cs ll 
= eo = bs ie ae — — | ’ si 
er” “ ee ee ee 
| WT ~ son. 
_— Pa. ae Be 
o ~% a (.— ———————— 
Iss a \ = “ § ae dels 
— eel Bi th. ae) ae ee “ a GF es a pile. 
ea , y, 9 : sys — 
i My a # g 2a ae % 
: is 
Secu 
me oe 
| — ae. 
me 
coe 
eet 
cae 
ie, a Oe SS EE CE a OM PA Be SL EE I 
Po ™ - — > 7 : 
ars 
= iad 
4 . ee 
Bee 
a 
Bee | 
ia 
ee nee 
Rae OEE i . A . ; iy bie ‘ é : : Sea 
ee ee eee ee ee Dra is eee 5 sali en EE ro i Mi i i i pt a el a er ee ee Sa ee ee ee 
ie go ge. ae ee ee mee rn 
Soe. =p Mae sees Fa : : : ie a te ere oe Dai : ; siege ear ap a a) ie Hare ‘ ines es ie ‘i aaa ee ae alone a PS pai e eis a Bors ray 
ceo ee eo it oe es CS ae eae Oe Beit, ay ee anes pate” ol , ae = vy ee a SR tat he ey a ee eres oe zal acta ie ae ; sn oo = = el ae fe Se oe eter 
ol. ee ee Oke oe TE et Seema pee! eo Mn i a noes Cee ie ee ae Te oe ate hn ee ee he Ou SS me, 


76 
“More Talk than Barter’ . 


Aimed at Advertiser 
Who Wants to Stretch 


Budget, But . . . 


New York, Sept. 11—The prac- 
tice of barter in spot tv can prob- 
ably be best likened to business 
at one of those big used car lots 
that are fronted by signs declar- 
ing, “We Buy, Sell or Trade.” 

On a Saturday afternoon there 
are large numbers of browsers 
strolling around, kicking the tires, 
rattling doors and examining fen- 
ders for dents. But not too often 
do you see a purchaser get into 
one of the cars and drive away. 

Summing up the situation for 
ADVERTISING AGE was Les L. Per- 
sky, president of Product Services, 
who says: “There is a lot more 
talk about barter than barter in tv 
today.” Mr. Persky is well quali- 
fied to speak on barter. His adver- 
tising agency will do about $1,- 
000,000 in this type of tv spot 
scheduling in 1957, one-quarter of 
its total spot tv billing. 


s What is it about barter, which 
Mr, Persky describes as “a bargain 
to dole out to clients,” that creates 
so much talk in tv circles today? 

Basically a tv barter deal in- 
volves three elements: 

1. An advertiser who wants to 
stretch his video budget. 

2. TV film distributors with some 
unsold properties. 

3. Television stations which are 
willing to exchange fringe time for 
“free” programming. 

What makes this complicated 
procedure worth while for adver- 
tisers is that tv spots can be ob- 
tained at a third of a station’s 
lowest published rate, according to 
Product Services. The price must 
be at least that low to make the 
procedure attractive, Mr. Persky 
asserts. 


® More conservative estimates 
place the cost of bartered tv spots 
at half the station’s lowest rate. 

The idea to turn a particular ad- 
vertiser’s budget into two or three 
times that amount in tv spots may 
originate with the advertiser, with 
an agency, with a film distributor 
or with a “bartering consultant,” 
such as Time Merchants. 

Time Merchants will seek to in- 
terest an advertiser, whose agency 
is not as barter-conscious as Prod- 
uct Services, in getting two-for- 
one on its ad dollar. The consult- 
ant will present the advertiser 
with data on barter opportunities 
in each market the advertiser 
needs, bring him together with one 
or more tv film syndicators, whose 
salesmen do the actual trading of 
film properties for spots, and stand 
by to help in any problems that 
arise in the operation. 


® For its services, Time Merchants 
gets a commission from the film 
company; the film company has 
been paid by the advertiser for the 
film used in trading. 

Compensation to an advertising 
agency in barter deals varies. In 
some instances barter schedules 
have been placed direct. One 
agency in the barter field gets a 
17.65% charge on the cost of the 
barter arrangement. The same 
agency told AA that this fee is not 
enough to compensate it for the 
trouble involved in handling a bar- 
ter schedule. 

Best known and one of the ear- 
liest advertisers to try barter in 
a big way was the International 
Latex Corp. Latex entered into a 
five-year barter agreement with 
C&C Television Corp. in 1956, call- 


Spot TV Barter Is Like Used Car Lot 
—Much Tire Kicking, Less Buying 


ing for delivery of 70 one-minute 
and 20-second announcements 
weekly on 100 stations. 


= The roster of upcoming or past, 
satisfied or unsatisfied users of 
barter includes Exquisite Form 
Brassiere and Ideal Toy Co., 
through Grey Advertising Agen- 
cy; Charles Antell Inc., through 
Paul Venze Advertising Associ- 
ates, Sterling Drug, through 
Thompson Koch Co.; Helaine Sea- 
ger Inc., through Dunnan & Jef- 
frey; Hazel Bishop Inc., through 
Raymond Spector Co.; and By- 
mart-Tintair, Nestle-Lemur, Gla- 
morene, Harrison Laboratories, and 
Continental Industries, all through 
Product Services. 


Such accounts as Clairol and 
Lestoil have been reported as 
present or soon-to-be barter cus- 
tomers, but this is stoutly denied 
by J. L. Barowsky, president of 
Lestoil, and Arthur Pardoll, broad- 
cast media director of Clairol’s 
agency, Foote, Cone & Belding. 

Mr. Barowsky didn’t know how 
these rumors got started, while 
Mr. Pardoll had this idea. He be- 
lieves the names of large adver- 
tisers are being flauntingly asso- 
ciated with barter to influence 
other king pin advertisers to take 
the plunge. 


s Another name that appears in 
rumors, the Barbasol Co., is con- 
sidering such a move—but only in 
a one-market deal starting in De- 
cember, Bon Ami Co., out of Ruth- 
rauff & Ryan, is also considering 
—but that’s all so far. 

Rumors of other accounts on the 
brink of barter prompted Mr. Par- 
doll to joke that “I would like to 
hold a convention of actual tv bar- 
terers (to see just who they are), 
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Trend Toward Independence 


of U. S. Radio Stations 
TOTAL NET- 
AM —_ INDEPEND- WORK 


YEAR STATIONS ENTS AFFILIATES 
1953 2391 981 1410 
1954 2521 1146 1375 
1955 2649 1320 1329 
1956 2804 1510 1294 
1957 3008 1767 1241 
1957* 3080 1894 1186 


*Aug. 1. Other years are as of Jan. 1. 
Note—Keystone Broadcasting System, a 
transcription network with more than 900 
stations, does not figure in this compila- 
tion. Only the offiliates of the four live 
networks are included here. 


which could probably take place 
in my office.” 

Time Merchants says it has six 
unidentified clients going into a 
bartered tv operation this fall. The 
clients remain unidentified partly 
because of the agency-station rep- 
resentative relationship, according 


Time Merchants. In most of the 
barter deals, the station repre- 
sentative reportedly is bypassed, 
losing commission on the barter 
advertiser and any chance to sell 
the bartered station time to a con- 
ventional time-buying advertiser. 


= The representative can do little 
but feel hurt about this, until the 
time comes for him to inform the 
advertiser’s agency about choice 
availabilities. The agency doesn’t 
want to be left out in the cold 
when a prime spot becomes open 
and therefore keeps its barter op- 
eration under cover, Time Mer- 
chants intimated. 

One barter-like operation, car- 
ried on by Sterling Drug for the 
last three years, does not bypass 
the station representative. Ster- 
ling buys tv film properties out- 
right and after using them na- 
tionally as an advertising medium, 
sells the re-runs to stations for 
cash. The company then returns 


to Dick Rosenblatt, president of 


the same amount of money to the 
stations for spots, and the money 
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in each of these major markets ... more radios 


MINNEAPOLIS-ST. PAUL... 


WDGY is first 


All-day average. Proof: Hooper (31.1%) 
... Trendex . . . Pulse. See Blair or 


KANSAS CITY... 


WHBé is first 


All-day. Proof: Metro Pulse, Nielsen, 
Trendex, Hooper; Area Nielsen, Pulse. .. . Pulse. See Adam Young or 
All-day averages as high as 47.0% General Manager Fred Berthelson. 
(Nielsen). See Blair or General Manager 


George W. Armstrong. a 


NEW ORLEANS... 


WTIX. is first 


All-day. Proof: Hooper (WTIX 2 to 1) 


General Manager Jack Thayer. 
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is commissionable through normal 
agency and representative chan-~ 
nels, according to Robert F. Mc- 
Nell, president of the Thompson- 
Koch Co., a Sterling agency. 

Hazel Bishop and Helaine Sea- 
ger, reported as users of bartered 
tv in the past, are not currently 
in the picture. Charles Antell Inc. 
has bartered tv spots running in 
94 markets. 

Glamorene, Nestle-Lemur and 
Bymart-Tintair recently began 
spot schedules using bartered time 
in 12 markets. 

Plans for a 100-150 tv station 
barter deal involving Exquisite 
Form Brassiere, Grey Advertising 
Agency and National Telefilm As- 
sociates to start this fall, are re- 
portedly off till next spring. The 
possibility of another barter deal 
between Exquisite and some other 
tv film distributor may get the 
company into swap tv even sooner. 


®s Grey, one of the biggest agencies 
in barter, may push such deals 
through for several other accounts 


this year. 

Grey’s Ideal Toy account was 
in some sort of bartering operation 
with Television Clearing House, a 
company which has been trading 
the surplus inventories of manu- 
facturers to stations to be used for 
prizes in return for tv spots. 

One segment of manufacturing 
that seems to find barter an effec- 
tive way to get moving in televi- 
sion is the corset-brassiere indus- 
try. Warner Bros. Co., the latest 
such outfit to unveil its plans, be- 
gins an 80-market barter deal in 
October, calling for a minimum of 
10 daytime and late-evening spots 
a week for 52 weeks. 


® This operation was arranged 
through C. J. LaRoche & Co. and 
Guild Films. The Warner spots 
were reportedly set up by Guild 
before the manufacturer came into 
the picture. 

Regardless of how cheap an ad- 
vertiser can obtain spot announce- 


ments on a station through barter, 
the device still won’t work on the 


introduction of a new product, ac- 
cording to Mr. Persky of Product 
Services, because an advertiser 
can’t pinpoint his messages. The 
real advantage of barter is that it 
gives an advertiser continuity— 
allows him to stay on longer than 
his budget would normally carry 
him in a market, Mr. Persky said. 
The main disadvantages of bar- 
ter from the advertiser’s point of 
view are that the barter client usu- 
ally cannot expect to be too choosy 
about time spots and is more sus- 
ceptible to pre-emption than other 
more conventional tv users. # 


P&G Boosts School Grants 
Procter & Gamble, Cincinnati, 
has increased its aid-to-education 
program from $650,000 to $900,000 
in a new plan of long-term, unre- 
stricted grants to 10 “national” 
universities and to the 39 state and 
regional associations of smaller, 
independent colleges. The pro- 
gram will also provide for 240 un- 
dergraduate scholarships and 31 


post-graduate fellowships. 


240 Radio, TV Stations 
Sold for $100,000,000 


(Continued from Page 51) 
Zugsmith and others, sought FCC 
approval of the $3,000,000 pur- 
chase of WREX-TV, Rockford. 
(Mr. Hope previously bought into 
KOA radio-tv, Denver.) 

A group which includes Lowell 
Thomas spent $1,950,000 for 
WTVL-TV, Durham, N.C., and fol- 
lowed up with $3,500,000 for 
KOVR-TV, Stockton, Cal. George 
Haggerty spent $3,638,000 to merge 
two Portland, Ore., stations and 
come up with KPTV, Channel 12. 
A $4,500,000 stock deal for 
WAAM, Baltimore, brought West- 
inghouse to the five-station limit. 


@ There were a multitude of other 
transactions in the $1,000,000 
class. For example, a 60% interest 
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The Storz Stations 


TODAY'S RADIO FOR TODAY'S SELLING 
TODD STORZ, President 
Home Office: Omaha, Nebraska 


in WKJG and WKJG-TV, Fort 
Wayne, went for $1,950,000 to 
Truth Publishing Co., Elkhart, 
Ind., while in Santa Barbara, Cal., 
a syndicate headed by C. D. Bell 
(formerly KPIX, San Francisco) 
acquired KEYT for $1,400,000 from 
another group which included 
Harry Butcher. 

Many of the tv deals included 
radio stations under such circum- 
stances that the value of the radio 
properties could not be pinpointed. 
The most-discussed radio sale of 
the year was DuMont’s purchase 
of WNEW, New York independent, 
for a record $5,165,000. In Pitts- 
burgh, NBC paid $725,000 for 
WJAS-AM-FM, and in the same 
city, ABC paid about $700,000 for 
KQvV. 

Last year industry eyebrows 
went up when Plough Inc. shelled 
out $450,000 for a 5,000 watt day- 
time station in Boston (WCOP). 
But the dramatic increase in the 
value of big city, daytime stations 
was demonstrated again and again 
this year. 


= One of the most dramatic ex- 
amples was in Omaha, where Todd 
Storz built a $75,000 investment in 
KOWH in eight years to the point 
where it commanded an $822,500 
selling price when it was turned 
over this spring to William F. 
Buckley (National Weekly Inc.). 

Within weeks this record price 
for a daytime independent tum- 
bled, as Richard D. Buckley and 
John B. Jaeger, officers of WNEW 
under DuMont ownership, plunked 
down $830,000 for WHIM, Provi- 
dence daytimer. 

In Santa Monica, Cal., J. Elroy 
McCaw paid $650,000 for KDAY, 
a 10,000-watt daytimer, the fifth 
of his chain. KLBS, Houston, a 
5,000-watt daytime station, passed 
to McLendon Investment Co. for 
$525,000, and in Spokane, KNEW, 
another 5,000-watt daytime sta- 
tion, was traded for $422,000. 


s This frantic wheeling and deal- 
ing has already given ammuni- 
tion to critics of the industry, who 
complain that federal authorities 
have closed their eyes to “traf- 
ficking” in the public’s airwaves. 
But industry members insist this 
trading generally reflects nothing 
more than the normal develop- 
ment of a young, healthy industry 
that attracts and holds investors 
because it earns a good return. 

In some instances, the prospect 
of windfall tax benefits are said to 
have been factors drawing capital 
to the industry. Mostly, however, 
members of the industry point to 
the steady rise in station profits, 
and argue that the prospects of 
good returns fully justify the 
prices that stations are command- 
ing. 

During the past two years, ac- 
cording to FCC reports, profits of 
the tv industry have more than 
doubled, totaling nearly $190,- 
000,000 in 1956. While radio’s prof- 
its are less spectacular by com- 
parison, the industry as a whole 
has continued to gain, despite stiff 
competition from tv, and the prof- 
its of the daytime-only stations 
have been particularly notable. 


s Much of the pressure behind 
the upsurge in tv prices is as- 
cribed to the efforts of an increas- 
ing number of “group owners” to 
get a full quota of blue chip sta- 
tions in a market where the num- 
ber of properties is limited by 
technical considerations. 

With slightly more than 500 sta- 
tions on the air, specialists esti- 


mate that no more than 100 addi- 
tional VHF opportunities remain 
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in markets of substantial size and 
only a handful of these are in 
major metropolitan areas. 

Since owners feel little confi- 
dence that UHFs can be operated 
successfully in competition with 
VHFs in most markets, investors 
anxious to secure their position in 
tv find themselves facing a seller’s 
market for VHF properties. 


s Outfits like J. H. Whitney and 
Westinghouse were building to 
FCC’s limit of five VHFs to a cus- 
tomer. Others like Time Inc. had 
hit the FCC “ceiling,” so they 
“improved” their holdings by re- 
placing weaker properties with 
more attractive ones. 

The competition for good prop- 
erties lured new participants into 
the game. Acknowledging that it 
was off to a late start, Newsweek 
paid $1,502,900 for 46.22% of 
KFSD, San Diego, and announced 
it was looking for more. NTA 
bought 75% of KMGM-TV, Min- 
neapolis-St. Paul, with the avowed 
intention of ultimately acquiring 
the full permissable limit of radio- 
tv stations. 

With its purchase of the three 
Bitner stations for $15,750,000, 
Time Inc.’s expenditures for tv 
properties reached a total of $23,- 
383,760. To remain within FCC’s 
five station limit, Time Inc. sold 


KOB-TV, Albuquerque (50% Time 
Inc., 50% Wayne Coy), to KSTP 
Inc. (Stanley Hubbard) for $1,- 
500,000, a $600,000 profit over the 
1952 purchase price. 


s Similarly, Storer had to thin 
out its holdings in order .to stay 
within the five-station limit while 
breaking into the Philadelphia 
market. Its sale of WBRC proper- 
ties in Birmingham to Taft inter- 
ests provided the answer—and a 
nice profit on a station which had 
been acquired in 1953 for $2,400,- 
000. 

At present Storer’s chain in- 
cludes its three original stations 
in Detroit, Toledo and Atlanta, 
plus WJW, Cleveland (purchased 
from Empire Coil with UHF sta- 
tion KPTV, Portland, for $8,500,- 
000 in 1954) and WVUE, Phila- 
delphia-Wilmington (formerly 
WPFH, Wilmington). 

Meanwhile in recent years 
Storer, in addition to the Birming- 
ham deal, has operated the follow- 
ing: KGBS-TV, San Antonio, pur- 
chased for $1,750,000 in 1951, sold 
for $3,500,000 to the San Antonio 
Express in 1954; WGBS Miami 
UHF, operated unsuccessfully for 
three years, then sold this year for 
$500,000 representing value of stu- 
dio and other physical facilities; 
and KPTV Portland obtained as a 
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to spend annually. Now really, Smidley, isn’t it 


“<_< 
Fil 


: ey eae ee iw 


CASCA 


es seo 


BROADCASTING COMPANY 
a@@Z@ 


UHF from Empire Coil, sold this 
year to George Haggerty for $1,- 
183,921 to be operated on VHF 
channel 12. 


s Among the groups reaching 
“five” this year were Westing- 
house, with the purchase of 
WAAM-TV (now WJZ-TV), Bal- 
timore, and Triangle Publications, 
whose group includes one UHF 
(which is exempt from the five 
station limit). With $18,250,000 in- 
vested in stations in Tulsa, Gal- 
veston, Indianapolis and Fort 
Wayne, the J. H. Whitney inter- 
ests were reported to be hunting 
a fifth station, possibly (accord- 
ing to trade gossip last spring) in 
Kansas City. 

Except for UHFs acquired in 
the past year (NBC bought sta- 
tions in Buffalo and New Haven, 
CBS in Hartford), networks have 
generally stayed out of the TV 
station purchase market. NBC’s 
acquisition of Westinghouse prop- 
erties in Philadelphia flared into 
an anti-trust action of vast impli- 
cations. On the other hand CBS’ 
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success in a competitive race at 
the FCC for a St. Louis tv permit 
stirred such bitterness that the 
network entered into serious ne- 
gotiations for the purchase of a 
St. Louis station already operated 
by a CBS affiliate. 

An analysis by FCC’s special net- 
work study group showed early 
this year that nearly half of all 
tv stations now on the air are in 
the hands of “group” owners. 
Many are publishers, reflecting 
the widespread conviction among 
newspaper and magazine interests 
that their organizations have a 
role to play in tv, FCC’s hostile 
attitude notwithstanding. 


= Publishers find it wise to buy 
their way into tv because of FCC’s 
double standard in handling ap- 
plications. Where publishers com- 
pete with non-publishers for a 
construction permit, FCC’s official 
policy is to prefer non-publishers, 
assuming that other qualifications 
are equal. On the other hand, 
where publishers buy existing sta- 


is no handicap in securing FCC 
approval. 

Sometimes, such as in the Bos- 
ton Herald-Traveler case, or the 
Miami Channel 7 case (Biscayne 
tv is owned by the Miami Herald, 
Miami Daily News and Niles Tram- 
mell) newspapers have won out in 
competitive situations. Hearst re- 
cently squeezed into tv in Pitts- 
burgh, merging its application with 
other seemingly more powerful ap- 
plicants. In general, however, pub- 
lishers have all-too-often found 
themselves in the position of 
Scripps-Howard, which was edged 
out of a Knoxville competition, 
chiefly because of its newspaper 
background. 

Early in the game Time Inc. 
found the best way to get around 
the FCC road-block was to buy 
existing stations. In 1952, in part- 
nership with former FCC Chair- 
man Wayne Coy, it spent $900,000 
for KOB-TV, Albuquerque (sub- 
sequently resold for $1,500,000). 
For 80% of KTVT, Salt Lake City, 
Time Inc. paid $2,100,000 in 1953, 
and a year later the chain picked 


Rich man, poor man, 
Bachelor, Pop, 
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Merchant, cop - 

In Indianapolis 
Have their eye 

On brand new WLW-I! 


Eddie and Freddie, 
Larry and Mary, 
Connie and Ronnie, 
Jimmy and Timmy - 
Each Indianapolis 
Kiddie knows, WLW-I 
Has the best shows?! 
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and Mrs. O*Ryan, 
Mrs. O*Schultz, 
OfScott and OfSion - 
Keep their 
Indianapolis screen 
Tuned to Channel 133 


WLW-I 


indianapolis 


CHANNEL 13 


So Crosley’s brand new 
WLW-! in Indianapolis has 
a ready-made audience just 
waiting for your commercials! 
Get your products on WLW-I 
now. For your best buy— 
Best buy WLW-I! 


WLW-I MAXIMUM POWER / MAXIMUM TOWER . 
newest member of the famous Crosley group 


Sates Offices: New York, Cincinnati, Chicago Sates Representatives: NBC Spot Sales: 


Detroit, Los Angeles, San Francisco —Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas 
Full ABC Network Affiliation ° Crosley Broadcasting Corporation, a division of 
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up KLZ, Denver, as a third station 
for $3,533,760. With the purchase 
of the three Bitner stations for 
$15,750,000, Time Inc. had to dis- 
pose of KOB-TV to stay within 
the five station limit. 


s Triangle Publications has sup- 
plemented WFIL-TV, Philadel- 
phia, during the three past years 
through expenditure of more than 
$12,000,000 for stations in Bing- 
hamton, New Haven, Altoona and 
Lebanon. In the same period, 
Cowles interests, already estab- 
lished in Sioux City and Des 
Moines, reached the five station 
ceiling in a series of deals involv- 
ing $5,652,000 for stations in Min- 
neapolis, Hutchinson, Kan., and 
Huntington, W.Va. 

After pioneering with WHEN- 
TV, Syracuse, Meredith Publish- 
ing Co. spent $4,200,000 to buy 
additional stations in Omaha, 
Phoenix and Kansas City. The 
Newhouse group includes grants 
from FCC in Syracuse and Harris- 
burg, rounded out with stations 
acquired with newspaper pur- 


chases in Birmingham and St. 
Louis, plus purchase of 50% of 
KOIN, Portland. After initial mis- 
givings, Hearst confined itself to 
Baltimore, then spent $2,000,000 
for tv in Milwaukee, and recently 
settled for participation in a 
“merger” arrangement in Pitts- 
burgh. Other Hearst acquisitions 
are said to be in the offing. 

Beside their interest in local tv 
stations in many instances news- 
papers are spreading their tv in- 
vestments to neighboring and 
even distant communities. The 
Washington Post and Times- 
Herald, in tv here since 1950, 
subsequently spent $2,470,000 for 
WMBR, Jacksonville, Fla. And this 
year its deal for purchase of 
WAGA and WAGA-TV, Atlanta, 
for more than $6,000,000 misfired 
only because Storer, the seller, 
was unable to carry out a plan for 
the invasion of the Boston area. 


® Stauffer Publications spent $7,- 
000,000 for tv and radio properties 
of the late Sen. Arthur Capper, 
while the Philadelphia Bulletin, 


Radio Gross Billings 


Hit Alltime Peak 
Source: Radio Advertising 
Bureau Estimates 


1956 1957 
Spot $162,000,000 $182,000,000 
Network 85,000,000 89,000,000 
Local 352,000,000 372,000,000 
Total 599,000,000 643,000,000 


Estimate is based on business 
for first six months, plus expec- 
tations for the second. RAB has 
forecast a 14% gain in spot, a 
6% gain in local and a 5% in- 
crease in network—enough to 
give the medium its biggest 
year. 


which has WCAU-TV, Philadel- 
phia, plowed $650,000 into WDAU- 
TV, Scranton. 

All this activity by publishing 
groups—and these are only sam- 
ples of the buying that has been 
going on—represents only a por- 
tion of the pressure for tv 
properties. 

From the film industry, for ex- 


ample, NTA’s new investment 
program follows a trail blazed by 
others. RKO Teleradio Pictures 
spent nearly $10,000,000 in New 
York, Los Angeles and Memphis, 
to round out the operations ob- 
tained from the FCC for Boston 
and San Francisco, while Loew’s 
Inc. used film deals to acquire 
minority holdings in stations in 
Los Angeles, Denver and Minne- 
apolis. 


s Entertainment industry figures 
have been among the most active 
spenders recently. In one stand- 
out deal, Bing Crosby, in con- 
junction with Kenyon Brown, paid 
$4,000,000 for KCOP, Los Angeles. 
Bob Hope owns 39% of KOA-TV, 
Denver, obtained from FCC in 
1953, and a major interest in the 
$3,000,000 WREX deal, now before 
FCC for approval. Lowell Thomas’ 
group spent nearly $300,000 (plus 
assumption of $380,000 in obliga- 
tions) to obtain WCDA, Albany 
(Channel 41) in 1954, expanding 
during the past year to WTVD, 
Durham, and now to KOVR, 


Why N.W. Ayer 
Timebuyer 
Selects 
Crosley WLW 
Stations for 


Philip Morris 


"One of the things 


look for when selecting 
stations is service. 
That's why I always 
consider WLW Stations 
for Philip Morris Cigarettes. 
The Crosley Stations give their 
full cooperation and personal 
attention to each advertiser 

to constantly iap rosy 
time availabilities 


to really leave a 


‘call for Philip Morris' 4 


across the board." 


pel Zieglef/, 


Like N.W. Ayer's Isabel Ziegler, 
talent, 


availabilities, 


W. Ayer Timebuyer. 


al 


I 


you'll get 


check with your Crosley WLW Representative. 


WLW-T 


Cincinnati 


WLWwW-C 


Columbus Dayton 


Saies Offices: New York, Cincinnati, Chicago 


Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco 
Bomar Lowrance & Associates, Inc Inc., » Charlotte, ; Atlanta, C Dallas 


ee ewe 
ae 


WLW-D 


full cooperation— 


promotion and merchandising. So before you buy, 


You'll be glad you did! 


WLW-A 
Atlanta 


, @ division o AYE ) a 


Crosley Broadcasting Corporation, 


z 


WLW 


Radio 


79 


Stockton. 

Sometimes the purchasers are 
equipment manufacturers who 
sense an opportunity to expand 
their activities. For example, 
Westinghouse obtained WBZ, Bos- 
ton, from FCC, but later resorted 
to a series of big-money deals to 
fill its quota of five. 

In 1953 Westinghouse dazzled 
the industry by paying $8,500,000 
for Philco’s WPTZ, Philadelphia 
(subsequently swapped for NBC’s 
KYW, Cleveland, plus $3,000,000). 
A year later KPIX, San Francis- 
co, was purchased in a $6,000,000 
stock deal and KDKA, Pittsburgh, 
for $9,750,000 in cash. Recently 
Westinghouse reached five with a 
$4,400,000 stock deal for WAAM- 
TV, Baltimore (now WJZ-TV). 


2 DuMont took Westinghouse’s 
$9,750,000 for Pittsburgh, but re- 
tained its pioneer tv stations in 
New York and Washington. Cur- 
rently it proposes to acquire 
KTLA, Los Angeles, in a stock 
deal with Paramount. 

Many of the transactions in- 
volve veteran broadcasters who 
are “on the move.” After J. H. 
Whitney interests made their de- 
but in tv in 1954 by paying $4,- 
000,000 for KOTV, Tulsa, the 
Wrather-Alvarez Boradcasting Co. 
used part of its $1,500,000 profit 
(it paid $2,500,000 for the station 
in 1952) to acquire KFMB-TV, 
San Diego, and in 1957, put $2,- 
150,000 into KERO-TV, Bakers- 
field. WDSU-TV, New Orleans, 
spent $276,000 for control of sta- 
tions in Baton Rouge and Hatties- 
burg. WTVJ, Miami (Mitchell 
Wolfson interests), bought into 
stations in Jacksonville and Mi- 
ami. Or in another case, Harry 
Butcher, who shared in the sale 
of KEYT, Santa Barbara, paid 
$241,000 for KIVA, Yuma. 

Although the prices are less dra- 
matic in most instances, the vol- 
ume of sales involving radio-only 
has easily kept pace with the tv 
trading. Stand-outs like the pur- 
chase of WIND, Chicago, by West- 
inghouse in a $5,300,000 stock deal, 
or WNEW, New York, by Du- 
Mont for $5,168,000 were in a class 
by themselves. But group oper- 
ators like Bartell, Zugsmith, John 
Kluge or Storz were adding to 
their strings in a market where 
$100,000 to $500,000 for a daytime 
only station was virtually an ev- 
eryday occurrence. 


® Kluge’s purchase of KOME, 
Tulsa, recently in partnership 
with Marcus J. Austed for $165,- 
000 brought him within one of the 
seven-station limit which FCC 
enforces on AM ownership, while 
Zugsmith is already at the seven- 
station level in radio, plus tv in 
Honolulu and Las Vegas, and an 
interest in the pending purchase 
of WREX-TV, Rockford. 

Typical of the buyers operating 
in the radio station market this 
spring was Lester Kamin, presi- 
dent of Kamin Advertising Co., 
Houston, who paid $185,000 in 
March for KIOA, Des Moines, 
This is his second venture in the 
field, following his purchase in 
May, 1956 of KAKC, Tulsa, for 
$125,000. 

Among the new investment 
groups appearing on the scene was 
Noyes Enterprises, Washington, 
with $169,000 for WONN, Lake- 
land, Fla. Another example is the 
T. K. Cassel group, paying $100,- 
000 for WGGG, Gainesville, Fia., 
or local music personality Webb 
Pierce, who participated in the 
purchase of WJAT, Swainsboro, 
Ga., for $125,000. 


s Studies of the individual sta- 


tion sales processed through FCC 
fail to demonstrate that there is a 
substantial amount of deliberate 
“trafficking” in the sense that 
speculators have been acquiring 
properties with the idea of turn- 
ing them over for a profit. 

While FCC’s annual report to 
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Congress noted last December that 
“there appears to be a tendency 
on the part of large investment 
and other interests to acquire sta- 
tions,” most tv stations involved 
in recent sales are being sold for 
the first, or at the most, the sec- 
ond time. 

After investing $18,250,000 in tv 
properties, the J. H. Whitney 
group, largest of the “investment” 
interests, has yet to sell a station 
and it is still one short of the 
permissible five. 


s Entry of Whitney through the 
purchase of KOTV, Tulsa, for $4,- 
000,000 from Wrather-Alvarez in 
1954 illustrates the forces at work. 
Pleased with its experience in 
Tulsa, the Whitney group acquired 
a 90% interest in KGUL, Galves- 
ton, in 1956, then snapped up the 
Universal radio-tv properties, 
WANE, Fort Wayne, and WINT, 
Indianapolis, for $10,000,000 in 
1957. 

Stability is particularly notable 
among publishing groups. Except 
for a few instances where pub- 
lishers succumbed to the hand- 
some capital gains offered by new 
investors, newspaper and maga- 
zine publishers have seldom re- 
linguished broadcast properties 
once they have attained them. 

Nevertheless, there are in- 
stances where FCC wonders what 
is going on. As a specific case, it 
cited WNEW, recently purchased 
by DuMont for $5,168,000 plus a 
management contract with Rich- 
ard D. Buckley, one of the three 
sellers. 


® As far back as last December, 
when DuMont’s purchase of 
WNEW had yet to materialize, 
FCC pointed out in a report to 
Congress that the purchase of the 
station in 1955 by Mr. Buckley 
and two associates for $3,400,000 
represented “the highest price yet 


paid for a single aural station.” 
Previously it had been purchased 
from Arde Bulova by William 
Cherry and Bernice Judis, long- 
time manager of the station, for 
about $1,000,000, and in April, 
1954, sold for $2,100,000 to a group 
including Harry Playford, the late 
Horace Lohnes and a group of 
St. Louis business men. 

In an effort to eliminate the 
possibility that tax incentives 
might stimulate trading, FCC last 
September announced it would no 
longer issue certificates allowing 
fast tax write-off benefits where 
stations are sold in order to stay 
within the five-station limit. 

Moreover, recent tax rulings by 
the Internal Revenue Service lim- 
iting the tax benefits from de- 
preciation of network affiliation 
contracts have led some trade 
leaders to wonder whether part of 
the capital gains incentive for big 
tag station trades may be a thing 
of the past. 

In view of the high return from 
operations which investors are 
making, however, most informed 
members of the industry antici- 
pate no let-up in “wheeling and 
dealing” as additional investors 
respond to the urge to “get in.” # 


Milco Files $2,000,000 Suit 
Against Rolley, Lotion Maker 

Milco Inc., a San Jose chemical 
manufacturer, has filed a $2,000,- 
000 suit in Santa Clara County su- 
perior court against Rolley Inc., 
manufacturer and distributor of 
Sea & Ski lotion. The suit charges 
breach of a $1,000,000 contract to 
distribute Lano Glove, a protective 
lotion, through failure to make an 
effort to produce sales. 

The additional $1,000,000 dam- 
ages sought is for loss of prestige 
resulting from the breach of con- 
tract. Foote, Cone & Belding, San 
Francisco, is the agency for Rolley 
Inc. 


marbies 


Che opined have all of teeied 


WHDH 


50,000 WATTS - 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


BOSTON 


Advertising Age, September 16, 1957 


British Slate $42,000,000 to Push Prestige 
Abroad; Television’s Role Will Be Increased 


Lonpon, Sept. 10—The British 
government has at last taken the 
wraps off its long heralded plan 
to boost Britain’s prestige abroad. 

The net result: The voice of 
Britain will be heard just a little 
more clearly, but not much. 

There is still to be no Ministry 
of Information, but the overseas 
information services are to be 
overhauled. Their bill will go up 
£2,000,000 ($5,600,000) to £15,- 
000,000 ($42,000,000) a year. 

A White Paper prepared by Dr. 
Charles Hill, overlord of Britain’s 
information services, said televi- 
sion is to play a more vital role in 
“selling” Britain overseas. The 
Central Office of Information will 
buy material from the British 
Broadcasting Corp. and the com- 
mercial television program con- 
tractors, and will offer about one 
hour’s material a week to princi- 
pal tv stations abroad. 


The Central Office also will 
publish more magazines for over- 
seas distribution, probably in- 
cluding one in Russian, and those 
already being published will be 
improved. 


s Some of the BBC’s services to 
Europe will be cut, abolished or 
amalgamated with others. Broad- 
casts to the Middle East and the 
General Overseas Program will 
be expanded, the latter to 24 
hours a day. The BBC also may 
set up a “commercial” style sta- 
tion in the Middle East. 

The White Paper indicates that 
British companies having ar- 
rangements under which the Cen- 
tral Office makes use of their doc- 
umentary and sponsored movie 
material can expect these movies 
to be shown increasingly on over- 
seas television stations. 

“The Central Office of Infor- 


mation, contracting with the BBC, 
ITA program companies and film- 
producing companies as appropri- 
ate, will substantially increase its 
activity and expenditure in the 
development of television films,” 
said the White Paper. 

Under its television program, 
the Central Office wili also sup- 
ply to selected overseas informa- 
tion posts libraries of background 
shots of material about Britain 
for use in locally produced tele- 
vision programs, # 


John Bean Division to Long 
The John Bean division of Food 
Machinery & Chemical Corp., San 
Jose, has appointed Long Adver- 
tising, San Jose, to direct its ad- 


vertising. Products which the 
agency will promote include 
Shur-Rane irrigation systems, 


sprayers, fire fighting equipment, 
industrial pumps and deciduous 
fruit and vegetable packing 
equipment. Neale Advertising As- 
sociates formerly handled the ac- 
count. 


POT 


now Americas 


Does Outdoor Advertising fit into your media strategy? Then 
budget ample funds for Spot Radio, America’s No. 1 Outdoor 
Advertising medium today. 

As an agency executive recently put it: “Radio today is not 
only the biggest outdoor medium, but the new outdoor poster.” 

Coppertone, Good Humor, General Motors Acceptance Cor- 
poration and major oil companies are among scores of advertisers 
setting new sales records by reaching outdoor America through 
spot-saturation in the new leading outdoor medium—RADIO. 


37,000,000 CAR RADIOS keep motorists 
in touch with local news and local weather 
-and with the sales messages of adver- 
tisers using local radio, another name for 
Spot Radio, top outdoor selling force. 


OVER 20 MILLION PORTABLES purchased 
since 1945 enable outdoor America to make 
Radio part of any outing on beach, at park or in 


today’s millions of 


EWInG GALLOWAY PHOTOS 


raft on the water. 
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Top Network TV Spenders 


Gross Time Sales, January-June, 1957 
Source: Leading National Advertisers 


1 Procter & Gamble Co. ........ $24,144,097 
2 Colgate-Palmolive Co. ........ 9,466,382 
3 Chrysler Corp. ....ccec-cesceseese 9,056,182 
4 American Home Products 
Corp. 8,786,407 
5 General Foods Corp. ........ 8,348,307 
© GR GI ctetnisincien stenosis 7,100,326 
7 Gomer Bem GR cntessnerie 7,046,119 
8B Ford Motor Co. .......ccccccceeee 6,386,322 
9 R. J. Reynolds Tobacco Co. 5,911,081 
10 Bristol-Myers Co. ................ 5,713,732 
11 General Motors Corp. ........ 5,707,673 
12 General Mills .......... 4,723, 889 
13 Pharmaceuticals 4,369,822 
14 Liggett & Myers Tobacco Co. 4,131,906 
15 American Tobacco Co. ........ 4,122,642 
I Cree 3,511,823 
a. f } See 3,327,369 
18 National Dairy Products 
ND sataieectencenscttaiicteonsnes 3,298,485 
WO GletR GO. ccseosscscrcscsecssscces 3,276,424 


20 Brown & Williamson Tobacco 


21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
|3) 
32 
33 
34 
35 
36 
37 


Corp. 
General Electric Co. ............ 
Miles Laboratories .............. 
Helene Curtis Industries .... 
Quaker Oats Co. ......ccceeeeee 
Campbell Soup Co. .......... 
a CL 
Westinghouse Electric Corp. 
Nestle Co. 


ee eeeeenescerecenesenenees 


Sterling Drug 
Pillsbury Mills 
RoE. GD Gee . ciseticinseeperss 
S. C. Johnson & Son ........ 


Stee ceeeeseenenscenenenecees 


Corn Products Refining Co. 
Prudential Insurance Co. of 


3,209,541 
3,046,525 
2,773,395 
2,719,240 
2,431,913 
2,373,129 
2,319,162 
2,254,710 
2,133,014 
2,110,923 
2,047 957 
2,034,705 
2,018,105 
1,985,267 
1,924,152 
1,906,315 
1,845,645 
1,818,720 
1,762,347 
1,704,700 
1,574,184 


Stee eee eeereneenereeeneeneeees 


ee GA. cannes 
43 Chesebrough-Ponds 
44 Jos. Schiltz Brewing Co. .... 
45 Wesson Oil & Snowdrift Co. 
SS 8 a es ee 


47 Sylvania Electric Products .. 


49 Johnson & Johnson .... 
50 Philip Morris ..... ~_ 
U. S. Steel Corp. .......00000 
Kaiser Aluminum & Chem- 
RESO. ccccsscoseutmetaniugneesion 
Pet Milk Co. ..... nee 
Ralston Purina Co. 2... 
Aluminum Co. of America .. 
Kimberly Clark Corp. ........ 
OTE Ge GR. wiccctitentitaine 
Eastman Kodak Co. ............ 
E. |. du Pont de Nemours & 


National Biscuit Co. .... 
American Chicle Co. .... 


eeeeeeee 


seeeceeeneeeceeseres 


1,226,663 
1,222,780 


1,210,015 
1,198,677 
1,167,124 
1,142,975 
1,107,719 
1,100,304 
1,096,898 


1,075,756 
1,072,250 
1,061,135 
1,052,064 
1,023,828 
1,012,556 

984,221 

902,662 


74 Goodyear Tire & Rubber Co. 795,430 
FS Pepa Crp. cecciccesccvccscscesesse 790,965 
Total 213,247 A75 


‘WSJ’ in Own Coast Building 

The Wall Street Journal at San 
Francisco has moved into its new 
West Coast headquarters at 1540 
Market St. The Journal is now 
in its own building for the first 
time since the Pacific Coast edition 
was started in 1929. 


Matthews to ‘Saturday Review’ 

James V. Matthews, formerly 
with Corning Glass Works in a 
sales position, has joined the ad- 
vertising staff of the Saturday Re- 
view, where he will be primarily 
responsible for the corporate insti- 
tutional program. 


No.1 Outdoor Advertieing Medium 


BY SPECIAL ATTENTION to tastes and needs of outdoor America, alert Spot Radio programming 
dominates out-of-home listening. As illustrated above left, many stations send mobile request wagons to 
pick up listener-requests at beaches and parks. Above, typical beach-scene at Atlantic City where—as 
at most beaches—portable radios keep advertisers in contact with outdoor crowds. 


SIX MILLION PLEASURE CRAFT make boating America’s top family-participation sport, and 
provide advertisers with an outdoor audience of millions reached only by Radio. For a day on the water, 
the portable radio is essential as lunch-basket or fishing gear. To and from the water, much travel is on 
highways where no poster can be seen. But the car radio enables driver and passengers to read the Spot 
Radio message “loud and clear” night or day. In-home or out-of-home, America has Radio always at hand. 


These major-market 
stations have standout 
records for sales to 

the gigantic audience, 
both in and out of home, 
that listens to America’s 
142,000,000 radio sets. 
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SO WSAV 
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Swedish Co. Names Bergdahi 

Herbert O. Bergdahl, a manage- 
ment consultant since 1956 and be- 
fore that exec vp and general man- 
ager of Associated Merchandising 
Corp., has been appointed coordi- 
nator of sales and promotion for 
Husqvarna Vapenfabrik, Swedish 
manufacturer planning an expand- 
ed sales drive in the U.S. Hus- 
qvarna makes sewing machines, 
rifles and motorbikes. 


MORE COVERAGE 
MORE LISTENERS 


than any other full-time 
. station in Texas 


AT LESS COST — 
PER THOUSAND 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


ABC UBS 


Allentown 
‘56 NC WHOL 
‘57 WSAN 
Baltimore 
‘56 WFBR WCAO 
‘57 WWIN WCBM 


Buffalo 


‘56 WKBW NC 


‘S7 WGR 


Chillicothe, O. 

‘56 None NC 
‘57 WBEX 
Cleveland 
‘56 NC 
‘57 


NC 


(Note: WTAM call letters now held by a 
Decatur, Ga., station; NBC’s former affiliate 


became KYW, now 
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= 7 
Radio Station Movement 30 Cities Show Most Station Changes 
Advertising Age has made a detailed study of the movements 
From Jan. 1, 1956, through Aug. 20, 1957 of radio stations in the past 21 months. Working from lists. of 
stations that joined and left the four major live networks during 
that period, an attempt was made to find out how much shifting 
NBC MUTUAL INDE- ABC CBS NBC MUTUAL INDE- there had been from one network to another and from network 
PENDENT PENDENT to independent. 
The analysis indicated 30 cities in which activity was the most 
Ciuteneth spirited. In 23 of these cities at least two stations changed net- 
2 works or dropped their affiliation; in nine of the markets, three 
bi sa WHOL = pod ae pons pi wcPo or more affiliates were involved in shifts. Twenty-one stations 
WSAI in the 30 most active areas went independent. 
7 A market summary of the ins-and-outs for each network 
py pn gy ne shows: CBS, nine; NBC, 24; ABC, 69 and Mutual, 155. This does 
WCAO |'57 KSIX  KSIX KRYS KRYS KEYS not mean that any network lost this many affiliates; these mar- 
ket movement figures include additions and station changes as 
(KRYS was formerly KRIS) well as deletions. # 
Bn NC Cumberland, Md. 
* prot = nS = ABC CBS NBC MUTUAL INDE- ABC CBS NBC MUTUAL INDE- 
NC None WBEX he PENDENT PENDENT 
WBEX ‘56 WDIG NC WAGF None 
‘57 None None WDIG WAGF | ‘57 KASA None sa i - en sained 
WTAM WHK WSRS Dubuque El Paso changed 
WHK WSRS KYW#* | +5, wos@ NC KDTH WDBQ ‘56 KEPO NC NC None KSET ae ord ne wae 
Elk City, Okla. Flagstaff, Ariz. Joh Cc T ‘ 
independent) ‘56 None NC NC KASA ‘56 KGPH NC None KCLS as = —- wean 
‘57 None WJHL WETB 


see flow 


Some mathematician, Bugs Bunny. In recent months the brash 


little star of Warner Bros. Cartoons increased the late-after- 
noon audience on KROD-TV, El Paso, Texas, six-fold — 
jumping from a last-place 4.8 to a first-place 28.1 (ARB, May). 
Warner Bros’. Popeye the Sailor gets Texas-size ratings in 
E] Paso, too, pulling a 26.2 ARB for May—nearly three times 
greater than the combined total of the two other stations. 
The El Paso story alone is conclusive proof of the drawing 


power of A.A.P. Cartoons . . . a success story that is being 


duplicated from coast to coast. 


Astute sponsors are finding that 


cartoons are multiplying audiences 
and sales in market after market. 
For more information, write or phone: 


© Re F 


Distributors for Associated Artists 

345 Madison Ave., MUrray Hill 6-2323 
75 E. Wacker Dr., DEarborn 2-2030 
1511 Bryan St., Riverside 7-8553 

9110 Sunset Blod., CRestview 6-5886 


(ABC reports Johnson City now covered 
by WCBY, Bristol.) 
Kansas City 
‘56 KCMO KCMO 
‘57 KMBC KCMO 
Lynchburg, Va. 

‘56 NC NC WWOD None 

‘57 None WWOD 

Manchester 

‘56 WMUR WFEA 

‘57 None WGIR 
(WMUR changed to WGIR) 

Milwaukee 

‘56 WISN WISN NC None WFOX 

‘57 WISN None WFOX 

(CBS reports Milwaukee covered by 
WBBM, Chicago) 


NC KMBC 
None 


NC NC 
WFEA 


Oklahoma City 

‘56 KTOK NC NC KOCY 

‘57 None None KOCY, 
KTOK 

Pittsburgh 

‘56 WJAS KQV KDKA WJAS 

‘57 KQV KQV WJAS None KDKA 


(NBC’s purchase of WJAS and ABC's 
purchase of KQV subject to FCC approval. 
CBS has not yet decided who will replace 
KQV.) 


Portland 

‘56 KEX NC KGW NC KGON 

‘57 KGW None KEX 

(NBC reports Portland covered by KGON, 

Oregon City) 

Richmond 

‘56 WRNL NC WLEE WLEE WMBG 

‘57 WMBG WLEE WRNL 

St. Lovis 

‘56 KXOK NC NC KWK WwiL, 
WTMV 

‘57 WIL WITMV KWK, 
KXOK 

San Antonio 

‘56 KTSA NC WOAI KTSA KMAC 

‘57 WOAI WOAI KMAC  KTSA 

Stockton 

‘56 KWG KGDM NC KxOB 

‘57 KWG WNone* KWG KJOY, 


KRAK 


(CBS reports Stockton now covered by 
KCBS, San Francisco) 


Syracuse 


‘56 WHEN WFBL NC NC 
‘57 WFBL WHEN 

Torrington, Conn. 

‘56 WTOR NC NC None 
‘57 None WTOR 
Winchester, Tenn. 

‘56 None NC NC WCDT 
‘57 WCDT None 
Yakima 

‘56 KIT NC KIT NC 
‘57 None None KIT 


NC—No change reported. This means that 
the network has the same station in that 
city or had no station there in ‘56 or ‘57. 
Where a station is listed twice on the same 
line, under two different networks, it is a 
dual affiliate. 

Change in call letters. 


‘Georgia Farmer’ Boosts Rates 

Georgia Farmer will increase its 
rates, effective with the January 
issue. The new agate line rate is 
70¢, up from 60¢. A circulation 
guarantee of 50,000 will be in ef- 
fect on Jan. 1. 


eee 


Pe: aad 


Pty re Fa ar ht le amiss sig cl hes Bie ie SAS eb oo ee pet irk “i i Mot SNR Tag = eae aig nS he pees eel Se. eee eo eee 
ced gag ane Mec Un naan Pe el mits res a ae ae “eee nee SUF e ee a ee epee oS eye res et lee OL eepae i, AR a 
A Rec ai apt ao 0 RM Sac or etter ae, Fa x : la [ypu ey bs eS i a Rec cl hte el ens a ht A Rey re. ae rae x p : Ca Pe Sd pa : ee cea 
i, sual heal oa irae ee. mak ee ee “ a ee 1 p< a POTS. a ne ee ee Pe ee re ae SAG ae eee Ae Bing ve ae eee et ian aa en an gic te ee i > Moe iene i 
i. Fe Pe hs vee Pee oe ee ince! CONE | AOE. ie ae yk QT Mma das Be ee ke as Sc ete eee Pa ne ae Te ca alee cia ease. tt alee vi, kes 
Re ee a OR ee a ee ee ee vial Segara | ee Dae os* Lo teyow a Be ar 
rier ere ae ge eM Se oe oe a Oe - aia a oer a ok eM Ee go ea ae oa ease RRS fr ARE Ng Eg eRe OEY Sa ae a Sea ea 
Ne i oe ci” aes BEET A Se Seana ie, Me aren ic. leans Pea POU. i Care te ek ao eae se oe REE ne Ieee 17. 3) A ERE TS Re ey oS MR egeimmemeiaen ae an Si ae as, 
— an fre eae i ail ‘ es ce ee “naan omy sas eer ae ue oe ee * se ae en eh < 8 B50 din Fae Be aS a ee ig EER = ee ane a ea ed fee pt eS as i 
% ala 3 Jee oo a ae e "i y ? + . F : on Bad 
82 ee 7 
ai 
mere 
“ 
Gi 
a 
a3 
” 
: Bs 
2 he 
: ian = r 
| t 
el if 
is | 
u | — 
ack es 
Bp 3 
RAEN IRR I ERO ts | 
5 rc 
p 5 
: P| ‘ 
! ‘i 
: © 
a 7 
. | : 
i ~ 4 . q 
: . + 
a , am > z : Pag 
7 “* y 
we iva : r 
. ; ' t 
‘ | . ; 
; * * 4 | 
. ?. 7 a") | ee) 4 
gs - ne ; 3 | ee 
Qe ; : | * 
, r, ° * f 
” ‘1 Px! a j ce 
A . . . 
a t, ok v 
. e : 
Fe 4 PSF - 
Se “2 4 2 ; 
» 4. as y ¢ sf 
ss rf aan & 7 
pe ' 2 F: 
ae s a iy ae , 
a : ‘ 2 ¥. oe 
a a la ae } 
i ‘ e “a f. : 
re fe 7 ss Fe 
a f 
a5 : #. & oe | 
F ‘ j : Bs 
uy . ki i / oe 
tA _ > pe = : 7a : 
sale : 4 £3 si ! 
oad " é A = / 
“ % . f La 
ae ae . ‘. ae 
ape “ - ae j 
A 2 - 4 : : 
7 . ? & wy 
nr 7 - a” 4 
ah TS. . os e Af 
ae a e a 
; 3 ; e 
as ae p i e ‘ 7 
pe _ = | 
me rea a ’ 53 ” 
ale : ree | 
cae eo: ‘ : 
Fis ; . fe 
ey 3 3 “i f | 
# : : t; > 
a . - i ‘2 : : 
WE: a = 
af Rs f a i $ + nce 
me) Ve - Deegs 
- hale a ae a 
; are 
- Ai : 
By 1 Se eo ees 
ss ae eee a 
~~ Rade oS ese 
Se f eee: iN ae ; 
Tee ese . * 
Pe ese a : + 
=F os os ma ‘ 
ate We a ° 
es we : ’ 
ses : 
eS e : ° 
fi x { 7 
Se aS ie . r 
a P 
: | Q 
4 | j 
| 
i | 
hee arg 
es | : M4 
; | 
3 = 
* | ge 
“a r 
se) | . 
ng é 
my A 
oe Productions Corp. 3 
ae NEW YORK : 
oe DALLAS 
| ee Los anon.es 
i ys 
i uaa Rie et ce «aR RR al Bat sie yon iti as ipsa se a SB oe ee ee Sitios ye oe Sp amet oo oe en ee , vo ies igs: asa ‘ ss Cees eae sia aoa vs Piaget pee ie ae 
ea ee ea ree er aaa Raia oe eee er Teint | Be aE nee ae ee jail aah RE Rees BR th ila So ON aap i oR” are COON Rare reas, emer ae 9 ale rks Ai Rg oh a3) ag Se aig a miler ei we eee ee 
ie 3 : Ces ny ee ‘i Bes Taco ae ee rae = Tees Pk aemy Py ee kee nS No se i ae a ae oa ae PA ge a ens Nev ge pe Ae a Se ee ae ee Pee ae 
Ss + ae i ; PEE ee for ee eg het Sa Oe AT ae eee a ie ee es RE a ae = Sete aed AE RAS Shara: Ma Pe oti eae. bs * GETS. RE SORE in. Saal PiaMy ie a nea “eA Ses i ge Cl SAAR IBE IRIS Bh GS ns Ca nina en I es aR AC el RRO Ti GY icy IN Seth 
eee ne re ee de ee gt SS ee eS ee ee ea x a ee oa ARES SES SRS SNES SRS cee art, a oe 
ea SB pc 5 ag Sean MN gt NG OR ag SR MAT a he oe gece im ater rane a = eg ne erent oie or es aa pas RUSSERT gO ae Re | PRs ee ce See ee re 
Bare es RE ie CEE ee, rpc a ee eh 230, Sean Hon meee cae eae PE te eee pte Pt eee tee cad r= oe a te ne ia ee este eee ei Te Carma er a tems EE aise ee ee a 
2 RS eel ie ee a : Haale ta ge Ee a a ee ll ae ay MT ilar ee Ce roa a See ee  Semihie eb oe wre Pe ak a a a a ee se aati ts onscreen ea Pele We Ad ae. hi Aa age: : ea coe A oe nie Stik Sap aan eels came 5. 8 se : Se Rey 


——— 
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Station Changes 
Listed for Four 
Radio Networks 


Various radio network station 
changes, in addition to those shown 
in the table at the left, are listed 
below: 


New affiliate where it had 
none: Pocatello, Ida., from KWIK 
to none. 


New affiliates where 
none: Charlotte Amalie, V. I. 
(WSTA); Salem, Ore. (KBZY); 
Worcester, Mass., (WAAB); and 
four Michigan cities—Alpena 
(WATZ); Cadillac (WATT); Pe- 
toskey (WMBN); Traverse City 
(WTCM). Transfers: Boston, to 
WNAC from WBZ; Philadelphia, 
to WRCV from KYW. Dropped 
markets: Bakersfield, Cal., 
(KGEE, formerly called KERO); 
Escanaba, Mich. (WESK); Myrtle 
Beach, S: C. (WMYB); Spring- 
field, Mass. (WBZA). 


it had 


New affiliates where it had none 
before: Alturas, Cal. (KCNO); 
Bristol, Va. (WCYB); Concordia, 
Kan. (KFRM); Fisher, W. Va. 
(WELD); Gallup, N.M. (KGAK); 
Key West (WKWF); Southern 
Pines, N.C. (WEEB); Torrington, 
Wyo. (KGOS); Tuscaloosa, Ala. 
(WNPT). 

Transfers: Albany, to WOKO 
from WPTR; Albuquerque, to 
KHAM from KQUE; Charleston, 
W. Va., to WGKV from WKNA; 
Daytona, to WNDB from WMFJ; 
Des Moines, to KIOA from KSO; 
Huntington, W.Va., to WHTN from 
WSAZ; Miami, to WKAT from 
WQAM; New Haven, to WNHC 
from WELI; Portland, Ore., to 
KGW from KEX; San Diego, to 
KBAB from KCBQ; Tulsa, to 
KOME from KRMG; Utica, to 
WTLB from WRUN. 

Markets dropped: Baton Rouge 
(WCLS); Brattleboro, Vt. 
(WTSA); Cairo, Ga. (WGRA); 
Claremont, N. H. (WTSV); Du- 
luth-Superior (WDSM); Green- 
wood, Miss. (WABG); Honolulu 
(KULA); Laconia, N. H., Lebanon, 
N. H. (WTSL) (WLNH); McAllen, 
Tex. (KRIO); Meadville, Pa. 
(WMGW); Meridian, Miss. 
(WTOK); Montpelier, Vt. 
(WSKI); Panama City, Fla. 
(WPCF); Paris, Tex. (KPLT); 
Peoria (WIRL); Rawlins, Wyo. 
(KRAL); Red Bluff, Cal. (KBLF); 
St. Cloud, Minn. (WJON); Salt 
Lake City (KLUB, formerly 
KUTA) Sault Ste. Marie (WSOO); 
Wichita (KFBI); Winston-Salem 
(WAIR); Yakima, Wash. (KIT); 
Yuma, Ariz. (KYMA). 


MUTUAL 

New affiliates where it had 
none before: Eufaula, Ala. 
(WULA); Redding, Cal. (KRDG); 
Colorado Springs (KAFA); Bur- 
ley, Ida. (KBAR); South Bend 
(WJVA); Fort Dodge, la. 
(KVFD); Bogalusa, La. (WIKC); 
Libby, Mont. (KLCB); Horse- 
heads-Elmira Heights, N. Y. 
(WEHH); Leaksville, N. C. 
(WLOE); Toledo (WTOD); Wells- 
boro, Pa. (WNBT); Westerly, 
R. I. (WERI); O’Neill, Nebr. 
(KVHC); El Paso (KSET); Cov- 
ington, Va. (WKEY); Lynchburg, 
Va. (WWOD); New Martinsville, 
W. Va. (WETZ). 

Transfers: Alabama—Birming- 
ham, to WEZB from WILD; Gads- 
den, to WCAS from WGWD; Ar- 
kansas—Fayetteville, to KFAY 
from KGRH, Fort Smith, to KTCS 
from KFSA, Little Rock, to KGHI 
from KXLR; California—Santa 
Barbara, to KTMS from KDB, Sa- 
cramento, to KGMS from KXOA; 
Colorado—Grand Junction, to 
KREX from KFXJ, Pueblo, to 
KGHF from KCSJ; Connecticut— 


Bridgeport, to WNAB from WICC. 

Also, Washington, D. C., to 
WGMS from WWDC; Atlanta, to 
WYZE from WQxXI; Chicago, to 
WLS from WGN; St. Paul, to 
WISK from WCOW; St. Joseph, 
Mo., to KRES from KFEQ; Las 
Vegas, to KORK from KRAM; 
Pottsville, Pa., to WPPA from 
WPAM; Charleston, S. C., to 
WHAN from WQSN; Nashville, 
to WNAH from WMAK. 

Also, Texas—Lubbock, to 
KLLL from KCBD, San Antonio, 
to KMAC from KTSA, Wichita 
Falls, to KSYD from KTRN; Vir- 
ginia—Roanoke, to WRIS from 
WSLS. 

Markets dropped: Arkansas— 
Crossett (KAGH), Hope (KXAR), 
Hot Springs (KWFC), Mountain 
Home (KTLO); Colorado—Du- 
rango (KIUP), Sterling (KOLR); 
Florida—Sebring (WJCM), Vero 
Beach (WNTM); Georgia—Amer- 
icus (WDEC), Brunswick 
(WMOG), Dawson (WDWD), 
Dublin (WMLT), Moultrie 
(WMGA), Toccoa (WLET), Vi- 


| 


dalia (WVOP); Illinois—Cairo 
(WKRO); Indiana—Bedford 
(WBIW); Iowa—Centerville 
(KCOG), Decorah (KDEC), Fair- 
field (KFAD), Mason City 
(KRIB), Shenandoah (KFNF); 
Kentucky—Cumberland (WCPM), 
Harlan (WHLN), Henderson 
(WSON), Winchester (WWKY); 
Louisiana—Jennings (KJEF); 
Michigan—Battle Creek (WBCK); 
Manistee (WMTE). 

Also, Minnesota—Brainerd 
(KLIZ); Mississippi—Columbia 
(WCJU), Hattiesburg (WHSY), 
Laurel (WLAU), Meridian 
(WMOX), Yazoo City (WAZF); 
Missouri—Cape Girardeau 
(KFVS), Flat River (KFMO), 
Lebanon (KLWT), Sedalia 
(KDRO), Springfield (KICK); 
Nebraska—Beatrice (KWBE), 
Hastings (KHAS); New Mexico— 
Clovis (KICA), Farmington 
(KVBC); New York—Elmira 
(WENY) (market covered by El- 
mira Heights-Horseheads 
(WEHH), Hornell (WLEA), Wa- 
tertown (WATN); North Carolina 


—Elizabeth City (WCNC), Newton 
(WNNC), Statesville (WSIC). 
Also, North Dakota—Bismarck- 
Mandan (KBOM); Ohio—Colum- 
bus (WTVN), Youngstown-War- 
ren (WHHH); Ok!ahoma—Ada 
(KADA), Altus (KWHW), Ard- 
more (KVSO), Enid (KGWA), 
McAlester (KTMC), Muskogee 
(KBIX), Stillwater (KSPI), We- 
woka (KWSH); Pennsylvania— 
Altoona (WRTA); South Carolina 
—Greenwood (WGSW), Orange- 
burg (WDIX), Spartanburg 
(WJAN), Union (WBCU), Wal- 
terboro (WALD); South Dakota— 
Sioux Falls (KIHO); Tennessee— 
Columbia (WKRM), Greensville 
(WGRV), LaFollette (WLAF), 
Lexington (WDXL), Paris 
(WTPR), Shelbyville (WHAL). 
Also, Texas—Alice (KBKI), 
Corsicana (KAND), Greenville 
(KGVL), Huntsville (KSAM), 
Longview (KLTI), McCamey 
(KCMR), San Angelo (KTXL), 
Vernon (KVWC); Virginia—Nor- 
ton (WNVA); West Virginia— 
Elkins (WDNE), Martinsburg 


(WEPM); Wisconsin—Green Bay 
(WJPG), La Crosse (WLCX), 
Ladysmith (WLDY), Medford 
(WIGM), Rhinelander (WOBT), 
Wausau (WOSA). # 


Forms New Ad Division 
Washington National Insurance 
Co., Evanston, Ill., has formed a 
new division to coordinate and 
integrate its advertising, sales 
promotion, publicity and public 
relations activities. Frank Elston, 
sales promotion manager for the 
company’s general agency de- 
partment since 1952, will head 
the new division as director of 
sales promotion and publications. 


} 
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Gulf Hikes School Grants 

Gulf Oil Corp. is increasing its 
budget for grants to educational 
institutions, students and teachers, 
in a new six-fold program. The 
corporation indicates that under 
its new contribution program it 
may earmark as much as $1,000,- 
000 a year for such purposes. 


MARKS OF A TRADE, The barber pole dates from the 
time when barbers were also surgeons. Bloodletting 
was much in vogue as a cure for any ailment, and the 
patient was given a pole to grasp to make the blood flow 
more freely. Between operations, the barber parked the 
gory pole, tied with white bandages, at his door. Our 
striped barber pole is derived from it. 


“ORLON’” and “DACRON” 


76. v. oS. Par. OFF 


#60. v5. Pat. oF 


Use them to build your business! 


As the striped pole distinguishes a barber shop, our trade- 
marks distinguish the unique qualities and characteristics 
of our two modern-living fibers. ““Orlon” distinguishes our 
acrylic fiber; “Dacron”, our polyester fiber. As we use and 
protect these trademarks, they become more meaningful 
and valuable both to consumers and to the trade. 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section AA, Room N-4531, E. I. du Pont de Nemours & Co. 
(Inc.), Wilmington 98, Delaware. 


When using these trademarks, always remember to: 
Distinguish “Orlon” and “Dacron” —Capitalize and use 
quotes or italics or otherwise distinguish by color, lettering, 


are trademarks, too 


art work, etc. Describe then—Use the phrase ‘‘Orlon” 
acrylic fiber or “Dacron” polyester fiber at least once in any 
text. Designate them—In a footnote or otherwise designate 
“Orlon” as Du Pont’s trademark for its acrylic fiber and 
“Dacron” as Du Pont’s trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


RE6.U. 5. part. OFF 


BETTER THINGS FOR BETTER LIVING. . 


. THROUGH CHEMISTRY 
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Networks Irked 
as FCC Studies 
Them, Toll TV 


(Continued from Page 51) 
to act within the next week or 
two on a report which will be at 
least as unpleasant from the net- 
work point of view as the reports 
already distributed by congres- 
sional committees. 

Appearance of storm-clouds at 
FCC after more than five years of 
live-and-let-live with the indus- 
try should not be blamed on FCC 
chairman John Doerfer. As a 
member of the commission during 
the past four years, he is as 
strongly opposed to government 
interference with the operating af- 
fairs of broadcasters as any of his 
associates. 

The controversial proposals now 


getting FCC attention were all 
“in the works” before chairman 
Doerfer took over in June. In most 
instances they represent the show- 
down on problems which were re- 
peatedly shunted aside in the past 
few years while FCC concentrated 
on cleaning up the backlog of ap- 
plications which piled up as a re- 
sult of the tv “goldrush” that set 
in when the long construction 
freeze was lifted five years ago. 


® For the past two years, this 
backlog had been reduced to a 
handful of “hard core” competitive 
cases where the commission had 
difficulty choosing among equally 
well qualified competitors. How- 
ever, the commission has also de- 
voted substantial time in the past 
two years to the so-called “UHF 
problem,” in an effort to find a 
way to encourage more UHF sta- 
tions to go on the air. 

During all this time toll tv ap- 
plications gathered dust, and pro- 
posals for a study of the industry’s 
business methods were shunted 
aside. Both problems have now 


reached the point where the com- 
mission must make some kind of 
stand. 

Early this summer FCC finally 
faced up to toll tv. Applications 
for this form of telecasting had 
been on file in one form or an- 
other since the days of the “Big 
Freeze.” For more than two years 
the commission has been analyz- 
ing the thousands of comments 
pro and con which have poured in 
as a result of the aggressive pro- 
motion efforts of toll tv sponsors 
and their opponents. 


® Despite the strong opposition 
registered by the networks and 
the National Association of Radio 
and Television Broadcasters, FCC 
announced it wants to arrange 
large-scale tests so that it can see 
the results of toll tv in operation. 
Only after such tests have been 
held, the commission said, will it 
be possible to determine whether 
this form of service would be in 
the public interest. 

Whether or not the commission 


will back down from this position 


remains a matter of substantial 
speculation. Intense political pres- 
sure has been applied by con- 
gressmen who are against any toll 
tv test. The commission has ten- 
tatively scheduled a special secret 
session on toll tv for tomorrow 
(Sept. 17) and there have been 


predictions that the members may | 


be coming up with some new pro- 
cedural steps which will postpone 


the need for a decision on public | 


testing until after Congress returns 
in January. 

The decision to take another 
cautious step forward on toll tv 
came at a time when sponsors of 
box office systems were reaping a 
harvest of publicity keyed to the 
idea that toll tv will be put over 
on a closed circuit basis if there 
are further delays at the FCC. 


s Major league baseball clubs 
talked of deals involving closed 
circuit tv contracts which, in the 
case of the New York Giants, 
seemed to promise three or four 
times as much profit as existing 
broadcast rights. 


‘GEE! 


That’s the car for me 


He was watching WGN-TV where top programming has a way 
of getting viewers interested and absorbed. He was part of a 
722,700-person audience delivered by the 10 o’clock movie (May 
1957 Nielsen, 17.1%). 


Top programming week after week lets WGN-TV offer you the 
kind of audience you want to reach—morning, noon and night. 


That’s why Top Drawer Advertisers use WGN-TV 


Let our specialists fill you in on some exciting WGN-TV case histories, dis- 
cuss your sales problems and advise you on current availabilities. 


Put “GEE!” in your Chicago sales with WG ie -“1V 


CHANNEL 9—CHICAGO 


LOUIS A. NOVINS has been named 
president of International Tele- 
meter Corp., Hollywood, Mr. Nov- 
ins has been vp and general man- 
ager of the Paramount Pictures 
pay-tv subsidiary since 1955. 


The test of wired toll tv which 
is under way by theater interests 
in Bartlesville, Okla., has caused 
some concern among telecasters 
who fear the profits from toll op- 
erations will be corralled by non- 
broadcast interests. One toll tv 
advocate, International Telemeter, 
has already told FCC it is so busy 
developing plans for franchised 
closed circuit operations through- 
out the country that it isn’t sure 
it wants to participate in any pub- 
lic test of off-the-air program- 
ming. 

The three advocates of toll tv 
systems showed little enthusiasm 
for the idea of a large-scale test. 
Skiatron, which was more sympa- 
thetic than others, said at the very 
least such a test would have to 
run at least five years. In addi- 
tion, it would have to provide for 
large-scale operations in at least 
some of the top markets. 


® Broadcasters who oppose toll tv 
got powerful support from mem- 
bers of Congress who feel that 
commercial tv might be injured 
if FCC went ahead with a test of 
toll systems. Legislation outlawing 
toll tv was introduced by several 
members, including Sen. Strom 
Thurmond (D., S. C.), a member 
of the Senate commerce commit- 
tee, and Rep. Emanuel Celler (D., 
N.Y.), chairman of the House ju- 
diciary committee. In a letter urg- 
ing FCC to turn the problem over 
to Congress, Rep. Celler expressed 
fear toll tv would result in power- 
ful monopolies over talent and 
programming, draining the best 
shows out of commercial tv to 
box-office stations. 

Despite sharp protests from im- 
portant congressional figures like 
Rep. Celler and Rep. Oren Harris 
(D., Ark.), chairman of the House 
committee on interstate and for- 
eign commerce, FCC has stood its 
ground on the toll tv test. It wrote 
Rep. Celler that existing law spec- 
ifies that FCC must consider pro- 
posals for new services which will 
result in increased use of broad- 
cast frequencies in the public 
interest. 

The commission said there has 
not been anything “precipitate” 
in its processing of toll tv. While 
Congress could adopt such legis- 
lation as it wishes on the subject, 
the commission told Rep. Celler 
that in the absence of new. iegis- 
lation, existing law requires that 
toll tv get full consideration on 
its merits. 


= One of the major problems wor- 
rying FCC as it considers an in- 
terim test of toll tv is that the 
test would involve such substan- 
tial investments by promoters that 
the operation could not be easily 
stopped in the event the commis- 
sion became concerned about its 
results from the standpoint of the 
public welfare. 

This issue, raised by proponents 
as well as opponents, may be a 
major turning point in FCC’s next 


move, some time this fall, when 
an indication must be given as to 
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whether the public test is to go 
ahead. 

Since FCC apparently is not 
ready to let toll tv go on a fully 
commercial basis without further 
experimentation or discussion, it 
is a good bet that toll tv will be 
overshadowed soon by discussion 
of proposals to stimulate more 
competition in the field of tv 
programming. 


® Investigations of network dom- 
ination of tv which hit their stride 
early in 1956 have reached the 
“pay-off” stage. Within the next 
few weeks the industry should get 
a reliable indication of the kind 
of changes—if any—that it will 
be asked to make. 

Beyond doubt, tv has ranked 
during the past two years as one 
of the nation’s most investigated 
industries. This is hardly surpris- 
ing. For the public is intensely 
concerned about getting good tv 
service. Members of Congress have 
been under heavy pressure to find 
out how the present programming 
pattern developed, and why the 
industry has virtually stopped 
expanding. 

At times during the past two 
years, industry executives literal- 
ly needed scorecards in order to 
keep the investigators straight. In 
addition to two major congres- 
sional committees—the Senate 
committee on interstate and for- 
eign commerce (Senate commerce 
committee) and the House anti- 
trust subcommittee of the judi- 
ciary committee (anti-trust sub- 
committee) —there have been 
visits and demands for information 
from the special network study 
group of the Federal Communica- 
tions Commission and from FBI 
agents representing the anti-trust 
division of the Department of 
Justice. 


s During this summer, the two 
congressional investigating groups 
released reports summarizing the 
impressions they hold from the 
voluminous hearings on tv opera- 
tions which were conducted in 
1956. If these reports are bell- 
ringers of the thinking among in- 
vestigators at FCC and the De- 
partment of Justice, there can be 
little doubt that networks will 
soon face a last-ditch stand to 
defend their existing methods of 
doing business. 

While the investigations were 
conducted independently of each 
other, the two congressional re- 
ports are strikingly similar in their 
implications. Both reports argue 
that existing “must buy” require- 
ments of the networks represent a 
questionable restraint on the free- 
dom of advertisers, and both pro- 
pose the same remedy—the adop- 
tion of some kind of minimum 
' dollar amount in place of a “must 
buy” list. 

Both reports are emphatic in 
holding that option time gives net- 
works a distinct advantage over 
other program sources. The House 
anti-trust committee urges FCC 
to consider the need for some re- 
vision of option time, while the 
Senate commerce committee staff 
report specifically urges revision 
of limitations on network option 
time so that at least a portion of 
the best viewing periods are avail- 
able for syndicated or locally orig- 
inated programs. 


@ Since the release of the two 
congressional reports, there have 
been many predictions by in- 
formed sources here that equally 
strong recommendations can be 
expected when the FCC’s network 
study group files its report at the 
end of September or early 
October. 

For more than 18 months this 
group has worked quietly, collect- 
ing the most detailed information 
on business methods from every 
segment of the tv industry. Its 
demands from tv film syndicators 
were so complex, some companies 
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risked a federal court order rather 
than complying voluntarily. 

One clue to the thinking of the 
network study group leaked out 
early in the year when Dean Ros- 
coe Barrow, study group staff di- 
rector, filed an interim report with 
the commission strongly opposing 
any moves at this time to relax 
the existing seven-station limit on 
multiple owners of radio-tv sta- 
tions. 


s This analysis by Dean Barrow 
which was subsequently printed 
in the record of the House anti- 
trust subcommittee, reported that 
the multiple stations limitation 
should be tightened rather than 
loosened. The document is widely 
credited with blocking an impend- 
ing commission vote which would 
have broken the _ seven-station 
ceiling. 

The study group’s report will 
not, in itself, force change on the 
industry. Once the report is pub- 
lished, FCC must still decide 


which of the study group recom- 
mendations it wishes to consider. 
After that it must go through the 
normal hearings procedure re- 
quired before regulations are 
adopted. 

Because administrative hearings 
of this type are cumbersome 
and legally vulnerable even under 
the most favorable conditions, 
there obviously is no possibility 
that new network regulations 
would be in effect this year. In 
fact, assuming full exercise of ap- 
peal rights by “aggrieved” parties, 
another two or three years migh 
pass before a decisive change in 
FCC regulations could be imposed 
over the determined opposition of 
industry members. 


= Industry leaders have already 
seen proof this year that the anti- 
trust division of the Department 
of Justice stands ready to inter- 
vene in the event that question- 
able business restraints survive 
the review of Congress and the 


80% to 100% coverage in 20 of these counties!* 63% of more 
than a million TV homes! 


Sure, you get top coverage with WJACTV, but to make the picture 
even brighter, you get amazing audience loyalty and program 


appeal! In the Johnstown- 

Altoona area, during the 7:00 
to 11:00p.m. period, WJAC-TV 
leads in 105 periods, while the 
competition leads in only 7. 

Put yourself in this picture 
-cash in on Pennsylvania's 
3rd TV market with WJAC-TV. 


*Nielson Coverage Services—Report No. 2 
(monthly coverage percentages) 
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MOBILE AUDIENCE—Chart shows how radio’s away-from-home audi- 
ence is distributed. For example, 70% of away-from-home listening 
in summer is by car radio, compared with 67% in winter. Only 
important difference between summer and winter listening is that 
during summer vacation time, the percentage of at-work listening 
drops. But obviously the radio goes along on many vacations, so 
outdoor listening goes up. Winter and summer out-of-home listen- 
ing are equally important, representing nearly 20% of the total 
radio audience, according to Pulse Inc. 


FCC. 

Two major anti-trust assaults 
have already been launched in 
television since anti-trust chief 
Victor Hansen appeared before the 
House anti-trust subcommittee last 
fall to outline a far-reaching 
nvestigation of tv business meth- 
ods which his staff had under- 
taken. There are broad hints that 
the cases currently under way rep- 
resent “only the beginning,” and 
that far more fundamental attacks 
on the industry can be anticipated 
unless steps are taken to relin- 
quish existing restraints on time, 
talent and program services. 

Anti-trust division’s first case 
involved the NBC-Westinghouse 
stations swap. In this case, the 
anti-trust division is arguing that 
network power is so great that 
even a giant like Westinghouse 
was helpless when its affiliation 
agreements were at stake. As an 
immediate remedy, the depart- 
ment asks that the Philadelphia 


station be restored to Westing- 
house. 


® Of broader interest are the anti- 
trust complaints filed this spring 
against six film distributing or- 
ganizations offering Hollywood 
feature films to tv. Here the de- 
partment charges “block booking” 
of the type outlawed in the old 
motion picture cases. 

In essence the department 
claims stations are forced to take 
a complete package of films, with- 
out regard to the merits of an in- 
dividual film. Some authorities say 
legal questions raised by these 


complaints could eventually belj 


raised in cases involving the oper- 
ation of network option time over 
tv stations. 

Basic complaints behind these 
tv investigations originated with 
tv film syndicators and operators 
of independent stations who 
charge that network control over 
prime viewing time has stifled the 


Syndicated Film Status in 25 Eastern Markets 
Total Hours of Film on the Air Per Week** 
Compiled by California National Productions Research Dept. 


1954 1955 


1956 1957 


Total Hrs. Total Hrs. Total Hrs. No. of Total Total Hrs. No. of Total 


All All 
Syndicators Syndicators 
Albany-Schenec- 


tady-Troy ........ 4% 8Y, 
SE a Suaeaees vce 134% 18% 
Baltimore 13 17% 
Birmingham ....... 7% 10% 
RS nag als 0 ea 13% 23% 
Buffalo 9% 16% 
Charlotte ...... ae 7% 
Columbia, S.C. ..... 9% WY 
Greensboro- 

Winston Sclem.... 5% 10% 
Johnstown ......... 5% 8y, 
Lancaster-Harrisburg . 14% 19% 
Memphis oa” ae 12 
Miami-Ft. lauderdale 134% 19% 
Nashville .... se 22% 
New Hoven-Hartford- 

New Britain 10 15% 
New Orleans 8y, 14 
New York _.. 25% 54% 
Philadelphio 32% 27% 
Pittsburghi- 

Steubenville 15% 16% 
Providence . .. T% 7% 
Richmond ._... so ee 6%, 
Rochester ...... 10 44% 
Scranton- 

Wilkes Borre* 26% 
Syracuse ..... oo 6% 
Washington .. . 15% 384%, 

. . 289% 433% 


* No figure available for 1954 


All Hrs. on All Hrs. on 
Syndicators Strip Run Syndicators Strip Run 


9) on 19% 9% 
31 it 7%, 44 14% 
33% 1% 47% 21% 
14 ioe 18% z 
17% 1 26% 4% 
28% 2 45 19% 

- on 24% 9% 
12% 2% 201% 2% 
4% 2% 16% 4% 

- -_ 15% ow 
28% 1 39% é 
30 1% 26% 7 
18% 2% 37% 13% 
37% 15% a% 18% 
19% 1 28% 12% 
14 =~ 26 7% 
81% 30% 130% 51% 
35% 10 47% 16 
15 3% 23% 8M, 
10 1 27 12% 
13% 2% 36% 25% 
22% 5% 21 3% 
39% 16 ay 13% 

9% on " = 
42% 16% 67% 34% 

594 149% 882% 318% 


** Based on latest (Jan.-May) available American Research Bureau data for market 


Note: Table does not include shows ploced on the networks by the syndicator-distribu- 
tors; nor does it cover time filled by feature movies. 


production of high-quality pro- 
gramming by non-network sources. 
To all intents and purposes, the 
two congressional reports released 
this summer fully support these 
charges. To document its position, 
for example, the House anti-trust 
subcommittee released elaborate 
tables summarizing such subjects 
as the percentage of station time 
used for network programming. 
Other tables analyzed network af- 
filiation contracts, to show wide- 
spread concessions granted to 
some stations or demanded from 
others. One exhibit covered con- 
tracts between networks and big 
name stars, while another sum- 
marized network participation in 
the control of independent pro- 
gram producing organizations. 
Congressional committees have 
proposed a variety of “reforms” 
in addition to the elimination of 
“must buy” and revision of “op- 


OKLAHOMA 
CO-SPONSOR 


SELLS 80% 
OF DEALERS! 


EL CHICO FOODS, INC., 
co-sponsors of THE CISCO KID 
in Oklahoma City, report thru 
Purnell Advertising: 


“With THE CISCO KID 
behind our sales efforts, El 
Chico Foods placed their 
line in 8 out of 10 dealers 
approached in the 46- 
county area where THE 
CISCO KID is received. 
Through THE CISCO KID, 
El Chico Foods has been 
able to place displays in 
many stores who previous- 
ly refused them.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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15 Top Radio 
Spenders, 1957 


Spot and Network 


Radio Advertising Bureau 
Estimates 


American Tobacco Company 

Anheuser-Busch 

Bristol-Myers Compony 

Brown & Williamson Tobacco Corp. 

Colgate-Palmolive Company 

Ford Motor Company 

General Foods Corp. 

General Motors Company 

Thomas Leeming & Co. 

Lever Bros. 

Liggett & Myers Tobacco Co. 

P. Lorillard Co. 

Philip Morris Inc. 

R. J. Reynolds Tobacco Co. 

Warner-Lambert Pharmaceutical Co. 

Note: Companies are listed alphabeti- 
cally, not by rank. 


tion time.” One proposal would 
prevent networks from participat- 
ing in the ownership of independ- 
ently produced programs. Another 
would prevent networks from en- 
croaching on non-option time. 
There are other proposals to pro- 
hibit networks from serving as 
station reps, or from conducting 
film syndication operations. There 
is substantial support for a rule 
requiring networks to make all 
affiliation contracts open to public 
inspection. 

One legislative idea sponsored 
by the House anti-trust subcom- 
mittee seeks to bring network 
discount schedules under the 
Robinson-Patman law. Under ex- 
isting law, the anti-trust subcom- 
mittee said, advertising discounts 
are exempt from  Robinson- 
Patman provisions specifying that 
discounts must be “cost justified.” 
As a result, a subcommittee study 
showed, large advertisers earned 
discounts which sometimes re- 
sulted in substantially lower tv 
costs than smaller competitors 
could earn. 

Rep. Emanuel Celler (D., N.Y.). 
the subcommittee chairman, is 
particularly concerned about this 
problem because he feels it gives 
large integrated companies a com- 
petitive advantage over specialized 
companies, and may even force 
them to consider mergers which 
will result in product diversifica- 
tion. In some instances, he thinks, 
the larger discounts available to 
diversified companies on the basis 
of their full tv activity are too 
great an advantage for the single- 
line company to overcome. # 


Dahlman Operation Buys 
TV Station Equipment 

Louis J. Dahlman, president and 
majority stockholder in Television 
Clearing House, New York, tv sta- 
tion consultant, has been named 
president of a new subsidiary of 
the company, Mutual Television 
Purchasing Corp. The new sub- 
sidiary will act as resident buyer 
in New York and Hollywood of 
television station equipment. 

Some 28 station managers have 
indicated their willingness to join 
the volume purchasing plan, which 
guarantees stations 6-10% savings 
in their annual purchases, Mr. 
Dahlman said. 


‘Patrol’ Renewals 97% 

Of last year’s sponsors of 
“Highway Patrol,” 97% are re- 
turning again this year, Ziv Tel- 
evision Programs, Cincinnati, the 
producer-distributor, has report- 
ed. Among the returning sponsors 
will be: P. Ballantine & Sons, 
through William Esty Co., for 25 
markets; Kroger Co., through 
Campbell-Mithun, for 13 markets; 
Sealy Mattress Co., through Lang, 
Fisher & Stashower, for five mar- 
kets, and Lion Oil Co., through 
Ridgway Advertising, for nine 
markets. 


Kinnaird Adds Glenmore Duties 


William Kinnaird has been ap-| } 


pointed advertising manager of all 
Glenmore Distillers Co. products 
handled by Compton Advertising, 
which include the Yellowstone di- 
vision and King’s Ransom and 
House of Lords scotch. He former- 
ly handled the Yellowstone divi- 
sion only. Robert Nash will contin- 
ue as advertising manager of all| 


Glenmore products handled by| fj 


D’Arcy Advertising Co., which in- 


clude Kentucky Tavern bourbon, | J 


Thompson blended whisky and 
Glenmore vodka. 


Phil Rose Sets Promotion 

Phil Rose, Los Angeles women’s 
sportswear manufacturer, has 
scheduled a fall campaign which 
includes advertising in Charm, 
Mademoiselle, Seventeen, Vogue 
and tie-in advertising in Holiday. 
The company is also participating 
in a traveling fashion show being 
promoted by Scandinavian Air- 
lines System. Carson/Roberts, Los 


Angeles, is the Phil Rose agency. 


ROBERT B. SELBY has been named ad- 
vertising director of the San Fran- 
cisco News, succeeding Robert K. 
Stoltz, who will continue in the 
Scripps-Howard organization in a 
new assignment. Mr. Selby has 
headed his own agency, Robert B. 
Selby & Associates, for the past 
11 years. Previously he was with 
the News as an advertising sales- 
man, 


Steche] Joins Newsletter 


Jesse Stechel, formerly trade re- 
lations manager of Brown-Forman 
Distillers Corp., Louisville, has be- 
come co-owner and editor of “Out- 
door Advertising Newsletter,” New 
York. 


HinterLANGUAGE Spoken Here! 


Hemey, human copy that’s understand- 
able—believable to run-of-mill folks in 
the hinterland. TEST A SERIES! Phone 
HA 17-9187 or write on your letterhead. 


“That Fellow Pott” 
Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Quite a few Pennsylvania markets look big on paper. But many a newspaper advertiser has dis- 
covered that they’re not really markets at all. On inspection they turn out to be artificial creations, 
the result of lumping together two or more neighboring cities, each with its own newspaper 
loyalties. = No single newspaper purchase can cover the entire “market.” m By contrast, look 
at Erie, Pennsylvania’s 3rd city. Here the circulation of the Times & News (now over 91,000 
daily) covers the whole market, not just part of it. m It’s the perfect combination: a sales area 
that ranks high within its state, and a medium that delivers it. These are two strong reasons why 
Erie is the only logical 3rd market buy in Pennsylvania. 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 
—and Erie 


The Erie Times (evening) 


The Erie NewS imornine 


The Erie Times-News (sundev) 
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Tidewater Oil Slates Drive 
in East for Flying A 

Tidewater Oil Co., through Foote, 
Cone & Belding, plans a new ad 
campaign for 13 eastern states to 
be based on the theme “Super 
Power—Extra Savings” to pro- 
mote the company’s Flying A super 
extra gasoline. 

The campaign will be carried in 
more than 250 newspapers and by 
some 200 radio commercials on 37 


eastern radio stations. Painted bul- 
letins and point of purchase ma- 
terial will be used. 


Deg Powers Joins Langeler 

Deg Powers Jr., for the past sev- 
en years associated with a Hartford 
agency, has joined Langeler Ad- 
vertising Agency, Orange, Conn., 
as production coordinator and ac- 
count executive. 


MONKEY BUSINESS—A highly entertaining commer- 
cial featuring a tea party and a humorous kicker in 


it is... 


silver and tinkling tea cups ...what a happy time 


the end for Brooke Bond P. G. Tips. The commen- 
tary: “The clock strikes four. In millions of English 


..and how fortunate the hostess who knows that 
homes that means it’s tea time... with its gleaming 


get your 


sharply when set in 


Warwick 


46 Just a note to let you know that the copy you set for us in 
Phototype was excellent in quality and simple to work with. 
No more typesetting and “blowups” for headline type after 
working with the crisp sharpness of type set photographically. 


Make your sales point 


action from every word of copy. Warwick 
Phototype is your guarantee of hairline sharpness, 
cleanest impression possible and spacing that 
eliminates ‘eye bounce’’—and lost readers. Save 
production time (and money) too! 


Get ‘‘set’’ for sharper selling typography. 


Switch to Warwick Ph 
Call, wire or write for 


eee TYPOGRAPHERS: INC. 
920 WASHINGTON AVE., ST. LOUIS 1, MO. 
SERVICE 


FAST OVERNIGHT AIR 


To 


message across 


Phototype 


a7 


WISCONSIN AGENCY 


sharper next time. Get more 


ototype on your next job. 
samples. 


ALL PARTS OF THE COUNTRY 


For no matter how elegant the manners...or 


charming the company... 


...good fresh tea...tea you can 
delicious drop.” 


Answered by John Pepper 


and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


UESTION: I’m missing sales in the 


. What's wrong with my sales approach? 
You can be missi 


Mr. Pe 7 
ume pate in Memphis, if 


“What's Wrong With 
My Sales Approach 7” 


Mr. Fe 


294,100, Memphis 


bea 


: With an annual earni 


of this income on consumer goods. 


power of $616,- 
Negroes spent, on the average, 80% 
Mr. Pepper: And WDIA, with the 
only 50,000 watt transmitter in the 
area, combines power, coverage and 
following to deliver this Memphis 
market to you as a unit. It’s a ready- 
made, sales-responsive market! 

Mr. Ferguson: A high volume market 
which buys 47.3% of the bread sold 


in Memphis. . . 52.5% of the shortening . . . 52.9% of the 


women’s hosiery! 


high vol- 


» Mr. Fe 
ou ven't re- 


more! 


Mr. Pepper: The Negro has become a vital contributing 
factor to the booming economy of the Memphis area, 


increasing industrial and commercial 


ether He is elevating his standard of living . . . he is 
uying more consumer goods. 

son: He is buying more because he is earning 
e Memphis Negro has a higher comparable in- 


alized that the N: population makes up 
over 40% of the Memphis trading area! 
Mr. Ferguson: And you're wniaring high 
volume aie... ol pois. . . xou 
haven't realized that with WDIA, the 
radio station in the area to program exclu- 


sively to Negroes, you can sell this 
market as a unit! 


b je niage of television ownership 
among Negroes iw Negro newspa| readership 
mean that you can’t reach the Memphis Negro effective- 
ly through these media! 

Mr. F : You don’t reach this market with any 
other io station, either, since Memphis Negroes listen 
first and foremost to WDIA. Within 

one year after its c e to exclusive 


DIA 
re. = 


emphis Negro s 


come than Negroes in any other area in the whole coun- 

try. According to a recent 129-city survey by one of the 

country’s largest corporations, Memphis with $28.79 of 

Negro income for every $100 of white income, ranks first 

in ratio of total Negro to total white income. That’s 

three times the average of comparable Negro income in 

a < roca . .. almost five times the average in New 
ork! 

Mr. Pepper: For scores of such year- 

round national advertisers as Colgate, 

Chesterfield, Maxwell House Coffee 

and Nabisco, WDIA's unique, hard- 

hitting salesmanship delivers high vol- 

ume sales and profits unmatched by 

any other medium in the area! 

Mr. Ferguson: WDIA can create the same high volume 

— Rw poanest. Within its ox e area are 

d egroes—almost one-tenth of the Negro ju- 

lation of the United States! wis 

Mr. Pepper: And remember again: WDIA can deliver 

this market to you as a unit! Write us today. Let us 

know what product you want to sell. 

Mr. Ferguson: We'll give you facts showing how we can 

create sales for you ... in this solid Southern market! 


WDIA is represented nationally by John E. Pearson 
Company 


Commercial Manager, Hareld F. Walker 


kind of tea... 


taste to the last 


her favorite tea is also the favorite of her friends. 


...no guest is ever really happy without the right 


The kicker comes when the chimp holds up a 


package of Brooke Bond P. G. Tips tea. Spottis- 
woode Advertising is the agency. 


Brition’s Slap at U. S. 
TV All But Forgotten as 
Radio, Too, Eyes Ad Lure 


New York, Sept. 10—About 
four years ago—on Nov. 5, 1953, 
to be exact—Christopher Mayhew, 
a Laborite member of Parliament 
in Britain, showed up for an Ox- 
ford Union debate with a monkey 
firmly in tow. 

Mr. Mayhew had come to debate 
the pros and cons of commercial 


World Commercial TV Grows-Despite 
Critics and Mr. Mayhew’s Baboon 


television (he was, of course, con) 
and he introduced his charge as 
“Beauchamps, a candidate for 
Britain’s first television baboon.” 

Mr. Mayhew, an accomplished 
actor as well as a politician, ex- 
plained: “This animal is greedy 
and can only gibber. He is there- 
fore perfectly qualified to take 
part in a commercial tv program.” 


® The monkey was an allusion to 
the J. Fred Muggs of American 
television and Mr. Mayhew didn’t 


Advt. 
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HANG YOUR 
HAT WITH 
HE BEST 


THE CHlcAGo AMERICA 


ot oF ae 


You’re in the best of company when you're in 
Pictorial Living, The Chicago American’s 
locally-edited Sunday roto magazine. (Our rack 
isn’t large enough to show all 1957 advertisers’ 
names.) 

Why have these wise advertisers and their 
agencies selected The American? 

Perhaps they like the huge circulation, cover- 
age where it counts, the attractive rates, or 
the proven, high readership of rotogravure. 

Maybe it’s the independent, local editorial 
content, or the fine quality of printing. 

Could be for lots of reasons. 

We'd like to show you why your hat should 
hang here, too. 


“ ise owe 
the independent Sunday roto magazine in 


THE CHICAGO AMERICAN 


Represented nationally by Hearst Advertising Service Inc. 
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fail to get his point across. He 190. 
won the debate handily, 305 to|~-While Mr. 


victorious in this intellectual skir- 


Mayhew emerged}{mish, he and his fellow Laborites 


mm = Biggest Buying in 
| Upstate Wisconsin... 


_ is in Green Bay where 475,000,000 
wholesale-retail dollars changed hands in ‘56. 
In this independent market you'll get results fast for 
whatever you test, tell, sell or show. We say 
“it only takes ONE in Green Bay”. . . and 
advertisers agree by keeping the PRESS-GAZETTE 
first in national linage in upstate Wisconsin! 
Full color available. 
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THe GREEN Bay PRESS-GAZE 
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went down to defeat in the larger 
debate. Britain did adopt commer- 
cia] television and it has proved 
to be so successful that Mr. May- 
hew’s opponent in that debate, 
novelist Norman Collins, is now 
pressing strongly for the intro- 
duction of commercial radio in 
Britain. 

This incident is cited here be- 


cause in the past four years the 
Mayhew-type of opposition has | 
cropped up again and again in 
countries where commercial tele- | 
vision was under active consider- 
ation. 


s Strong pressures for commer- 
cial tv are afoot today in Sweden, 
the Netherlands, Austria, Switzer- 
land, Germany, Denmark and 
Finland. 

In each of these countries the 
counterparts of Mr. Mayhew are 
highly vocal in their opposition— 
and so far they have carried the 
day. They rise to point out that 
allowing advertising in television 
will undoubtedly result in a low- 
ering of cultural standards, an 


ef 
New rows” 
Ad 1958 


Advertising Program 
reaching the... 


B 


SERVICE 
STATION 
MARKET 


U. 8. Census Bureau shows a 
total of 181,747 service stati 
im the United States. 


Through methods developed 
by the largest full-time controlled 
circulation staff in the world, 

» SERVICE STATION Manage- 
» ment will screen out the top Retailer 4 

135,000 service stations in the 
} country. Special emphasis will be 
| placed on reaching those stations 
| already performing service work. 

SERVICE STATION 
ment provides 69,708 (107%) 
more service station coverage 
than Super Service Station and 
28,677 (27%) more than Gaso- 
line Retailer—at far less cost per 107% 
page per service outlet reached. 

For the most comprehensive 
market coverage at the lowest 
cost, SERVICE STATION 

first 


Tir a ee 


27% 


Masai 


4 


106,323 
$747.09 


*Cireulation based on December, 1956 B.P.A. stajements except for 
- SERVICE STATION Management which ts guaranteed with the 


j_ March, 1968 lee. ry 


¢ er = 
SEVICE 
NA 


TOP SERVICE STATION OUTLETS 


Blanket the important service station market with SERVICE STATION Management. New in 
name and editorial scope only, it will provide coverage of qualified service outlets not at present 
receiving its companion publication, MOTOR SERVICE. 


SERVICE STATION Management and MOTOR 
SERVICE in combination offer market coverage of 
more than 300,000 automotive service outlets—-NO 


DUPLICATION of CIRCULATION! 


Give your products, your salesmen and your job- 
use both SERVICE 
STATION Management and MOTOR SERVICE 


bers every advantage in 1958 


for dominating coverage of your 
ice market. 


For complete information, rates 
ond preferred positions, CALL COLLECT. 


Chicago—FRanklin 2-0771 


Gorviee Station 


MANAGEMENT 


549 W. WASHINGTON BLVD., CHICAGO 6, ILL. 


automotive serv- 


Americanization of national cul- 
ture and higher prices for con- 
sumer goods. 

Opposition also comes from the 


print media—newspaper and 
magazine publishers who fear 
competition for advertising. In 


Germany, where commercial tv 
has been tried out in Bavaria, 
the newspaper proprietors have 
gone into court in an effort to kill 
the development. In Switzerland, 
the frightened newspaper pub- 
lishers have offered to pay $500,- 
000 ann’ ally for 10 years to help 
support government-operated tel- 
evision. 


® Despite these frantic efforts, 
support for commercial tv grows 
stronger all the time in country 
after country. Why? Particularly 
when these same countries have 
never permitted advertising on 
radio. 

The answer is simple and fairly 
obvious: Television is an expen- 
sive proposition. Countries anx- 
ious to get into tv have quickly 
discovered that development costs 
are so high that television opera- 
tions cannot be adequately sup- 
ported without either advertising 
or a crushing license tax on set 
owners. 

Faced with these alternatives, 
many countries which previously 
shunned broadcast advertising 
like the plague are coming around 
to the view that commercial tv 
may be a “necessary evil.” The 
success of tv advertising in Brit- 
ain has, of course, been an impor- 
tant precedent. 


® Thus, in socialist-oriented Swe- 
den, a proposal to consider com- 
mercial tv lost out by only one 
vote this spring in one of the 
legislative chambers. Many ob- 
servers in Stockholm feel it is 
only a matter of time before Swe- 
den has advertising on television. 

It is also considered likely that 
the Netherlands will soon adopt 
one of several commercial tv 
plans now under discussion there. 
Ireland, following the lead of 
Britain, is expected to have tv ad- 
vertising. 

The economics of television 
without advertising is well illus- 
trated by two examples. In 
Switzerland, tv set owners must 
pay an annual license fee of 
$13.80, compared with $6 for a 
radio license fee. In Sweden, the 
government is thinking along 
lines of a $15 annual fee for set 
owners. 


@ These high fees, coupled with 
fairly high prices for tv receivers, 
have held back development of 
television in many parts of the 
world. It is a matter of record 
that television has made its great- 
est progress in countries where 
some form of advertising is per- 
mitted. 

Britain, for example, has now 
passed the 7,000,000-set mark and 
accounts for more than half of the 
tv receivers in use throughout the 
world, excluding the United 
States and Canada. 

Japan, which introduced com- 
mercial television in 1953, will 
have 1,000,000 sets in use by 1958. 


# Australia, where commercial 
television is one year old this 
month, already has 250,000 sets 
installed. 

The Latin American countries 
have followed the lead of the 
United States in allowing adver- 
tising. There are currently an es- 
timated 1,300,000 tv receivers in 
use in Latin American countries, 
with the leaders as follows: Bra- 
zil (400,000), Cuba (280,000), 
Mexico (250,000), Argentina 
(100,000) and Venezuela (100,- 
000). 


® Television has also started in 
Colombia, Uruguay, San Salvador 
and Guatemala, with transmis- 


sions scheduled to begin shortly 
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Grit sells a mass market 
of 16,000 true small towns 


You have to Aimwell (La.) your Rifle (Colo.) to 
penetrate the magnificent market represented by 
America’s true small towns. 

Grit is the only national publication which de- 
votes itself exclusively to their interests. It’s the 
only one with a circulation concentration as high 
as 58.53%—or anything approaching that figure— 
in towns of 2500 and less. It’s the only one to offer 
virtual home-town coverage of 16,000 such towns 
all over the land. It’s the only one to capture the 
“‘feel’’ of true small towns—towns beyond the 
sphere of influence of major cities. 

Here is a world that’s comfortable and opti- 
mistic and good. The friendly druggists are really 
friendly —they’ve watched their customers grow up. 
The school teachers practice the fundamental 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


discipline of the three R’s. And the streets aren't 
cluttered with frantic cut-price merchandisers. 

Here is a mass market in which you can win a 
lasting consumer franchise by sound advertising— 
with Grit as your spearhead. We have, and shall be 
glad to furnish, 2! years’ proof of that statement. It 
is more true today than ever before—for Grit, with 
4 million readers and significant advertising gains, 
is more influential than ever before. 

For a big-space, full year’s campaign in Grit, you 
need only pay about as much as you would for one 
insertion in a mass-circulation weekly—a mighty 
small Price (Ky., Md., N.C., N. Dak., Tex., Utah) 


for a mighty big sales Advance (Ind., Mo., N.C.). 
Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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in Peru and Chile as well. 


8 In continental Europe, the big- 
gest tv country is West Germany, 
with 906,000 receivers in use as of 
July 1. France, which has stub- 
bornly resisted commercial tv, has 
only 700,000, despite an early 
start. 

American television film pro- 
ducers and distributors are keep- 
ing a watchful eye on these over- 
seas developments. Foreign tv 
stations already represent an im- 
portant market for their product. 
CBS Television Film Sales Inc. re- 
ported last month that foreign 
sales now account for 20% of its 
gross volume and in the case of 
some syndicators, this percentage 
is even higher. 


s On the world radio front, the 
United States still has more sets 
in use than all of the other coun- 
tries combined. However, the 
number of radio receivers outside 
of the U. S. and Canada has in- 
creased by 20% since 1954 and 
now totals 130,500,000, according 
to the U. S. Information Agency. 

Western Europe, with approxi- 
mately 65,000,000 receivers, con- 
tributes half of this total, with 
Britain and Germany each ac- 
counting for 14,000,000 and France 
10,000,000. 

European radio is generally 
non-commercial—“no advertising 
allowed”—but there has been 
some penetration. Radio Luxem- 
bourg, a full-scale commercial 
operation, reaches countries 
throughout Europe, and there are 
small commercial stations in Mo- 
naco and the Saar. There is also 
limited radio advertising in Italy 
and Germany. 


s In Latin America, where com- 
mercial radio is the rule, there 
are an estimated 21,500,000 re- 
ceivers. Five countries have more 
than 1,000,000 sets: Brazil (6,- 
000,000), Argentina (5,500,000), 
Mexico (3,200,000), Colombia (1,- 
800,000) and Cuba (1,250,000). 

Japan, which does have com- 
mercial radio, boasts 13,250,000 
sets. 

Even in radio, demands for ac- 
ceptance of advertising have met 
with some success. Japan initiated 
commercial radio in 1949 and it 
now accounts for 20% of total ad- 
vertising volume in that country. 
Several important German sta- 
tions also began taking advertis- 
ing in 1949. In May of this year 
advertising appeared for the first 
time on the state-operated radio 
in Israel. And, as previously not- 
ed, a campaign for the introduc- 
tion of commercial radio has been 
launched in Britain, once the 
world’s stronghold of non-com- 
mercial broadcasting. = 
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feature 


SEND FOR a copy of FEATURE — 

America’s only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 


Keystone Adds 17 Affiliates 

Keystone Broadcasting System 
has added 17 new affiliates, bring- 
ign its total to 985. The new affili- 
ates are KLYX, Berryville, Ark.; 
KELD, El Dorado, Ark.; KWRF, 
Warren, Ark.; WOOO, Deland, 
Fla.; KSIG, Crowley, La.; KVPI, 
Villa Platte, 
minster, Md.; WCMP, Pine City, 
Minn.; KFAM, St. Cloud, Minn.; 
KURV, Holdrege, Neb.; KWRW, 
Guthrie, Okla.; KLIQ, Portland, 
Ore.; WCLE, Cleveland, Tenn.; 


La.; WTTR, West-| 


KAML, Kenedy-Karnes City, Tex.; 
KTET, Livingston, Tex.; KBAL, 
San Saba, Tex., and WJMA, 
Orange, Va. 


Ketchum Adds Pyramid Rubber 

Pyramid Rubber Co., Ravenna, 
O., manufacturer of the Evenflo 
line of baby feeding equipment, 


|has named Ketchum, MacLeod & 
|Grove, Pittsburgh, as its agency. 
|The account was previously han- 


dled by Brown Advertising Agen- 
cy, Akron. 


Taylor-Chalmers Names Kill 

Taylor-Chalmers Advertising, 
South Bend, Ind., has appointed 
Donald R. Kill an account execu- 
tive. He formerly was with the 
national sales promotion and ad- 
vertising department of Sears, Roe- 
buck & Co. 


Porter Ltd. Names Kemp 

T. M. Kemp has been appointed 
advertising and publicity manager 
of H. K. Porter Co. (Canada) Ltd., 
Toronto. Formerly assistant sales 
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manager of the company’s Henry 
Disston division, Mr. Kemp now 
will head advertising, publicity 
and sales promotion for both the 
company’s Federal Wire & Cable 
and Henry Disston divisions. 


Glickman Forms Agency 
Harold Glickman has resigned 
as an account executive of Silton 
Bros. to form his own agency, Har- 
old Glickman Advertising, with of- 
fices at 40 Commercial Wharf, 
Boston. 


. + + with more news, articles and Special Reports geared directly to the 
job interests of Metalworking production engineers and executives than 
any other Metalworking publication. And . . . more of these production- 
responsible men — your most important sales targets if you want to 
sell the $130 billion metal products manufacturing market — subscribe 
to American Machinist than to any other Metalworking publication. 
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Advertising Age, September 16, 1957 


Early Times Offers 
Winner $10,000 in 
Drink-Naming Contest 


LOUvISVILLE, Sept. 10—$10,000 for 
a name—that’s the newest offer 
being made by Brown-Forman 
Distillers Corp. in the promotion 
of its Early Times bourbon. 

The name is for an after-dinner 
drink, the national grand cham- 
pion of B-F’s 1957 mixed drink 


contest for bartenders (AA, Jan. 
28). 

The competition, which will run 
from Sept. 15 to Oct. 31, will be 
promoted in color pages in Life, 
Look, Newsweek and Sports Illus- 
trated, plus newspaper ads and 
outdoor posters. Two point of pur- 
chase programs, one for the pack- 
age store and the other for bars 
and taverns, will be used to pro- 
mote the contest at the retail level. 
Window streamers will carry the 
copy, “Mix It, Name It—Win 


$10,000, Ask Inside.” 

In addition to the $10,000 prize 
for the winning name, Brown- 
Forman also will give 300 Waring 
Blendors as second prizes. Con- 
testants will be required to name 
the drink and explain in 10 words 
or less why they chose the name 
submitted. 

(The recipe: 1% oz. Early Times, 
\% oz. strega wine, % oz. Bols anis- 
ette. Stir with cracked ice, pour 
into a cocktail glass. Add oil of 
twist of orange peel.) 


Ruthrauff & Ryan, Chicago, is 
the agency. 


Hadley Elected Senior VP 

James M. Hadley, vp of Kirch- 
er, Helton & Collett, Dayton, O., 
has been appointed senior vp of 
the agency. 


Rose to ‘Good Housekeeping’ 

Robert A. Rose, formerly with 
Family Circle, has joined the Chi- 
cago sales staff of Good House- 
keeping. 


4 aeece" moves M 


Bex: 


monirs evans os seve, 
Salus oon conven tunes cap autor 


CHAMP—Brown-Forman Distillers 
Corp. will use this color page to 
promote its $10,000 name-the-drink 
competition. The ad first appears 
in Sept. 23 issues of Life, News- 
week and Sports Illustrated. 


a nin 


“biggest moose 
you ever saw 


... and all I had 


was a slingshot” * 


“It was a rich, beauti- 
ful market but my adver- 
tising wasn't hitting 
home.” (Chances are he 
forgot about Mass Mail 
and Lemarge.) 


Mass Mail, the Lemarge 
way, is a new and econom- 
ical technique for testing 
and selling new markets 
and products, 


Mass Mail means a highly 
organized and researched 
campaign. It requires new 
methods, new machinery 
and men who are masters 


of this new marketing 
medium, Lemarge has 
them. We're writing the 


book on Mass Mail, from 
research to reward. 


If you would like to know 
more about Mass Mail 
and how Lemarge can 
contribute to your prod- 
ucts’ sales success, just 
clip your business card 
below and return it to us. 
We'll shoot the informa- 
tion to you promptly. 


LEMARGE 


Mailing Service Company 
417 South Jefferson Street 
Chicago 7, Illinois 


> your business card here 
a mail it to Lemarge for 
complete information. 
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Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright—accusing your 


Maiiland Boosts Davis 

Vic Maitland & Associates, Pitts- 
burgh, has promoted Benjamin I. 
Davis from production manager to 


EMPLOYERS. 
REINSURANCE 
CORPORATION 


Whether t's 
PRINTED 


Agency, Client or personnel. $O Sh vp of operations. He is succeeded 
BROADCAST ny Wee our unique oe mene. 2 faa no ee ae as production manager by Alan O. 
TELECAST ANCE, to cushion the claim — Chicago, 175 W Jackson | cata’ former instructor in 


san Francisco, 100 Bush St 


graphic arts design at Carnegie In- 


oa ty, inexpensively. stitute of Technology. 


Venda el Post Influente — 
el mercado de volumen de influencia activa. 


EVEN IN SPANISH IT’S: “Sell the POST INFLUENTIAL—the mass market of active influence.” 


Advertising Age, September 16, 1957 


Two TV Companies Ask 
FCC to Approve Merger 
Durham Television Co., Durham, 
N.C., and Hudson Valley Broad- 
easting Co., Albany, N.Y., have} 
asked the Federal Communications 
Commission to approve a merger 
of the two companies into a new 
company to be known as Capitol 
Cities Television Corp. Durham 
Television recently bought WTVD, 
Durham, from the Durham Broad- 
casting Enterprises for $1,500,000. 


| 

NAWGA Elects Treuenfels | 
National-American Wholesale) 
Grocers’ Assn. has elected Rudolph 
L. Treuenfels as exec vp and sec-| 
retary. Formerly with the Ameri- 
can Institute of Food Distribution 
and associate editor of Progressive 
Grocer, Mr. Treuenfels has been 


a NAWGA staff member for seven} 7 


years. Julian P. Ragland, exec vp| 
of C. B. Ragland Co., Nashville, | 
was elected president of the! 
NAWGA of New York City. He 
will take office next March. 
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IS YOUR FASTEST GRO 
Ten years ago Canada spent less than 4 a billion 
dollars in the United States; today, that figure 
stands at over 4 Billion! And in the years to come 


~ 


Business Newspapers 


it will keep growing. Another point—Canada likes are read by over 80% of Canadian business, pro- 

7 , . . . . . < . . " 

: U.S. products; less than 1 billion dollars is spent fessional and industrial men—want proof? Just 
in other world markets each year. write us! 


—S> 


BNA means Business Newspapers Association 
—the welded force of over 110 member 
ublications—and all Canadian. 

137 Wellington St. W., Toronto, Canada. 


ING CUSTOMER 


Canada wants your products—and the surest way 
of reaching this market is through Canadian 
the only publications that 


To sell Canada—advertise 
in Canadian business papers 
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WHITER THAN WHITE—Radion used a 
white color to contrast with plain 
newsprint for this ad promoting 
its washing qualities, in the Syd- 
svenska Dagbladet. 


J 
Tests Show Color’s 
Readership Wallop 
in Swedish Dailies 

SrockHoLm, Sept. 10—Use of 
color in newspaper advertising 
greatly increases readership, ac- 
cording to tests recently made in 
Sweden. 

The Danish magazine, Erhverv- 
sliv, reports that two ads identical 
except as to color were placed in 
the same Swedish newspaper for 
testing purposes. 

Women readers were then inter- 
viewed, and results showed that 
16% read the b&w ad, while the 
one in color was seen by 32%. The 
main illustration in the bkw ad 
attracted 13% of the respondents, 
while the one in color drew 25%. 

The text of the b&w ad was read 
by only 6%, while 20% read the 
text of the color ad. 


® Color is widely used in Swedish 
newspapers, and the latest devel- 
opment on this front was the pub- 
lication of an ad in black and true 
white. The ad, for Radion deter- 
gent, was printed by the Swedish 
daily, Sydsvenska Dagbladet. It is 
believed to be the first ad ever 
published with a white color. 

Object, of course, was to show 
how white Radion washes. + 
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Shopping Center Guide Out 

A “Directory of Shopping Cen- 
ters in the U.S. and Canada” has 
just been published by the Nation- 
al Research Bureau. It lists the 
centers by state and gives each 
center’s name, address, number 
of stores, extent of occupancy, the 
name and address of the owner 
and/or developer and the name of 
the leasing agent. It also shows to- 
tal land area and number of car 
parking spaces. It’s available for 
$25 a copy ($40 for two copies, 
$50 for three) from the bureau’s 
office at 802 Washington St., Bur- 
lington, Ia. 


Stetfy Named Exec VP 

George W. Steffy, formerly vp of 
the Yankee division of RKO Tele- 
radio Pictures, Boston, has been 
named exec vp of the regional net- 
work. 


Noble Joins Seklemian 

Jack Noble, formerly sales pro- 
motion director of Neiman-Marcus, 
Dallas, has joined Seklemian & 
North, New York, as an account 
executive. 
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Boston retailers, closest to the newspaper 
situation here in Boston, know best what has 
happened since the morning PosT went out of 
business. 


National advertisers can take their cue from 
Boston retailers who have given the HERALD- 
TRAVELER a leadership in retail linage of over 
one million lines over the second paper in the 
first six months of 1957. 


This is one reason why national advertisers 
have given the HERALD-TRAVELER a leadership 
of nearly 700,000 lines over the second paper 
for the first six months of 1957 — a leadership 
greater than the corresponding period of 1956. 


Represented nationally by 
GEORGE A. McDEVITT CO., INC. 
New York « Chicago « Philadelphia 
Detroit + Pittsburgh « Los Angeles 


Special travel and resort representative: 
HAL WINTER COMPANY 
7136 Abbott Ave., Miami Beach, Fla. 


Total linage leadership ‘has i 
30% over the second paper. ; 


Buy the “BIG BULK” in Boston 


Boston retailers know ‘that the HERALD- 
TRAVELER enjoys circulation leadership and 
reader loyalty where the greatest amount of 
discretionary buying power exists . . . and that 
both leadership and loyalty have increased in 
those areas since the post departed. 

Follow the lead of Boston’s retail business 
advertise where Boston spending power bulk 
biggest, the HERALD-TRAVELER . . . Bosten’s 
basic buy. jy! : 


li 


ONE contract delivers the “BIG BULK” ir 
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Anti-Trust Still Perils 
Publishers,SaysKramer 


(Continued from Page 1) 
newspaper publishing industry. 

While this pressure delayed 
some cases, and prevented others, 
the record shows it is not a par- 
ticularly reliable basis for plan- 
ning a business, he observed. 

In some instances the pressure 
to bring a case equaled or exceed- 
ed the counter-pressure from the 
publishers. So even though pub- 
lishing cases often had to be 
cleared at the very highest levels, 
the result in the past ten years 
has been a series of anti-trust de- 
cisions which leave no doubt that 
newspapers “can’t get away with 
rough stuff any more than other 
businesses.” 


s Sept. 4 was Mr. Kramer's first 
day in private practice, as he set 
out to satisfy a yearning “for some 
new experiences.” Since 1951 he 
had been chief of the general liti- 
gation section, a top career post in 
the anti-trust division. When he 
surprised his colleagues recently 
by announcing his plan to put up 
a law shingle, he emphasized that 
he decided to leave because he 
felt he had gone as far as he could 
hope to go in the government. 

At a staff party in his honor last 
evening, he reiterated his respect 
for the current anti-trust admin- 
istration. 

While he makes no secret of the 
fact that he regards former anti- 
trust chiefs Thurman Arnold and 
Stanley Barnes as the two most 
outstanding “bosses” he has had 
in this field, he told the staff “the 
public is getting as honest anti- 
trust enforcement today as it has 
ever had in the whole time I served 
in the department.” 

Because of his devotion to anti- 
trust prosecution (he recently re- 
ceived the department’s sustained 
superior service award), Mr. Kra- 
mer has long been recognized as 
a main spring in the anti-trust 
division. But he said that he does 
not feel any qualms about the 
prospect of becoming attorney for 
anti-trust defendants. “My efforts 
in behalf of anti-trust enforce- 
ment were not primarily a matter 
of doctrine,” he explains. “I like 
to think I am sufficiently profes- 
sional in my approach so that I 
can be just as vigorous in present- 
ing the other side of the story in 
an appropriate case.” 


s Except for war service, Victor 
Kramer has been associated with 
important anti-trust cases since 


: 
3 
z 
: 
< 


Thurman Arnold picked him from 
the Yale law school class of 1938 
and invited him to join the anti- 
trust staff of the Department of 
Justice. 

Most of his prewar experience 
centered on the Hartford-Empire 
Glass case. Since then his case 
load has included just about every 
industry other than oil, and in re- 
cent years he has been recognized 
within the division as the man 
most likely to succeed in cases in- 
volving media of information. 

One reason publishing and ad- 
vertising media are having to 
make serious anti-trust adjust- 
ments now, he says, is that it is 
only in recent years that their re- 
sponsibility under the anti-trust 
laws has been clearly established 
by court decisions. 


Many practices, such as the 
agency recognition system, sur- 
vived on the assumption that pub- 
lishing and advertising were gen- 
erally outside federal jurisdiction 
for anti-trust purposes. One legal- 
ly knowledgable individual who 


entered the publishing field once} 


confided to Mr. Kramer, “I was 
amazed at the agreements I was 
expected to make.” 


® The Justice Department’s first} 


Advertising Age, September 16, 1957 


major break-through in the pub-| Hi 


lishing field was the Associated | 


Press case. While Mr. Kramer did 
not participate in this case, his 
subsequent activities benefitted 
from the Supreme Court ruling 
that publishers who have com- 
manding positions in their com- 
munity cannot band together un- 
der rules which allow a member 
to exercise a veto which deprives 
his competitor of the opportunity 
to have access to an important 
service. 

In the series of media-of-infor- 
mation cases, few were more sig- 


Victor Kramer 


nificant than the Lorain Journal 
case. As a result of the Supreme 
Court ruling in that case, Mr. 
Kramer said, the old line of cases 
giving anti-trust immunity to pub- 
lishing and advertising was final- 
ly and completely reversed. 

Lorain Journal, he pointed out, 
was a clear-cut instance where 
high-handed tactics by a pub- 


lisher handed the government a 
perfect case. The case was picked, 
lhe said, because the facts were 
|virtually indisputable. The news- 
|paper quite openly was refusing 
to sell space to advertisers who 
bought radio time. “Unless we act- 
|ed,” he said, “the radio station 
was almost certain to be de- 
| stroyed.” 

The publisher, the late Sam 
Horvitz, apparently assumed this 
was none of the government’s 
business. In any event, when Mr. 
Kramer visited his office, he bris- 
tled with indignation. “For the 
only time in my whole career,” 
Mr. Kramer recalls, “I was invit- 
ed to leave.” 


® The sins of the Lorain Journal 
subsequently came back to haunt 
other information and advertising 
media which had relied on anti- 
trust immunity. With the Lorain 
Journal victory established, top 
political authority gave the “go 
ahead” for a test of unit advertis- 
ing rates, with the New Orleans 


gui 


Does ‘ business 


publication 


advertising pay ? 


Bill Kramer 


Monsanto Chemical Co. 


selis to industry 


No one is in a better position to give 
a hard-boiled, practical answer to 
this question than the men who spend 
their working lives on the sales front 
...the men the ads are supposed to 
help...the men who sell. 


Here are the statements of salesmen 
who know what advertising does 
for them when it appears in the in- 
dustrial, trade or professional pub- 
lications that serve the specialized 
markets to which they sell: 


en 


says Mr. Kramer: 


“We make many different chemicals, mostly 
standardized products that don’t have trade 
names. Many of our chemicals are purchased 
in small quantities direct and through dis- 
tributors. So you might think that all I have 
to sell is price. That’s not true. Thanks to 
our advertising in business papers the name 
‘Monsanto’ is known to stand for quality 
products and service. 


“We have so many small customers I can’t 
call on all of them, so advertising must carry 
a large part of the load for the small orders 
we get from such people which add up to a 
great deal of tonnage. Advertising also gets 
across the fact that we warehouse standard 
chemicals right here in the city and can give 
prompt service. 


“We have such a long list of chemicals that I 
wouldn’t do much of a sales job if I just read 
the list of chemicals we make on each sales 
call. So again our company uses advertising 
to let the people know all the different chem- 


icals we are prepared to deliver. Then we 
salesmen can concentrate on the individual 
prospect’s immediate requirement. 


“Of course you don’t always know exactly 
what chemicals are required by a particular 
prospect because a company can go into a 
new product, or a variant of an old one, al- 
most overnight and come up with a need for 
a chemical he’d never used before. So it’s 
pretty important for our advertising to re- 
mind all buyers just what lines we have. 


“Although many of our chemicals don’t have 
trade names, we have one silica product that 
has become known to the trade as ‘Santocel’. 
Very few people in the trade call this by its 
proper chemical name — they refer to it as 
‘Santocel’. Advertising in the trade papers 
has created this new name and made it stick. 
These are just some of the ways I know ad- 
vertising is working for me — calling on peo- 
ple I can’t get to see and calling more often 
than I can possibly do in person, and sug- 
gesting new uses for our products.” 
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Times-Picayune as the test case. 

The Times-Picayune case led, 
Mr. Kramer said, to a Supreme 
Court decision which still has to 
be clarified and which probably 
means considerably less than it 
was originally assumed. 

While the Supreme Court dis- 
missed the Times-Picayune case, 
the decision specified that (1) 
unit rates would not be regarded 
as illegal by themselves, and (2) 
that in the case of New Orleans, 
where the Times-Picayune faces 
competition from the Item, the 
court was not convinced the unit 
rate was being used to maintain 
monopoly. 

More recently, in refusing to 
review the lower court verdict 
against unit rates used by the 
Kansas City Star, the court has 
demonstrated that unit rates will 
be barred in situations where 
there is evidence they have been 
used to obtain and maintain a mo- 
nopoly. 

His case against four of five pub- 
lishing associations might easily 


have been settled amicably with- 
out formal complaint, Mr. Kramer 
says, were it not for the incendiary 
tactics used by a few leading pub- 
lishing officials in an effort to 
discredit the investigation. 


® The case itself originated during 
the Truman administration, he 
recalls, as a result of a letter of 
complaint from an unrecognized 
agency. After investigation of the 
complaint, the section chief han- 
dling the problem recommended 
against prosecution on the grounds 
that no economic good would be 
achieved, since the 15% commis- 
sion rate seemed so solidly ac- 
cepted it was likely to continue. 
“After the Republicans came in,” 
Mr. Kramer related, “the same 
unrecognized agency wrote anti- 
trust chief Stanley N. Barnes that 
its complaint had been ignored. 
In effect it challenged: If you are 
looking for corruption in the Jus- 
tice Department, why don’t you 
find out who was responsible for 
covering up this situation?” 


In those early days of Republi- 
can administration Judge Barnes 
responded quickly to the warning 
that there might be scandal with- 
in the staff he had inherited, so it 
was decided to reopen the inves- 
tigation. This time, however, the 
project was turned over to Mr. 
Kramer in the hope that a new 
section chief would bring some 
fresh thinking to the case. 


s By the time the investigation 
was complete, Mr. Kramer said, 
the case against Four A’s was obvi- 
ous. “Lorain Journal eliminated 
any doubt about our jurisdiction, 


and the real estate board case made | 


it clear that rate fixing through 
standard commissions would be re- 
garded as a violation of the Sher- 
man Act.” The case against the 
publishing associations was a sim- 
ple situation of boycott. The case 
might have been disposed of with- 
out fanfare, he contends, except 
that newspapers suddenly began 
publishing inspired stories tagging 
Mr. Kramer as a “holdover New 


Dealer” who was “pulling the 
strings” and making Judge Barnes 
“dance.” 

“This was too much for Stanley 
Barnes,” Mr. Kramer said. “He was 
not going to let anyone spread 
this kind of stuff about himself or 
his staff. 

“Once these stories were spread 
he completely dismissed any idea 
of entering into prefiling negotia- 
tions. The decision was made to 
issue complaints and press for 
court decrees.” 

Now that the cases are com- 
pleted, Mr. Kramer is convinced 
|events are completely discrediting 
the earlier theory that no econom- 
ic purpose would be served by the 
prosecutions. 


s “The advertising industry today 
is in a ferment. I sincerely believe 
that our determination to insist on 
the elimination of these anti-com- 
petitive practices has helped to 


make it possible for the industry 
|to evolve according to the require- 
ments of our times,” he said. 


Harold Robus 
Shuron Optical Company 
sells to wholesalers 


Glen Chase 
Yarnall-Waring Company 
selis to industry 


says Mr. Robus: 


“‘My direct customers are wholesalers—dis- 
tributors with optical laboratories who sell 
to and fill prescriptions for optometrists, 
ophthalmologists and opticians. These men 
in turn are my secondary, though nonetheless 
important, customers. I do a lot of so-called 
missionary work with them, and I also write. 
a lot of orders that are billed, of course, 
through the wholesaler of their choice. 


“My company’s trade advertising in profes- 
sional journals is directed to these men who 
examine eyes and dispense eyewear. It has 
several purposes. First, it sells the company 
and its policies. Then we use it to introduce 
new products and all important specifications 
such as styles, colors, sizes and availability. 
Another aim of our advertising is to keep 
the ‘retailer’ sold on products that he has 
ordered from me or from his wholesaler. 


“I know our advertising does a job when I 
hear constant references to ‘the SHuron ad 
I saw recently’ or ‘that new frame I saw in 
your ad.’ 


“It has been my experience that all three 
types of advertising are important, but that 
keeping the ‘retailer’ sold on SHuRON prod- 
ucts is the most vital. It helps bolster his 
confidence in his own judgment and cuts 
down my competitors’ chances of selling him 
between my calls. 


“Yes, I list advertising as No. 2 in importance 
in selling our products. When I put it in sec- 
ond position I put it ahead of salesmen. 
Here’s the way I see it. Number one — you 
have to have a good product. Number two — 
you have to have a good advertising cam- 
paign. Number three— you have to have good 
men to follow up the advertising. 


“That’s my opinion.” 


says Mr. Chase: 


“I have been selling Yarway products for 
over seven years, and I’ll have to admit that 
I’ve taken the trade paper advertising for 
granted. But when I stop to think I realize it’s 
out there working for me all the time. 


“For instance, I never have to tell my pros- 
pects who YARNALL-Wanrinc is, or what they 
make. Often I don’t even have to tell them 
why they should see me and find out what 
I’ve got to offer. The advertising has done 
much of the who, what, and why of selling 
before I make my contact. 


“Here’s an example: I recently had a phone 
call from a potential customer that I’d never 


even called on. He was having trouble with a 
competitive product. He’d seen our ads and 
wanted to try my product. That’s one time 
when my sale consisted merely of writing 
the order. Advertising really made the sale. 


“The advertising has given people a good 
impression of our company, too. This is sur- 
prising, when you stop to think about it, be- 
cause we are a relatively small organization. 


“Our company name is YARNALL-WARING 
but a great many people say ‘Yarway’. I be- 
lieve this use of our trade-mark may be due 
to the wide use of the company trade-mark 
in our trade paper advertisements, on our 
product name plates, shipping cartons and 
stationery.” 


Ask your own salesmen what your com- 
pany’s business publication advertising does for 
them. If their answers are generally favorable, 
you can be sure that your business publication 
advertising is really helping them sell. If too 


many answers are negative, it could well pay you 
to review your advertising objectives —and to 
make sure the publications that carry your ad- 
vertising are read by the men who must be sold. 


How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising manager or agency man who would 
like to get more ~~ out of his advertising. Send for 
a free copy of the pocket size booklet entitled, *“Fiow Sales- 
men Use Business Publication Advertising in Their Sell- 
ing,’’ which reports the successful methods 


eleven salesmen who tell how they get more ue out of 
ising. 


be sure that more of your salesmen will 
rtising after read how 
others get th simple 


NATIONAL BUSINESS PUBLICATIONS, INC. 


spelen ematestn e ededtte 
industry, trade or profession. 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 5A 

1413 K Street, N. W. 

Washington 5, D. C. STerling 3-7533 
Please send me a free copy of the NBP booklet 
“How Salesmen Use Business Publication 
Advertising in Their Selling.” 


Pressure in the publishing-ad- 
vertising case was so intense that 
at one point, a memo came askir 
for an explanation which could 
be used by President Eisenhower. 
“After we supplied our statement,” 
Mr. Kramer said, “the President 
left no doubt about his support.” 

Another industry where anti- 
trust work runs into strong pres- 
sure is automobiles. In any event, 
at one point the anti-trust division 
received a White House memo re- 
vealing that the President wanted 
to know more about the depart- 
ment’s attitude toward dealer ter- 
ritorial security clauses. 

As chief of litigation, Mr. Kra- 
mer in recent years has been in- 
volved in roughly half the cases 
processed by the anti-trust divi- 
sion, but his law practice will not 
be restrained unduly by this be- 
cause the recognized procedure for 
lawyers leaving government serv- 
ice allows him to become associ- 
ated in any case which was outside 
his official sphere of operations. 


Ne 


s Mr. Kramer also expects his 
practice will include private anti- 
trust litigation. “This is a difficult 
kind of case to handle,” he says. 
“However, I believe private anti- 
trust litigation can play an impor- 
tant role in the anti-trust field, 
even though the private litigant 
is at a much greater disadvantage 
than the government.” While it is 
ordinarily difficult to measure 
specific results in anti-trust cases, 
he cites the revision of automobile 
co-op advertising contracts as an 


example where anti-trust investi- ae 
gation appears to have resulted in , 
benefit to all concerned. Soon af- ek 


ter the FBI began digging into 
dealer co-op contracts, Mr. Kra- 
mer said, General Motors volun- 
tarily decided to let dealers place 
co-op at the local level. 

“As a result,” he says, “auto- 
mobile dealers are finally winning 
their fight to get the local news- 
paper advertising rate on new car 
advertising. This has saved mil- 
lions of dollars for dealers and I 
suspect it hasn’t cost the newspa- 
pers anything.” 

One of his major assignments 
during the past year has been the 
Justice Department’s investigation 
of television. For many years the 
anti-trust division has been con- 
cerned that “anti-competitive 
practices” would develop in radio- 
ty as they have in other media, he 
explains, and there has been firm 


> CONNECTICUT'S 


bd “So BULL'S-EYE MARKET 


“The Whole 
Shebang’ 
With ONE buy! 


Easy as that—The RECORD 
& JOURNAL give you 97% 
coverage of the rich Meri- 
den-Wallingford areal It’s a 
$90,622,000 retail market*, 
which Hartford and New 
Haven papers hardly even 
scratch. Ask for full market 
data now. 
*SM ‘ST Survey 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICOT 


Gilman, Nicoll & Ruthmen 
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KNOW— 
Before You 
Gol 


@ FREE! “Simplified 
for research 


You Select the © 


« 


; Community— 
We Report Its Pulse 


You name the city or town—there, at 
your service are USIC interviewers. They 
are professionals, trained in asking the 
right questions (yours, if you wish) the 
right way. ; 
All USIC interviews are GUARANTEED! 
They are supervised, edited and validated— 
honestly done, thoroughly reliable and usable. 
Always available anywhere—the USIC NET- 
WORK—a nationwide system of Interviewers. 
You save all the details involved in dealing 
with individual interviewers. 


Size Chart”—a most helpful table 


Sample 
people. Send for! No obligation! 


UNITED STATES INTERVIEWING CORPORATION 
Affiliated With BEN GAFFIN & ASSOCIATES — Marketing and Opinion Research 


141 West Jacks 
Chicago 4, 


on Boulevard 


Board of Trade. Building 
Iinois 


WEbster 9-4000 


determination to step in if proof 
appeared. 


s Nearly a decade ago when radio 
stations were busy talking about 
a “code of practice,” the Justice 
Department detected signs of in- 
cipient price fixing arrangements, 
he recalls. “But thanks to the good 
advice they got from Justin Miller, 
who had left the federal bench to 
become president of the National 
Assn. of Broadcasters, investiga- 
tors were never able to turn up 
any positive proof which indicated 
broadcasters were using their as- 
sociation to promote questionable 
restraints.” 

The full implications of the 
broad tv investigations now un- 
der way won’t be determined until 
after the Federal Communications 
Commission has time to study the 
recommendations of its network 
study group report, due later this 
month, he thought. Meanwhile, 
however, the NBC-Westinghouse 
station swap case spotlights the 
danger involved in network own- 


ership of stations. And the “block 
booking” complaints against six 
major film syndicators show sta- 
tion operators that the department 
is out to eliminate restraints from 
tv before they become established 
to the degree they become com- 
mon practice in theaters, outdoor 
industry and publishing. 

As for the recent case against a 
group of Philadelphia radio sta- 
tions, “this was a routine standard 
package,” he said. “The stations 
were apprehended in a concerted 
move to prevent rate cutting. They 
went over the line from legitimate 
exchange of trade statistics to 
price stabilization, and the anti- 
trust division decided it had better 
put a stop to it.” # 


Calkins & Holden Adds Two 
Ruth Mayon, formerly a space 
buyer at Hicks & Greist, and Ange- 
la Dunn, formerly a free lance copy 
specialist, have joined Calkins & 
Holden in Los Angeles, Miss May- 
on as head of the media depart- 
ment, Miss Dunn as a copywriter. 


A 2% BILLION DOLLAR 


MARKET COVERED BY CAPS 


That's the Memphis Market! Geographers know it as parts of four states— 
Tennessee, Arkansas, Mississippi and Missouri—but wise sales managers and adver- 
tising executives know it is the green valley of sales opportunity when they use the 
morning Commercial Appeal, which offers 79.1°/, coverage of the city of Mem- 


phis alone, and evening Press-Scimitar which provides 70% coverage. 


he Sunday 


Commercial Appeal covers 92.2°%/, of all Memphis families.) But CAPS give you 
more, much more than the capitol city of the Mid-South. How much more? ... 
60.5°/, family coverage in the 62 cities of over 2500 population where the Mem- 
phis Market's 2!/2 billion dollars of buying power is largely concentrated. 

Yes, the Memphis Market is a rich, responsive giant that has grown to be- 
come the South's FIRST and the nation's |Oth wholesale market. That's just one 
more reason why 95.8°%/, of all our national advertisers use BOTH Memphis News- 
papers when they schedule their advertising for this market! 


Put it in CAPS 


THE 


MEMPHIS 


OMMERCIAL 


Two Dailies and the South's Greatest Sunday News- 
paper. Combined Daily Circulation 358,479—Sunday 
Commercial Appeal 263,076 (ABC Publisher's State- 


ment 3-31-57) 


CIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 


Advertising Age, September 16, 1957 


snabbkaffe 


— for godare haffe pd hortare tid! 


Ne kommer halter tom wensks folket 
vinwt pl... LIPTON'S mabbkalle! 
Det ger dee jabtade nut dominmishen 
ther wumulans . ebet Ogoottnk — utan 
vere ug bohmng cller bryggong 


populas drych « Seenge Ni shpper 
passa kaffcpennsn, Ni shipper Over 
bakming sump ob gacvoye! 
Rebordgou —— rebordspebbs 
LIPTOIN'S sashbbalte kan Mi kage wll 


db minder tm em hal mi 
100 % om P minut bere Ni 


Ni f& « 100 % rem balte, . her hort vamten Ba eecked LIPTON'S 
LPTON'S sastthelle ts ingrating — “SANA | Depyen ch pt med te 
asis te ie tah 6 Seemed vatten — det ar hele procedures Och 
form spevislvonst (ie oveesh omah ay ‘rmtatet Wie Whe poet scm yronta 


eykokt kafle. Ken Ni tioks Ey niger 
cablare sit att fA om harligr to! ande 
oh upprgpend: bopp av te 
Aryeh? 


Beropas \/amste balleexperter 
LIPTON'S snsbbhalle innehiiter alla 
de tenen som giowt ballet till en 


favont 


Deg pits hee wend ns teh ihire — efas fo 


wade n’ bette shag’ LIPTONS goramtecn bs hnte 


NEW DEPARTURE—Lipton’s, heretofore 

known mainly for its tea, enters a 

new field in Sweden with market- 
ing of an instant coffee. 


Lipton Markets 
Its New Instant 
Coffee in Sweden 


StrocKHOLM, Sept. 10—Lipton’s, 
the world’s largest tea company, 
is introducing an instant coffee in 
Sweden. 

Ads are running in 60 daily 
newspapers and in seven business 
publications covering the grocery 
field. 

The instant coffee business rep- 
resents a new departure for Lip- 
ton’s, offshoot of the Anglo-Dutch 
giant, Unilever Ltd. It follows the 
rapid growth of the instant coffee 
market in many European markets. 

Wholesalers here were originally 
contacted through a cardboard 
mailing piece containing a personal 
letter and a can of Lipton’s instant 
coffee. The coffee is packaged ac- 
cording to European standards—in 
a round metal container. 

Seven women have been em- 
ployed to tour, Swedish groceries 
and offer free drinks to customers. 

Reklamproducenterna 
AB, Stockholm, is the agency. # 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pod thot hos big 5 x 7 
video ponels thet enable 
you to moke mon-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 81%” 
(50 Sheets—! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pod 
with 2Y:x4" video and 
audio panels on gray bock- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—12 panels on Sheet) 
72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensationc! new paper for 
TV artists. Mokes on ordin- 
ary pencil tine vivid and 


colors just pop! Write for 
somple 
FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead fer 
200-page catalog of art sup- 
plies. “An Encyclopedia of 
Artists Materials’’. 


ARTHUR BROWN & BRO. » 


2 West 46th St. New York 36, 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


Buying decisions are largely family decisions in Greater 
Philadelphia. They are made in the home with the help of the 
advertising in Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. And many advertisers in this responsive market 
are taking advantage of the added impact and realism of R.O.P. 
spot and full COLOR—available in The Bulletin—evening and 
Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Streets * 


342 Madison Ave. * Chicago, 520 N. Michigan Ave. 
Ferguson Walker Co., Detroit « Atlanta * Los Angeles * San Francisco * Seattle 


New York, 
Representatives: Sawyer 


In Philadelphia nearly everybody reads The Bulletin 
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Arosa Names Stephen Goer! 
The Arosa Line, operator of 
four transatlantic passenger ships, 


300 W. WASHINGTON ST. has appointed Stephen Goer] Asso- 


@ CHICAGO FOOD BROKERS 
COMPLETE COVERAGE CHICAGO MARKET | There is no previous agency of 


ciates, New York, to handle its 
advertising and public relations. 


record. 


“It is important that these P. A.’s know of our 40 years’ 
experience and reputation in what is still a relatively new 
field. Recognition is essential, and a strong sales message 
in print is a real door-opener.” 

“That's why I'm glad Kurz-Kasch is a steady advertiser 
in PURCHASING NEWS.” 


“| SELL MOLDED PLASTIC PARTS TO THE OEM” 


says 
Forest E. Wall 
KURZ-KASCH, INC. 

“And during sales calls, I meet hun- 
dreds of Purchasing Agents—capable 
men with technical experience who 
look for such qualities as color, appear- 
ance, impact strength, and durability in 
plastic parts.” 


Curtis Acquires 
Keystone, Major 
Subscription Seller 


PHILADELPHIA, Sept. 10—Curtis 
Publishing Co. has purchased Key- 
stone Readers Service, Bryn Mawr, 
Pa., one of the largest national 
field selling magazine subscription 
agencies in the country. 

The agency will retain the Key- 
stone Readers Service name, but 
will function as a wholly owned 
Curtis subsidiary. Purchase price 
was not disclosed. 

Keystone has 81 franchise of- 
'fices in the country. James R. El- 
|liott, former owner and president, 
will retire from this field and de- 
vote full time to his other interests. 

Harold J. Bean, vp of Curtis Cir- 
culation Co., has been named Key- 
stone president, effective immedi- 
ately. 

Mr. Bean has had more than 30 
years’ experience in the magazine 
circulation field. He is former 
| chairman of the board of the Cen- 


tral Registry Bureau of the Mag- 
azine Publishers Assn. 


® Robert E. MacNeal, Curtis pres- 
ident, commented that “the pur- 
chase of Keystone is in line with 
the Curtis policy of making the 
Curtis Publishing Co. as fully self- 
sufficient as possible. 

“For a number of years Key- 
stone has been a substantial pro- 
ducer of subscriptions for The Sat- 
urday Evening Post, Ladies’ Home 
Journal and Holiday, as well as for 
other leading publications. We be- 
lieve that the tremendous popula- 
tion growth forecast for the next 
20 years makes it important for 
Curtis to have direct control of a 
large subscription sales operation 
such as Keystone.” # 


Grant Names Brown, Hill 

Grant Advertising, Detroit, has 
appointed William N. Brown, for- 
merly with Campbell-Ewald Co., 
an account executive. Grant also 
has named George J. Hill, pre- 
viously with Luckoff & Weyburn, a 
copywriter. 
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Do They Eat? @& 


and How! 


$33,953,000* Being Spent for Food in Jackson County, Michigan 


This year in Jackson County, 34,700 families 
will spend $33,953,000* for food. A tidy, not-so- 
little sum . . . and a sure indication that folks in 
Jackson County live well. 

Besides necessities like food, these families 
have money to spend for big ticket and lux 
commodities. Many employed in Jackson, Michi- 

an, receive higher wages than those living in 

7 Michigan cities. 

f it’s food you’re selling, or any other product, 
you'll find the people in the Jackson, Michigan 
market able to buy. 

How to persuade them to buy your product? 
Follow the example of some 475 sottllen who 


“He but 
BOOTH 


THE BAY CITY TIMES «= THEE AWN ARBOR WEWS 
THE SAGINAW WEWS © JACKSON CITIZEN PATRIOT 
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advertise regularly in the Jackson Citizen Patriot. 
This six-day evening and Sunday morning paper 
gives complete market coverage . . . with 97% 
of its total net paid circulation concentrated in 
the retail trading zone. The Jackson Citizen 
Patriot is the newspaper most Jackson people 
read .. . and depend on for shopping information. 

Learn more about important Jackson, 
Michigan market. Call or write your nearest 
Booth advertising office! 


* Sales Management estimate of 1957 food sales in Jackson County, 


JACKSON CITIZEN PATRIOT 


OSPAPERS 


7 THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 .N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 41-3401; William. Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


British Ad Group 
Hits Newspapers 
Tie-in Ad Deals 


(Continued from Page 2) 
which it had circulated to mem- 
bers. 

The letter charged the company 
had been involved in what it de- 
scribed as “a fairly clear attempt 
on the part of a newspaper to sell 
advertising space by getting a ma- 
jor distributor . . . to put pressure 
on his suppliers.” 

According to the complaint, one 
of the big London newspapers 
wrote to the company enclosing a 
tearsheet of a special feature on 
one of the large store chains. The 
newspaper’s letter said it was 
planned to feature ancther chain 
and suggested the chain’s chair- 
man “would appreciate our sup- 
port.” 

Later the complainant received 
a telephone solicitation from the 
newspaper, which did not mention 
the earlier correspondence. 


= Then it received a telephone 
call from the chain, asking “if we 
were going to cooperate with them 
by taking advertising space in the 
special feature pages.” 

The ISBA member’s letter went 
on: 

“You may feel, as we frankly 
do, that this was a fairly clear at- 
tempt on the part of the newspa- 
per concerned to sell advertising 
space by getting a major distribu- 
tor, either directly or indirectly, to 
put pressure on his suppliers. 

“It is difficult to believe that 
tactics of this kind are in the best 
interests of the press as a whole. 
“It is our view that it is certain- 
ly not in the best interests of the 
advertiser to support—or to appear 
to support—one particular distrib- 
utor at the expense of the rest of 
the trade. 

“If the practice were to spread, 
any manufacturer who cooperated 
would almost certainly be led into 
an uneconomic expenditure of his 
advertising appropriation.” 


s The ISBA committee comment- 
ed that it felt sure those responsi- 
ble for this experiment have not 
realized the embarrassment and 
annoyance caused to those whose 
support they are endeavoring to 
obtain. 

“Such advertisers,” it said, “are, 
in fact, being placed in a most in- 
vidious position. Far from promot- 
ing good will with the press and 
the distributor, propositions of this 
kind can very well have the op- 
posite effect.” # 


AFA Names Tidwell to Head 
New Washington Office 

The Advertising Federation of 
America, which has national 

headquarters in 
" New York, has 
| opened a second 
office at 734 15th 
St., N.W., Wash- 
ington. 

William P. 
Tidwell, Wash- 
ington newsman, 
has been named 
to head the of- 
fice. Mr. Tidwell 
William P. Tidwell Will be assisted 

by Anne Lee. 


Harway Joins Don Harway 
Don Harway & Co., Los Angeles, 
Pacific Coast publishers’ repre- 
sentative, has named Roger Har- 
way to its sales staff. Mr. Harway 
has just been released from serv- 
ice in the Air Force. Prior to 
joining the Air Force three years 
ago, he was with the classified ad- 


vertising department of the Los 
Angeles Times. 
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* Over a quarter of all the advertising money spent 
in the eleven leading English language mago- 
zines in Canada is spent in one publication— 
Weekend Magazine. 


* Advertisers invest 65% more dollars in Weekend 
Magazine than in any other magazine in Canada. 


* 67% of all advertising in Weekend Magazine is 
in color. 


Weekene 


MAGAZINE 


The biggest single selling force iw CANADA 


REPRESENTED BY O'MARA & ORMSBEE-— NEW YORK — DETROIT — CHICAGO — LOS ANGELES — SAN FRANCISCO 
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Hertz Offers 5% Discount to 
Northwest Orient Travelers 

* Hertz Rent A Car System and 
Northwest Orient Airlines have an- 
nounced a 5% discount on Hertz 
ears for air travelers who buy 
round-trip tickets to Honolulu and 
13 US. cities served by Northwest. 
This is the first such agreement 
between Hertz and an airline. 


U. S. Rubber Has New Tire 

U. S. Rubber Co. has developed 
a new passenger car tire with de- 
sign features of aircraft tires which 
is strong enough to make landings | 
at 140 mph. Named the US. Royal | 
Master, the tire is made with nylon 
cord with a tensile strength of 52 
lbs., compared to 29 lbs. for stand- 
ard nylon cord. 


ADVERTISE IN 


ROANOKE? 


No. 7 of a Series 


Roanoke’s two powerful NEWSPAPERS cover 
a 16-COUNTY MARKET of 500,000-plus people 


@ The World-News (evening) 
delivers the city with no 


competition. 


@ The Times (morning) 
powerfully influences valuable 
extra-city market. 


@ The two papers teamed . . . 


can you weigh 
a pound 
of flavor? 


Frankly <e don't know Bul we ou know 


SALTINES “ageecer 


FULL MEASURE—This ad, intriguing in 
its simplicity, sets the stage for an 
intensive radio, tv and newspaper 
campaign by Keebler Biscuit Co. 
| for its saltines. The ad ran Sept. 
12-13 in 50 newspapers. Lewis & 
Gilman, Philadelphia, is the agen- 
cy. 


Campbell Sets Campaign 


dominate the Inland 
Dominion . . . in readership 


and influence. 


Result: 


Your distribution, sales promotion, advertising are 
perfectly coordinated through the entire market area. 


16 counties... 
a completely —_-— 
independent market 


Roanoke—Your key market in western Virginia 
is covered exclusively by the 


‘ROANOKE 


for Three New Soups 

Campbell Soup Co. will use 
newspapers, supplements, maga- 
zines and radio to promote its three 
|new soups, minestrone, turkey 
| noodle and chicken vegetable (AA, 
\Sept. 2 and 9). A total of 278 
dailies in 175 markets will get 
| full-page or 1,500-line insertions, 
| most in two colors. Radio spots 
| wall run on 111 stations in 91 mar- 
| kets, and commercials will be 
used on “Lassie” and “Colt .45,” 
| Campbell’s tv programs. 
| Four-color pages in Sunday sup- 
|plements will start Oct. 20, while 
|four-color pages in magazines 
| will begin in November. Batten, 
Sarton, Durstine & Osborn, New 
| York, is the agency. 


Advertising Age, September 16, 1957 


Nielsen Radio 


Two Weeks Ending Aug. 10, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audiencet 
Current 
Rank Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Heavyweight Championship Fight (Buick, NBC) 
Gunsmoke (General Mills, Sun., CBS) 
Great Gildersleeve (Participating, NBC) 
Gunsmoke (Sterling, CBS) 
Gunsmoke (Dodge, Sun., CBS) .... 
Monitor (Participating, Sat., 9:35 p.m., NBC) 
FBI in Peace & Wor (6:10 p.m., CBS) 
Cavalcade of Sports (Gillette, NBC) 
People Are Funry (Participating, NBC) 
Bob and Ray (Sat., 9:40 p.m., NBC) 


cowemnouwus On — 


ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
Amos ‘n’ Andy (Kools, Pharmacraft, CBS) .... 
Lowell Thomas (Delco Batteries, CBS) 
News of the World (Participating, NBC) 


ey 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
Ma Perkins (Lipton, second half, second week, Mon.-Fri., CBS) 
Young Dr. Malone (Scott, first half, Thurs. & Fri., CBS) 

Ma Perkins (Lever, first half, Mon.-Fri., CBS) .. 
Helen Trent (Scott, second half, Mon. & Thurs., CBS) 
Our Gal Sunday (Scott, second half, Wed., CBS) 
Helen Trent (Lever, first half, Mon.-Fri., CBS) 

Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) 
Our Gal Sunday (Colgate, first half, Mon.-Fri., CBS) 
Nora Drake (Scott, second half, Thurs., CBS) . 
My True Story (Participating, Mon.-Fri, ABC) 


Cowa@anOowWsA ON — 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 

Woolworth Hour (F. W. Woolworth Co., CBS) 
Robert Trovt-News (Chevrolet, CBS) 
Inclictment (CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Gunsmoke (General Mills, CBS) 
2 Gunsmoke (Midas, CBS) 
3 Gunsmoke (Dodge, CBS) 

*Homes reached during all or any port of the program, except for homes listening 

only one to five minutes. For o program of less thon 15-minute duration, homes listen- 

ing one minute or more are included. 

tNumber of homes is based on 48,150,000, the estimated July 1, 1957, total U. S. 

radio homes. 


PARTRIDGE 


& ANDERSON COMPANY «© 712 Federal Street, Chicago 5— Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (copper duplicates of originals) 
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IN CHICAGO, 19 FULL-TIME EDITORIAL STAFFERS 


PH Ly? Ge 


There are five essential ingredients in the development 
of editorial competence in any publishing enterprise. 


The first of these is purpose—a clearly defined reason for being; 
knowing what you intend to do and how you intend to do it. 


The second is people — good people, competent people . . . and 
enough of them to really cover the waterfront. 


The third is money —to hire enough good people, to pay them well, 
and to provide them with the physical resources which enable them to 
use their skills to the greatest advantage. 


The fourth is “moxie’’— for “moxie” means know-how. . . compe- 
tence .. . that peculiar quality that differentiates the thoroughly 
competent “pro” from even the most gifted amateur. 


* * * * 


Yes, purpose, people and money are essential to doing a good news 
job. But it takes moxie to give a good editorial job some of the over- 
tones of greatness. Call it editorial judgment or a nose for news, if 
you will. The quality is difficult to define and even more difficult to 
find, but if you lack it you know it—and so do your readers. 


“Moxie” is the kind of thing that tells you, instinctively, that it 


Advertising Age is important to important people 
because it has the KNOW-HOW that is the essence 
of quick, accurate, complete and meaningful news 
reporting 


is worth the time and money to send an editor from New York to 
Florida for a “routine” meeting of the state citrus commission that 
turns out to be one of the hottest stories ever to hit the advertising 
world; it’s “moxie” that tells you, long before most people have heard 
the term, that the jabbering about motivation research that you hear 
in esoteric research meetings is going to be tremendously important 
to copywriters and clients; it’s “moxie” that spots a trend — or a 
phony — at first glance, and tells you how to handle either one. 


In short, it’s “moxie” that means the difference between merely 
covering the news and bringing out a weekly advertising paper that 
highlights the significant and explains the important — a paper that 
people eagerly reach out to read. 


“Moxie”... know-how... sound editorial judgment. . . professional 
competence that makes each issue sparkle —this more than anything 
else makes Advertising Age “important to important people” — impor- 
tant to more important people in advertising and marketing than any 
other publication in the world: almost 40,000 subscribers, very nearly 
150,000 regular readers. 


impotlauil To umportauit p 
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Zenith Gets Record 


| had approved the agreement. Ze- 
|nith’s suit sought $61,000,000 from 


No Other Newspaper Can Give You The Coverage 

In MANCHESTER, Conn. That You Get In The 
MANCHESTER EVENING HERALD 

The concentration of circulation in the Manchester 

Market sells merchandise. Manchester, Conn. is the 

fastest growing city east of the Connecticut River. 


Represented by Julius Mathews Special Agency 


Cash Settlement in 
RCA Monopoly Suit 


Cuicaco, Sept. 10—An 1l-year- 
old legal attack, involving alleged 


monopoly in foreign markets. 


eign markets to Zenith, under li- 
censes to be granted by RCA, GE 
and Western Electric, Zenith law- 
monopoly and patent infringement,|yers said. In its suit, Zenith 
mounted by Zenith Radio Corp. | charged RCA had kept Zenith from 
against Radio Corp. of America, |doing business abroad by creating 
General Electric Co. and Western | patent pooling tie-ups with a com- 
Electric Co. was settled out of | bine of foreign companies. 
court yesterday—the day trial was| Under an exchange plan, Zenith 
to begin in U.S. district court here. | charged, RCA and the foreign com- 
Although there was no official | panies licensed patents to each 
statement on the size of the settle- | other, but kept Zenith out. GE and 
ment, RCA, GE and Western Elec- | Western Electric also took part in 
tric reportedly agreed to pay Ze-/| the patent sharing, Zenith lawyers 
nith between $9,000,000 and $11,-| said. 
000,000. Zenith lawyers called the | 
cash recovery the largest ever|« The lengthy legal battle began 
made by an anti-trust litigant in| in 1946, when Zenith quit paying 
the U.S. royalities to RCA for use of its 
Judge Michael L. Igoe continued | patents and also those of GE and 
the trial until Sept. 30 and indi-| Western Electric in the manufac- 


cated that he would dismiss the|ture of Zenith’s radio sets. 
suit then, after the boards of di-| Zenith filed suit for a declara- 
rectors of all companies involved|tory judgment in U.S. district 


Engines Gasoline 
measoune Exclus 


FACTORY APPROVED 
SALES-SERVICE. 
World’s best-selling, sin- 


sie cylinder, lightweight, Cs 


> - for fa extra reliability — 
1 t BA hp. For farm, home, industry. 
“FOR INFORMATION CALL” 
SERVICE DISTRIBUTORS 
16Park . 


RICHARD G INC 
cehbuehuaa tee ORnge 3-4546 
SERVICE DEALERS 
Essex Lawn Mower Co 
Lawn MOWER REPAIR 
2CentraiAy .. Aidwi 6-0990 
GRINDING & REPAIR 
372ValleyRdWOrg 


THIS TRADE-MARK quickly 
identifies Briggs & Stratton 
authorized service dealers and 
distributors in nearly 1900 classi- 
fied telephone directories. 


“WE GET LOTS OF CALLS 
through our listing under Briggs & 
Stratton in the Yellow Pages,” 
says Mechanic Gunnar Kathenes 
of Richard G. Pfeiffer, Inc., 
Orange, N. J. 


But Rugged te Lox 
Longe: ferlorm Better 


e @ sr as 
. \TT®2 /A\ 


& STRATTON CORP. 


PRCCRE PRTERE BF RPeRTTOe CeGTEE Eeeneee th Btaeeer 
: 


_ BRIGGS & STRATTON uses this 
Yellow Pages emblem in their 
national advertising to direct more 
business to their dealers, 


“TRADE MARK SERVICE LETS OUR 
MILLIONS OF ENGINE OWNERS KNOW 
WHERE SERVICE DEALERS ARE LOCATED” 


says W. B. Van Vieet 
Service Manager, Briggs & Stratton Corp. 


“There’s a Briggs & Stratton factory-approved service dealer in nearly 
every community...and that’s important to the people who buy our engines. 

SOUL When they need service, they can easily find the nearest service dealer by 
ae looking for our trade-mark under ‘Engines—Gasoline’ in the Yellow Pages,” 
explains Mr. Van Vleet. 


To see what other well-known advertisers use Trade Mark Service, just look 
in the Yellow Pages of your telephone directory. Trade Mark Service helps 


prospective buyers find your local authorized sales and service outlets — 
easily and quickly. 


Find out how Trade Mark Service can be tailored to your national, regional 
or local markets. Contact the Trade Mark Service representative at your 
telephone business office. 


the three defendants for alleged 


The settlement will open up for- 


court in Delaware, charging that 
a patent pool existed among the 
three companies in violation of 
anti-trust laws and asking that it 
be declared invalid. 

After a series of suits and coun- 
tersuits, Zenith was given permis- 
sion three years ago to file a 
$16,000,000 triple-damage claim 
against the three companies (AA, 
Feb. 15, 54). Later, this figure was 
raised to $61,000,000. 

Ii was estimated that Zenith 
spent $2,000,000 and RCA $6,000,- 
000 in the litigation. Both sides 
were staffed with top legal talent, 
and more than 100 patent law ex- 
perts were retained. Zenith took 
110 depositions and RCA 83, many 
of them in foreign countries. + 


Campbell-Ewald Appoints 
Team on New Kroger Account 

Campbell-Ewald, Detroit, has 
appointed John V. Doyle, former- 
ly account exec- 
utive on Du Mont 
and General Mo- 
tors Acceptance 
accounts in its 
New York office, 
account supervis- 
or on the section 
of the Kroger 
Co. account 
which it takes 
over from Ralph 
John V. Doyle H. Jones Co. Oct. 
7 (AA, July 22). 
Under Mr. Doyle will be three 
teams of account executives as- 
signed to groups of the 10 Kroger 
divisions which the agency will 
handle. 

The account groups are Thomas 
Tucker and E. L. Traxler, Detroit, 
Grand Rapids, Toledo divisions; 
Albert Flor and Robert Knapp, 
Chicago, Madison, Peoria, Fort 
Wayne divisions; Malcolm Barnum 
and John J. Saunders, Cleveland, 
Indianapolis and Charleston divi- 
sions. All but Mr. Knapp and Mr. 
Saunders were on the agency’s 
staff. Mr. Knapp formerly was 
with R. Jack Scott Inc., Chicago, 
and Mr. Saunders previously was 
with the National Assn. of Manu- 
facturers. Campbell-Ewald also 
has named Mack Stanley, who for- 
merly headed his own Detroit 
agency, creative art director. 


Botsford, Constantine Names 
Three; Buker Resigns 

Botsford, Constantine & Gardner, 
San Francisco, has appointed Edith 
Curtis media manager and has pro- 
moted Gertrude Van Hooydonck 
from associate to creative director. 
Miss Curtis formerly was media 
director of Roy S. Durstine Inc., 
San Francisco. The agency also 
has named Phyllis Ryan, formerly 
with the Macy fashion department, 
to its staff. 

John C. Buker, vp and manager 
of BC&G’s San Francisco office, 
has resigned after seven years with 
the agency. He has not announced 
his future plans. 


Mogul Adds P&T Brands 

Park & Tilford Distillers Corp., 
New York, has appointed Emil 
Mogul Co., New York, as advertis- 
ing agency for two new brands, 
Scottish Majesty scotch whisky 
and Best Canadian whisky. Both 
imports are scheduled to be mar- 
keted for the first time this fall. 
The agency also handles P&T’s Re- 
serve, Private Stock, Kentucky 
Bred, Club De Luxe and bonded 
bourbon, Old Monastery brandy 
and Peychaud cordials. In addition, 
it handles Tintex all-fabric home 
dyes produced by P&T’s toiletries 
division. 


Argus Files tor Reorganization 

Argus Associates Inc., New 
Haven agency, has filed a petition 
seeking to reorganize under terms 
of the National Bankruptcy Act. 
The petition lists $49,731 in lia- 
bilities and $1,407 in assets. Under 
the proposal, creditors would be 
paid back 10¢ on the dollar. 
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Kenyon Stevenson, 
Veteran Ad, Agency 
Man, Is Dead at 62 


CLEVELAND, Sept. 10—Kenyon 
Stevenson, 62, account executive 
with Griswold-Eshleman Co., died 
Aug. 20 in St. Luke’s Hospital. Mr. 
Stevenson was seriously ill a year 
ago but had been working the past 
few months. He had been associa- 
ted with Griswold-Eshleman for 17 
years. 

Born in Indiana, he spent most 
of his life in advertising after his 
graduation from Indiana Univer- 
sity. He was a sales executive with 
Goodyear Tire & Rubber Co. be- 
fore coming to Cleveland. He also 
had been ad manager of Armstrong 
Cork Co. 

For five years Mr. Stevenson 
taught a course in the “Cleveland 
advertising club school. He was a 
lieutenant in World War I and 
wrote histories of the 21st Field 
Artillery and the 5th Division. 


ALFRED WHITE WELD 

New York, Sept. 10—Alfred 
White Weld, 49, co-publisher and 
vp of the Rome Daily American, 
published in Italy, died yesterday 
at his home in Greenwich, Conn., 
after a long illness. 

Mr. Weld and Landan K. Thorne 
Jr., president of the newspaper, 
purchased the Rome daily last 
year from Doris Duke, its majority 
stockholder. She, in turn, had 
bought her interest in the paper 
from the estate of the late Ray Vir 
Den, former president of Lennen 
& Mitchell (AA, May 17, 1954), 
who died in 1955 (AA, Dec. 5, 55). 

Mr. Weld was formerly a con- 
sultant to the Institute of Interna- 
tional Education and was also ac- 
tive in Radio Free Europe. He was 
a Harvard alumnus and a captain 
in the Army Air Force intelli- 
gence branch during World War II. 


FRANK N. DAVIS 


Cuicaco, Sept. 10—Frank N. Da- 
vis, 67, an advertising salesman for 
National Provisioner Inc., died to- 
day in Presbyterian Hospital after 
a short illness. 

Mr. Davis joined the company in 
1920 as_a space salesman, and was 
a vp and sales manager when he 
left in 1938 to begin publishing the 
annual Meat Packer’s Guide. Na- 
tional Provisioner bought the pub- 
lication in 1942, and Mr. Davis 
went back to work for the compa- 
ny. The name of the publication 
later was changed to Purchasing 
Guide for the Meat Industry. 

Mr. Davis began his advertising 
career as a classified advertising 
salesman for the Chicago T'ribune. 


HAROLD C. 

Carcaco, Sept. 10—Harold C. 
(Hal) Wheeler, 70, former west- 
ern advertising director for Vogue, 
died Sept. 4 in Evanston Hospital 
of a heart attack. Mr. Wheeler 
worked for Vogue here for more 
than 20 years before his retire- 
ment last year. Prior to joining the 
magazine, he sold space for Field 
& Stream. 


CHARLES F. ROBBINS 

New York, Sept. 10—Charles F. 
Robbins, 70, chairman and former 
president of A. G. Spalding & 
Bros., athletic equipment manu- 
facturer, died Sept. 8 in New Ha- 
ven, Conn. He had been taken to 
the Grace-New Haven Hospital 
some time ago after having been 
taken ill while on vacation on Cape 
Cod. 

Born in Indianapolis, Mr. Rob- 
bins was graduated from Yale 
University in 1907. Before joining 
Spalding in 1915, he had been in 
the phosphate rock mining busi- 
ness and with the New York bro- 
kerage house of Bache & Co. 

In 1921 he became a Spalding 
vp and a director. He was named 
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president of the company in 1933 
and became board chairman in 
July, 1952. He was also a director 
of the Massachusetts Life Insur- 


the National Blank Book 
Holyoke, Mass. 


LAWRENCE AUDRAIN 

New York, Sept. 11—Lawrence 
A. Audrain, 47, editor and former 
advertising manager of Print, a 
graphic arts bi-monthly magazine, 
and onetime New York director of 
advertising and public relations for 
J. Arthur Rank’s Prestige Pictures, 
died Sept. 9 of a circulatory ail- 
ment at University Hospital. 


Co.,| 


Time. He was a major in the Ca- 
nadian army during the war, and 
organized the Canadian army’s 


headquarters. 


After the war he returned to) 
London as managing editor of) 
News Illustrated, and later he) Ward Names Four Managers 
came to New York as advertising| 
and public relations director of the | distribution system Montgomery | tributor, has joined the agency as 
Rank organization. Mr. Audrain| Ward & Co., Chicago, has named! copy chief. 
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Born in Winnipeg, Man., Mr.,was named advertising and pro-|four regional general managers 
Audrain, for several years before| motion manager of Print in 1951| (see story on Page 108). They are 
World War II, worked as a report-| and became editor in 1953. 
|er and photographer on London | 
ance Co., Springfield, Mass., and| newspapers. He also covered as-| 
signments in Europe for Life and 


|R. L. Hundley, Chicago, north cen- 
tral region; E. S. Williams, New 
| York, eastern region; S. A. Mc- 
|Knight, Kansas City, south cen- 
| tral region, and E. E. Peterson, 
| Oakland, western region. 


New BRAUNFELS, TEx., Sept. 10 
—Col. Charles Scruggs, 62, pub- 
lisher of the New Braunfels Her- 


; : |ald, died Sept. 3. Also a stock-| 
film and photographic unit. Later | * . - Robert S. Lewis Named 
he was assigned to supreme allied holder of Radio Station KGNB, 


Robert S. Lewis, comptroller of 
Product Services, New York, has 
been named treasurer and member 
of the board of directors. Diane 
Young, formerly a copywriter with 
In a reorganization of its national | Screen Gems, tv film producer-dis- 


New Braunfels, he was a veteran | 
of World Wars I and II. 


RAIRIE 


1230 W. Washington Bivd. 


IT IS OUR 


TO EXTEND A PERSONAL INVITATION 
TO YOU AND YOUR ASSOCIATES 
TO ATTEND THE FIFTH 


FARM PROGRESS SHOW 


“The World’s Fa 


Sponsored by PRAIRIE FARMER-WLS 
to be held on the 
Frank Simpson Farm, Farmer City, Illinois 


Wednesday and Thursday, September 25 and 26 


At the Farm Progress Show you have, not a sample of the farm market and 
marketeers, but a deep slice right out of the middle ef both—over 200 commercial ex- 
hibitors at their big show of the year. And over 100,000 farmers at their big show 
of the year. New machines in action, new crops and farming methods are their reason 
for coming. For farm women, a model farm home highlights the big Home Progress 
Show. No speeches, no ferris wheels, no massive entertainment effort—this is the Farm 


Progress Show. We believe you'd enjoy coming and we welcome you. Stop at head- 


quarters if you have a chance. 
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NEW MEDIUM—This is how clock spectacular will look in New York 

subways. Bathing beauty occupies space to be devoted to advertis- 

ing messages. The ad space is 45%2x20” and a minimum 25-location 

showing will cost $5,000 a month. The rate was announced after 
the story on Page 115 had gone to press. 


Tolleson Davis Brogger Swanberg Jewell 
ALL SET-—-Reviewing some of the merchandising pieces old Brogger, assistant manager in charge of advertis- 
to be used in connection with participations by the ing; Stanley G. Swanberg, exec vp of the board’s 
California Prune Advisory Board on NBC-TV’s “To- agency, Botsford, Constantine & Gardner, and Wal- 
day” are board representatives Ray Jewell, manager; ter G. Tolleson, San Francisco manager of network 
Jim Davis, merchandising representative, and Har-_ sales of NBC. 


Glover Lantz Woodpecker Hueter 
DEBUT—Woody Woodpecker, of animated cartoon fame, turns tv 
salesman to promote brands of Interstate Bakeries Corp., Los An- 
geles. Here with Woody are R. J. Glover, vp of Dan B. Miner Co.; 
Walter Lantz, president of Walter Lantz Productions, and Ernest 

B. Hueter, Interstate’s general ad manager. 
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Announcing the 1958 RCA WHIRLPOOL Washer with 


Revolutionary New Automatic Fabric Control 
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DIAL 1T—This color spread, featuring “automatic fabric control,” in 
the Sept. 23 Life will introduce the 1958 line of RCA Whirlpool 
laundry appliances. American Home, Good Housekeeping, McCall’s 
BARRELY COVERED—Work stops as six models parade Broadcasting Co.’s “Herb Oscar Anderson Show.” and Parents’ Magazine also will be used in the fall campaign, and 
in Chicago to herald the premiere of American The show is heard weekdays at 10 a.m., CDT. Fran Allison will tell about the new appliances on four network tv 
shows starting Sept. 13. Kenyon & Eckhardt is the agency. 


THEN & NOW—Judson S. Sayre, president of Norge division, Borg- 


Warner Corp., displays the first automatic washer (left) and what Sheridan Kirkwood Picard Walsh 
may be the 21,000,000th. Mr. Sayre sold the first in September, ARRIVAL—When Richard A. Picard, president of motion Board) and the Irish Distillers Assn., he was 
1937; some time this year the industry will sell the 21,000,000th ma- Picard-Marvin, New York, U. S. agency for Irish greeted at Dublin by Major T. N. Kirkwood of the 


chine. Norge is staging a 20/20 Sell-A-Bration, marking the anni- whisky export groups, flew to Ireland for consulta- distillers association and two CTT executives, Mar- 
versary, from Sept. 20 to Oct. 12. tions with Coras Trachtala Teo. (Irish Export Pro- tin Sheridan and W. H. Walsh. 


Lose resi 5i ene Bes sal es Remar et) Ses ees 3 rd ee os ji RS 8a .y ae 2 bee #aPe- 2 Bees 3 ae 
oe a ee ce Sin eae. ee ERE ae eat res eae nek SN eS a a ee eee 5 RM ca 3 ll ES SE 
ees? Pee ee ee vs fe os Re 2 ee FD wie ke ee hy ee catia ees Set a oe ri | 5 eRe. er pen” eS ee ee see cae) an eee 
nO ee oe a SI ae eae AP ge? 2 a ee 6 ea ee ae es ae Se 
i Ee ee es ee SRS Ae ER ETRE CN 5 as Meee), it gtr reg 7 5 ee gare ee Res ee OR ea ee gf nk Wes yd em Mee eh a RE A Se eee oe 
ee ah ieee a eae Ra eel es sate Seen. SRR oe ee eee ae > pris eaten oie kee. ages ae Sa a ates fire tae lea Sy 

Dee Ya ee ea: Pee eae ee = Be i ea a ae ae i ca eg = is ‘2 - Seite Bleck = ae oe se, SBT ee go, ee Ny eee ce | aa foes aH Nil ee Sena 
oh Se : ; 3 ‘ : Sl 
— a “ 

ila 

: 
ae he ‘., 
ae a, 

ae _— ie 

‘Res _— ’ 

, ee « _ FE : 

5 Wid | a 

re ee wa 4 - $ 4 b / s Y Et 
am ; — aia 
SS 1 y - » yh om 
on ee ’ ‘ fe . é 

ee * ee a 

ae ; : p ao“ 3 ai ; ers F a 

5 - ’ " oe a a. “ t tt 
- i y / i = » " dag 
on ' PRUNES | Grae) | =J | 
So cae oa ne en, tee ¥ \ ae 
a vl ¢ , » eT \ 

A ‘ - P / H ——: ‘ 
ai me. a - — — : 
ey ‘ hi “ rz , 7 . a cron 

ee A " " ¢ , Pha. 

a § be m > ee : — J : “lg ad ; 5 : 

ee P; ‘ i ta oe a 

ae A ta ? a : oo PO’ snake > 3 : 
ba Pon 4 eee ae fs hee ae " 

ker Se =. : Gare: Jia - ghe x es 7 Pes i 
, rg "ig a a ee ct ag F ge | nua? r’ 

= ae = “6 2 ees Aes cae: , 5 ae : 5 “ ie 2 hy 
aaa 1 Energy crennae.: “7° ie mae ’ ct Lt A gee oy “os 
iat é see ee s ts = vt Pci sath > a ; meee ware i 
Fa Pres 3 4 a ‘ ie - De 2 ac foe PP Ae eS x 
-f a ee, Sil ‘ eae fia eT ce. la tas 4 ¢ Me 4 ; : 
F Bn . iiss tlgs snc PY tt ee poe eel, Lar wee 
eae Ae ‘ : ee 2 eae } 3 ees ; iS ee a a: 
es : en" sag A 2a sk » . - j Weer oo Le i: in # es P ee. oe eu eee , ae, ‘ 
2 ae Ma e Nagel: . ’ “Ons eae re +: MY : S Wag PS y ? 

— “tog ia pe hy ie 3 ) . Pest ean peas’ j ae Si) ae. * ie ; . tog, es . : 
ae Mg 5 ae igs eae ee » : aR ia oar aw tal (ein is es , & -_— ra ie : 
oa Ne at i : Boi re i oi Se aed _.. ' 2 ee . ‘A rae - a 
cee ee an an . » he gates Mee eee, 2 F lei ures Be q hh. f 4 ae 

ae . . : : : . : al \ i 4 u =e ees 

eels é i - = = . A " 5s 
ee + . oa 4 i at 
mye ‘ ° 4 =F foe's, if apes 
ze ; it —— — ty 

oe | ‘ : ae ae ¢ 
in nee \ : sg . (\ . es a 
sac . ia ” eS = 5 o 7 

i ere . . aad } e i) 

‘s .. ’ * ‘ ¥ 
~ ‘a ss Ya . 4 
: ~ ; a. #4 x . p % f j is 

eG a 
: ae sd ny 
ie 45 | ee 
iis ay ps Ge 
ate Ae: Tae 
ats . ere 
fae ; ce 
$i sie a * perk 

ee W I — 
ma \ we ee 
ae « 5 

— i Tm <2 \) - == i 
a a I HAVE “ - ne : _ : 
lied ole Ml > = oe . 3 
rane | 5 oe ape a | eee ; 

: | NOTH. Tine ae f 
ae ) HING ON : eo mg ‘ 
ee sei * . " " x Pre 
hanes &. ee ee * as 
Bea Liat a, et : a ou cin Or wt ea . 

Paes : . N a a a ae ‘ 4 : = 
a “ony i a A ge ‘ . = 
= 1 tt ~ 

= : ~ are Te ' ‘ ACEPT.. : . a ¥ . ~ a 

= We , be = te iar nt deal : : — . | a ' a _ 2 or 

3 ‘ ° — ) % . . « . ee a 

i s Fs er “f 
~ : + b oe ee 

Bdge a as M ——~ fm ’ i “ 
ae ee - . 2 ; ae 
ae er ag } cas ss 
ev Mine fi 2 “2 ae 
IG p68 ; «= eine 
Sh de es ~~ a a. : 
vial ; = ; ~ ah 3 ae - i 
rs ; 1S ar = te 

Deri ase 3 - “ 2a 4 See: — —— . on 
eae ; ’ a ee ee NN a “%* eer or 
egss a til yA aS ey i _ eS 
eee - a 
Ea a 
ca “ 
See ie 

his 3 oe 

aaa a : 
Es, ae 3 os 
Saree. : Pe 
hagas ¥ : = ee nm GS - 
A wip t ~ & ae. we ; . : = 3 oe 
nae 5 — ad OR a ie ee - Rea ees * ; > kg 
pec kt % HAN (ie. ee ae 

J - 5 BO ES, Re ke le eect: Soe a wes noe wee ae 
a ¥ : 4 '@ - ee pS ; eit ae ae 
ey ee aren : & B “ ‘ ; . Sy Oy 2 aan: tea odin * oy. 
ee sears ear fe q : j ” a a yet ' - id 
oe a at, 4 : ’ 4 me i 8 iJ » | P rm » - as a ae / ve 
ba q tw at = - ae . z 
E yy ow 5 oo eis : j ’ # & . Pe q 
. ap . SiN } vod ae oS = 7” mde 
| | SS ey eis ai" {NN m id 
19 1 5 3 Boe: be 4 4 4 i ¢ te q 
. ae .. z wu - : . 9 — si ~~ 
De ; * _s + ii a - ec. ie? ; Cig ge , 
} ' soa, ims : ; < % ~ = " ~ e a. 
; : : 4g eet — EF— Ss E 5- bm . Sa ae 4 
by r “ a i ge _~ ' oe kya , 
fora a: ° , i. fierce... *, B J : ~ * Se a), ee me 
es Ep See - ee. pee, ie uss, ‘ * ~~ -_ a a a 
als. ana. . i : P . z ee ianise pans a ae v; “a er ey os " ee é AS ao ‘ 5 ra 
grr al a OS a i ~~" 2 f a j Gp ee  etig 

f es esta ils ee ea ee ee ee ey Tee i ag ae es te : ; si aia an 

; SO ae Pee “ae oe a Boye, cl tea ie Scone ae URI Rite. ts 3 aia e « fe aan Gere ie oe 

Ren ee ee | aa ~ Sa ee eee ee ee DE ong na wo el 
ge yg a SS Uae Se a get 9M a ig al dM Vl ca teen ae co a ia ace ata ies A DAS Lae pad te a See” "a io eM 2 sate ete mms Peis are 

RE 7 eRe oe eh a me eae Sage Sis, Oy ee ee i al ee eee mer tle Epa Ct reer 5s gees ace ea oes tall Seg ee oleae Pepe oweer Se ee ia 


12,000,000 FAMILIES 


in 6,414 cities and towns will learn how 
to start clean-up campaigns in their 
local communities in the September 22nd 


issue of This Week Magazine 
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MONTREAL has 10.5% 


of Canada’s population 


11.9% 


of Canada’s retail sales 


In this two-language city, The Montreal Star is 
a “must" to cover the English portion of this 
sales-rich area. 


The Montreal Star 


Represented nationally 


by 
O'Mara and Ormsbee Inc. 


Ward Institutes 
Regional Setup 


Curicaco, Sept. 10—Reorganiza- 
tion of the nationwide distribu- 
tion system of Montgomery Ward 
& Co. will delegate full authority 
for the management of the com- 
pany’s 1,014 retail and catalog! 
stores and its warehousing opera- | 
tions to four regional managers" 
and 22 district managers. 

“The newly appointed general | 
managers will be responsible for | 
the growth of Ward’s sales and | 
profits in their respective areas, | 
said John A. Barr, chairman and | 
president of Ward’s. 

Two months ago, all retail and 
merchandising activities were 
combined into one merchandise 
division, and all operations into 
one operating division. The sep- 
arate retail and mail order divi- 
sions were eliminated. + 


a 
You have to drop your 


hanks of Lake muperrer 


and St. Paul. 
People living on the Wisconsin side of Lake 
Superior, spend their dollars in their own state instead of 
traveling miles to other markets. 


newspaper ... nor do they travel miles to buy in 
/ another state, when they can find all their needs 
in Superior. 


Fishing for sales at | the Head-ol-the-Lakes? 


bait on both 


Suporte at Duluth are in different 
states, and are separate markets, similar to Minneapolis 


Wisconsin people are not influenced by any “outside” 


| clients 
|Western Sportsman and Derrus 
| Media Service. 


Advertising Age, September 16, 1957 


Advertising We Can Do Without... No. 24 


ae 


Available 

in either 
115-velt 
plug-in model 
or 230-volt! 


SSSR 08E8 LAST CHANCE 
“Yorwrade 1957 Air Conditioners 


ONLY ‘10 


PUTS ANY VORNADO AIR CONDITIONER IN YOUR HOME TOMORROW 


PAY NO MORE 
TILL NEXT APRIL, 1958 


“Sel 
ql H. P. 


“DRIVE ALITTLE 


WAS $339 Mou). 
VORNADO TWIN THIN 


"F MODELS 1957 
NOW WAS 

Wi00-| $199.95 $329.95 ‘1 H.P. Plug-in 115 Volt 

Wi00-2 24.95 339.95 1H. P. 220 Volt 

Wi50-3 249.95 399.95 I'/2 H. P. 220 Volt 


169 


SAVE A LOT” 


TYPO TRICKS AGAIN-—-Hugh E. Robertson, advertising manager, J. F. 

Pritchard & Co., Kansas City engineering organization, submits this 

engaging newspaper ad for our “Advertising We Can Do Without” 

series. Vornado air conditioners are not really “only $10” as they 
seem at first glance, but $169.88. 


Morrison Forms Rep Company 

Robert B. Morrison has formed 
Robert Morrison & Associates, pub- | 
lishers’ representative, with offices | 
at 35 E. Wacker Dr., Chicago. Mr. 
Morrison formerly was a space | 
salesman for Collier’s. Among his | 
are American Mercury, 


because benefits are 
shown in ACTION! 


Action gets attention, and benefits sell the pro- 
duct. Parker made the most of these basic prin- 
ciples with a low-cost Hankscraft motor. Why 
not let Hankscraft engineer animation into your 
display? Send us a cutout dummy or rough sketch. 
We'll equip it with the most efficient motor for 
your use; either AC or battery-operated. 


*Pen is raised and lowered in inkwell by an AC syn- 
chronous type motor. When pen is lowered, ink level 
falls, and words “FILLS ITSELF” appear in slot below. 


Send for Free Booklet .. . 


gineering Service for animated displays. 


REEDSBURG, WISCONSIN 
itn oe in these principal citie 


Let Hankscraft 
engineer the 


animation ! 


complete with detailed information, drawings, and 
special adaptations of all Hankscraft Display Motors. 
Booklet also tell you about the free Hankscraft En- 


THE HANKSCRAFT COMPANY 


AGO « PHILADELPHIA « * MINNEAPOLIS 
NEW YORK ¢ DALLAS * TORONTO (Ontario) 
SAN FRANCISCO (Erlach Lee Company) 


Parker Pen Display designed and produced 
by Niagara Lithograph Company. 


Reedsburg, Wisconsin 


THE HANKSCRAFT COMPANY 


Please send me FREE m ! 


Dept. AA-9 


on Hankscraft Display Motors. 


NBC Previews New 
Fall Schedule on 
‘Closed-Circuit TV 


New York, Sept. 10—A couple of 
| executives named Bob teamed up 
with NBC-TV’s top stars last week 
to stage a closed-circuit preview 
of the network’s new fall schedule. 

The Bob’s, of course, were NBC 
president Robert W. Sarnoff, and 
exec vp Robert E. Kintner, who 
played host to agency guests on 
hand for the all-star preview and 
station men who watched the tele- 
casts in their home cities. 

Various NBC performers ap- 
peared before the color cameras 
to plug their fellow artists on the 
network and to promise to outdo 
the competition. There was a good 
deal of trade joking and gags 
about ratings. 

After pointing out that he had 
never been too keen on ratings, the 
new head man on “Tonight,” Jack 
Paar, quipped: “But then who am I 
to say that Lawrence Welk wasn’t 
funnier than Sid Caesar?” 


® Biggest boff of the evening came 
when one of the regulars on the 
Steve Allen show, Gordon Hath- 
away (Louis Nye), introduced 
himself as a copywriter and of- 
fered this new slogan for lipstick: 
“Lipstick tastes good, like a pretty 
girl should.” # 


Ulrich Joins Doherty, Clifford 
John A. Ulrich has joined Do- 
herty, Clifford, Steers & Shen- 
field, New York, as an account 
executive. He was formerly with 
Beech-Nut Life Savers Inc. 


Sage Joins Hearst 

Richard C. Sage, formerly own- 
er of a number of boatyards, has 
joined the New York sales staff of 
Motor Boating, a Hearst magazine. 
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NOW ... the Houston Post delivers 


highest readership in the South’s largest market 


Wn Ale med Fila! 
ro manst voun Conpuelenioe 


Tt? Eee, CONROE Hee 


on sth vue 


Post Is Offering 2° 1s 
_ Income Tax Books =< 


Highest Readership 


Fastest Growing Circulation 


Largest Advertising Gains 


THE HOUSTON POST 4S 
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The Houston Post leads in readership of both news and advertising by 
both men and women readers. The Houston Post has the highest readership 
among Houston newspapers. This is proved by comparative readership 
studies conducted by Daniel Starch and Staff over a five year period. The 
Houston Post high readership is reflected in 1950-1957 circulation gains 
— the largest among Houston newspapers. Get results in the South's largest 


market. Pick the best read newspaper — The Houston Post. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, REGAN & SCHMITT 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 17. Magazine Publishers Assn. 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, Sth marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Repre- 
sentatives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Sept. 26-28. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Editors 
Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, Drake Ho- 
tel, Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agency 
Network, Columbus, O. 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct. 13-15. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, fll. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 


cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, @th annua! convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fia. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Asan. of Advertis- 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

*Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronada, San Diego, Cal. 

*Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 


ICOM 


the editor 


Every week for more than 17 
years ... “Comments” by West- 
ern Livestock Reporter’s editor 
has been read by . . . 

Feeders, Stockmen, Ranchers 
of the seven-state Northwest. 

Sell to the Northwest stock- 
men, using the regional weekly 
they rely on. Use the . . . 


WESTERN 
LIVESTOCK REPORTER 
Billings, Montana 


Hotel Warwick, Philadelphia. 

May 5-7, 1958. Assn. of Canadian Adver- 
tisers, 43rd annual convention, place to be 
announceda. 

*May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

*June 3-6, 1958. National Industrial Ad- 
vertisers Assn., 36th annual convention, 
Chase-Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Vancou- 
ver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., The Broadmoor, 
Colorado Springs, Colo. 


Promotes Katie's Sauerkraut 
Rothman Pickle Products Inc., 
East Northport, N.Y., has appoint- 
ed Ralph D. Gardner Advertising, 
New York, to handle an extensive 
advertising campaign for Katie’s 
sauerkraut. Packaged in a poly- 
ethylene plastic bag, the sauer- 
kraut will be promoted in print 
and broadcast media and will re- 
ceive merchandising and in-store 
promotion across the country. 
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Advertising Age, September 16, 1957 
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ON THE LINE— 
General Electric 
Co. gives some 
solid advice to 
high school stu- 
dents in this ad 
for Lynn, Mass., 
area newspapers 
Sept. 12. GE re- 
minds students 
that “very often 
it’s difficult to 
find qualified 
People . . . sim- 
ply because the 
applicants 
haven’t had the 
right kind of 
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Bartholomew House Expands 
Bartholomew House, the book 
publishing wing of Macfadden 
Publications, New York, is now 
concentrating on bringing out in- 
expensive hardbound books, in 
addition to its inexpensive soft 
covers. The new books, to be of 
both general and specialized na- 
ture, are expected to reach a large 
market through the mass market- 
ing facilities of Macfadden Pub- 
lications. Ralph Brendler, former- 
ly with Pocket Books, Simon & 
Schuster and McGraw-Hill, will 
supervise the Bartholomew House 
operation as general manager. 


Kretschmer Names Hartman 
Kretschmer Wheat Germ Corp., 
Carrollton, Mich., has moved its 
ad account to the Chicago office 
of George H. Hartman Co. from 
Gleason Advertising, Detroit. The 
switch, Kretschmer said, coincides 
with the beginning of a stepped- 
up national ad program to use net- 
work radio, plus page ads in major 
market dailies and in magazines 
and trade papers. 
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Seurce: Profile of the Millions ...a study ¢onducted 
by W. BR. Simmons & Associates Research, inc, 
Approved by the Advertising Research Foundation. 
Any New York News office will show you Profile. 


legé alumni reading a New York newspaper 


im New York City and suburbs read The News 
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The Vancouver Sun and the|manager of Whitney Chain Co., 


— 
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Brown-Forman Cancels Plans 
for Kentucky Warehouse 

Brown-Forman Distillers Corp., 
Louisville, has canceled plans to 
build a $1,500,000 warehouse in 
Kentucky because of the state’s al- 
legedly discriminatory tax. For the 
first time in its 87-year-old history, 
the company said, it will use ware- 
house space outside of the state, 
and has leased a warehouse in 
Terre Haute, Ind., at an estimated 
saving of $100,000 a year in taxes. 
Browu-Forman is the fourth ma- 
jor distiller to move part of its 
operation beyond Kentucky’s bor- 
ders. The others are Joseph C. Sea- 
gram & Sons, Schenley Distillers 
Inc. and National Distillers Prod- 
ucts Co. 


dent of Sun Publishing Co., said in 
a note accompanying dividend 
checks. Sun earnings for the year 
ended Aug. 31, 1957, are estimated 
at $840,000, he said. This compares 
with $950,407 for the previous fis- 
cal year. 


Wrigley Sticks to Page Ad 


William Wrigley Jr. Co. attached 
sticks of its chewing gum on to) 
5,000 copies of the Packet & Times, | 
Orillio, Ont., Aug. 23 in what is| 
believed to be the first time a food 
product has been attached to a 
newspaper ad in Canada. The gum 
was attached manually to a page 
Wrigley ad. Promotion results 
have not yet been tabulated. 


Whitney Chain Boosts Atkins ; 

Roten G. Atkins, for the past 12) 4° SLANT—Singer Sewing Machine Co. is running this color spread 
years advertising and export sales| #” ten magazines in September, proclaiming its Slant-O-Matic as 
“the greatest sewing machine ever built.” 


Merged Papers’ Profits Lag 


Vancouver Province, Canadian pa-| Hartford, Conn., has been named 


Push Promotes 
Slant-0-Matic 


New York, Sept. 10—Singer 
Sewing Machine Co. will use mag- 
azines, tv and radio to introduce 
its new Slant-O-Matic model in the 
“biggest ad program ever put be- 
hind a sewing machine.” 

On alternate Tuesdays, Singer 
will sponsor “The Californians” 
(NBC-TV), new adventure series 
to begin Sept. 24. On Monday 
mornings, the Slant-O-Matic will 
be featured on the “Godfrey Show” 
(CBS-TV and CBS-Radio) and on 
every fourth Friday morning on 
the radio-only Godfrey show. 


pers which merged in June, did|manager of a new marketing de-| 1958 ‘TV Blue Book’ Is Out 
not produce a significant profit in| partment serving both Whitney 
the first 10 weeks of operation by|Chain and its Hanson-Whitney 
a jointly-owned company, Pacific| gage and thread milling machine 
Press Ltd., Donald Crombie, presi- | manufacturing division. 


ison, Wis. The edition features’ will be out Nov. 1. 


articles on appliance servicing, 
The 1958 “TV Blue Book” is now | advertising and merchandising. ene amped: " a Pa 
being distributed by National Ap- | The “Home Appliance Blue Book,” : 

pliance Trade-In Guide Co., Mad-|covering all major white goods, 


Four-color spreads will run in 


nal, Life, Look, McCall’s, Parents’ 
Magazine, Progressive Farmer, 
Successful Farming and Woman's 


Want college alumni? 


‘ 


The News is read by more college alumni than 
any other New York morning or evening newspaper! 


If you want higher sales from the higher 
1.Q.’s in metropolitan New York... you reach 
more college educated in The News audience 
than any other local paper. In the group with 
more than a high school diploma, The News 
by itself delivers 

130,000 more than the Times 

170,000 more than the 

World-Telegram & Sun 

290,000 more than the 

Herald Tribune 

360,000 more than the Post 

370,000 more than the Mirror 

390,000 more than the 

Journal-American 


College alumni make cash registers cheer, 
are choice prospects for upper price lines and 
all quality products. 

The News best reaches the best customers! 
It has more readers in families with $10,000 
and up incomes, more two-car families, more 
home owners, more families with children, more 
bondholders and stockholders, more prospects 
for quality merchandise—and only The News 
delivers maximum volume 

With more than 4,780,000 readers daily in 
the nation’s largest and richest market, The 
News merits first choice on any sales schedule! 
Ask for all the facts. 


iz ay a a cs SO, | ey ene erm Sc 


The News, New York’s Picture Newspaper . . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 


Day, to be followed by four-color 
pages in October and December. 
Insertions are also scheduled in 
two pattern and 11 educational 
books: McCall’s Pattern Book, 
Vogue Pattern Book, Catholic Edu- 
cator, Catholic School Journal, 
Forecast for Home Economists, 
Girl Scout Leader, Journal of 
Home Economics, National 4-H 
News, Nation’s Schools, Practical 
Home Economics, School Execu- 
tive, School Management and 
What’s New in Home Economics. 


® The ads are dominated by a 
closeup of the machine and the 
copy maintains it’s “the greatest 
sewing machine ever built”... 
“new in its almost unbelievable 
ease of operation...new in the 
fine, sure beauty of its stitching... 
new in introducing convenience 
features you’ve never seen built 
into a machine before. The only 
zigzag machine for home use made 
in America.” 

Young & Rubicam is the agency. 


NTA Boosts Schlatter 


Marvin Schlaffer, formerly film 
coordinator of the National Tele- 
film Associates film network, New 
York, has been named assistant 
general manager for another NTA 
division—Famous Films. Famous 
Films supplies low budget special- 
ized film programming to tv sta- 
tions. 


Get Your FREE 


“HOW BUSINESS pes! 
USES CLIPPINGS” ~~ 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON'S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64%" x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handling. Documented, iliustrated, 
case histories. $2.00—128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BURLAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
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The Voice of the Advertiser 


; This department is a reader’s forum. Letters are welcome. 


; AA's Leaders Were | MEASURED expenditure. Edmond | measured expenditures is almost a 


Based on Measured Media 


To the Editor: Needless to say, 
we at Admiral were surprised to| 
find our company not listed among 
the nation’s 100 largest advertisers | 
(1956) in the comprehensive and | 
enlightening report in the Aug. 19 
issue of ADVERTISING AGE. 
According to statistics provided 
i. by the Bureau of Advertising, OAI, 
; ABP and PIB, Admiral Corp. in- 
vested $3,609,123 in measured me- 
dia during 1956. This figure does 
not include network radio, on 
which Admiral is a sponsor of Don 
MeNeill’s Breakfast Club. 

As you are well aware, most of 
the television-appliance industry’s 


gis ek Ai 


miral Corp. 


advertisers. 


penditures 


Martin Sheridan, 

Director of Public Relations, 

Admiral Corp., Chicago. 

AA’s list of 100 leading advertis- 
ers is based on the list of national 
advertisers with the largest ex- 
in measured media, 
investment in advertising is in co-| since the task of developing the 
operative advertising in newspa- list of 100 largest advertisers on | 


I. Eger, our vice-president, adver- hopeless one. We are, however, de- 
tising, estimates Admiral’s UN-| lighted to set the record straight 
| MEASURED advertising expendi- 
ture in excess of $5,000,000 in 1956, 
which with network radio brings . 
our total figure to over $9,000,000. 

According to this $9,000,000 ad- 
vertising investment in 1956, Ad- 
should rank some- 
where around 75th in the top 100 


for Admiral and anyone else who 
may care to comment. 


It Isn't Easy 
To THE EprTor: CONGRATULA- 
trons AucG. 19 TREMENDOUS ADVER- 
TISING AGE. A MILLION DOLLARS 
WORTH OF INFORMATION FOR FIF- 
TEEN CENTS. HOW CAN YOU DO IT. 
Virgil Matcher, 
CHICAGO. 
e 


Suggests ‘Pull-Out’ for 
Leading Advertisers Section 
To the Editor: Congratulations 
on the fine job you did on “Pro- 
files’ (Aug. 19). I find it very 


} pers which is classified as UN-|the basis of co-op and other un-|handy and useful... especially the 


ee 


There saul be no 
neglected market centers” 


CITY Limits 
OF 


ELSEWHERE 


POPULATION 125,000 


Daily newspapers are published in 
1,393 market centers and ACB reads 
every advertisement published in 
them. 

The U.S. is big. The cities widely 
scattered, The ads of merchants fea- 
turing your brand and/or competitive 
brands are hidden from you unless 
you receive an ACB Report, 


every dally newspaper in the U. 9 


= 


salesmen'’s e 


AGB Reads every ad 


AG, 


UNDUPLICATED 


Keeps you posted on new sales 
ideas, copy themes, premiums, 
new advertisers, etc. You specif 
the kind of advertising you wish 


IF YOU GET ACB RESEARCH SERVICES 


The usual ACB Report is about the 
size of a schoolboy’s tablet. You can 
highspot it in a few minutes. When 
studied by salesmen, salesmanagers, 
advertising departments and agency- 
men, it reveals a world of potent indi- 


cations for increased sales. Here are 
3 out of 14 ACB Services. 


RETAIL STORE REPORTS 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own or competitive accounts. 
A widely-used service for deter- 
mining sales policy and directing 

Forte Reports can 


show linage; cost of space; city; 
publication; sales territory; dealer 
name; product and price adver- 
tised; mats used; totals and per- 
centages. ACB Reports are better 
than 95% accurate. 


TEAR SHEET SERVICE 


Tear sheets are the basis of all 
research in newspaper advertising. 
ACB can furnish tear sheets con- 
taining advertising of any specified 


dealer or national advertising. ACB 
tear sheets are complete pages and 
show position, full headline in- 
formation, etc. 


COPY SERVICE 


to see if, as, and when it appears. 
ACB will “spot” it and send you 
tear sheets. Covers all dailies in 


the U.S. 


ADDITIONAL 11 additional services are available. Described in ACB Catalog sent free 
SERVICES: on request, or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicage (3) 18 S. Michigan Ave. + Columbes (15) 
20 South Third St. + Memphis (3) 161 Jeflerson Ave. + San Francisce (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


speed with which one can relate 
cost of advertising to sales of these 
“king-size” advertisers. 

But, may I offer a suggestion? 
Will you please print your next 
“Profiles” in a pull-out section? 
I’m sure if you polled your read- 
ers they would prefer it. 

Thanks again for a service to 
your subscribers and readers. 

Murray M. Spitzer, 

Broderick-Spitzer Associates, 

New York. 


‘The Exchange’ to Reprint 
25 Leaders, with Additions 

To the Editor: Will you give 
The Exchange magazine permis- 
sion to use, with credit to ApveErR- 
TISING AGE, 1956 and 1955 total ad- 
vertising expenses for the 25 
listed companies which topped all 
others in respect to such spend- 
ing? 

Such companies would include 
all of the first 25 tabulated in 
your issue of Aug. 19, except for 
Lever Bros. (which is not listed), 
plus Liggett & Myers. 

If we receive permission to use 
your figures, we would probably 
relate them to that company’s 
1956 and 1955 sales or revenues 
and also to net income after taxes 
for both years. We might also 
show 1956 and 1955 cash common 
dividend payments by all 25 en- 
terprises. 

The only ApverTISING AGE ma- 
terial we’d use, of course, would 
be the total advertising expendi- 
tures. 

In case you are not familiar 
with our magazine, the official 
monthly publication of the New 
York Stock Exchange, a copy of 
the August issue is enclosed. Paid 
circulation now amounts to 140,- 
000 copies. 

Kenneth Hayes, 

Editor, The Exchange, New 
York. 

. - . 


Researcher ‘Agrees’ with 
Oehler, But Not Quite 

To the Editor: Thank you, Mr. 
Oehler, for your illuminating arti- 
cle (Aug. 5) on the semantic jun- 
gle of marketing research. Who 
could help but agree with you? 

After all, if the term “consumer 
research” includes all the other 
terms, such as “motivational,” 
“depth,” ete., why should we dif- 
ferentiate? If one talks about cere- 
als, what difference if the cereals 
are Corn Flakes, Wheaties or Spe- 
cial “K”? They're all cereals, 
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aren’t they? 

Then too, it’s silly to split hairs 
over the difference between a 
“qualitative” and a “quantitative” 
survey. One has to do with the 
quality of the response and the 
other with quantity, but this just 
confuses the issue, After all, what 
difference between 100 people 
(oops, respondents) buying cereal, 
and 100 people buying cereai to get 
the premium—the cereal is selling, 
isn’t it? 

Yes, Mr. Oehler, I could go on 
all day agreeing with you. You 
certainly “reduced the confusion” 
of terminology. Let’s go back to 
the “quite simple” way of doing 
things. It doesn’t really matter 
whether the “quite simple” way is 
helpful or not, if it’s “quite sim- 
ple.” 

Why pioneer in finding a better 
way? Why attempt to use new and 
perhaps as yet imperfect tools in 
the aim of perfecting these new 
tools. It’s really a waste of time. 
However, I think someone (prob- 
ably one of those anthropologists 
or social scientists) coined a word 
for all this silliness. The word is 
progress, I believe. 

Mary Alice Rooney, 

Research Director, Woodard, 

Voss & Hevenor Inc., Albany. 

. . 
Backs the St. Bernard 
as a Real ‘Woofer’ 

To the Editor: L. M. Ross, vice- 
president, Carrier-Houston Corp., 
Houston, Tex., is to be congratu- 
lated. His Carrier poster (AA, 
Aug. 26), depicting a supersized 
dachshund, is impressive, indeed. 
One might say that Carrier has 
more than turned the corner in 
achieving the ultimate in com- 
missioning canines to carry a 
message, for their dachshund is 
a most uncommon carrier—if I 
may make a poor pun—and I 
have. 

Now to get back to the rebuttal. 
It is true that the Carrier dachs- 
hund is longer than the Strong- 
heart St. Bernard. But he isn’t 
bigger—just as the elongated Em- 
pire State Bldg. doesn’t match the 
Pentagon in mass. 

I might add that the St. Ber- 
nard has been painted with faith- 
ful fidelity to life, whereas the 


| dachshund is a caricature atten- 


uated to the shape of a severely 


| stretched sausage. As a matter of 


fact, we didn’t even have room to 


|show all of our St. Bernard. If we 


had wished to resort to a snide 
type of trickery, we could have 


FOLLOW 


that lead. 
the Sunday edition. 
their best sales producer. 


more dollars to spend. 


IN SELLING BUFFALO 


OF THOSE WHO KNOW 


MEN'S STORES place 74% of their daily linage in the Morni 
Courier-Express...and use additional space Sundays to sw 


WOMEN’S stores place 68% of their daily linage in the Morning 
Courier-Express and, in 1956, used 668,426 additional lines in 


All of which means that both those who are selling women, 
and those who are selling men have found the Courier-Express 


FOR ECONOMY use the Morning Courier-Express to get 
more advertising for your dollar concentrated on those with 


FOR SATURATION use the Sunday Courier-Express to 
blanket Western New York’s rich 8-county market. It’s the 
State’s largest newspaper outside of Manhattan. 

R OP COLOR available both daily and Sunday. 
Member: Metro Sunday Comics and Sunday Magozine Networks 


Buffalo COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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shown him—legs, stomach, tail 
and all—by using two moré poster 
panels, one below and one just aft. 

But I like the Carrier dachs- 
hund. May he help Carrier in 
conditioning air as effectively as 
we believe Strongheart dog food 
conditions dogs for a_ long, 
healthy, happy and hearty life. 

To summarize the whole situa- 
tion—in the bright lexicon of the 
hi-fi buff, we believe our Strong- 
heart St. Bernard poster is a real 
“woofer” and not a mere “tweet- 
er.” 

James B. Wilson, 
Vice-President, D’Arcy Adver- 
tising Co., Chicago. 

. * 7 


Puts Food on a Diet 

To the Editor: Would someone 
please tell this misinformed ad 
man what happens when “you put 
food on a diet?” 

The attached ad ran in this 
morning’s Detroit Free Press and 
here is one on-looker that con- 
siders it in the objectional cate- 
gory. The product, just by the 
name, gives every indication of be- 


NOW 
slenderella. bread 


helps you put hoc an a diet! 
ements hen fame & again! Sock 4 whe apni! bein 


Siredter taad was womens! yom ene ger 


feet . 


ask your qnoocer today. youll den # 


ie 


slenderella. Broad 


i Nn ah, pm lr 


ing diet food. The copy doesn’t 
tell you that it isn’t—except for 
the very small message printed on | 
the side of the loaf. Unless they | 
mean that putting “food on a diet” | 
reduces the size of the slice, but) 
not the size of a human. 

No matter how you “slice it,” it’s 
misleading—and I object! 


J. R. Gentile, 
D. P. Brother & Co., Detroit. 
. . . 


Cites Allis-Chalmers’ 
Single Sponsorship 

To the Editor: Statements in 
The Eye and Ear Man’s “It Ain’t 
Show Biz No More” story of July 
22 prompt me to call to your at- 
tention that a single client does 
completely sponsor another net- 
work radio program in addition to 
the one he mentioned... namely, 
the National Farm and Home Hour 
sponsored by our client, the Trac- 
tor Group of Allis-Chalmers Mfg. 
Co., Milwaukee. 

For your further information, 
Allis-Chalmers has just renewed 
its sponsorship of the Na _ nai 
Farm and Home Hour for the 14th 
consecutive year. In other words, 
the program has had a single spon- 
sor for the past 13 straight years, 
and the current renewal for the 
14th year indicates that everyone 
concerned is happy. 

Your use of “The Woolworth 
Hour” as a possible exception to a 
single client sponsoring a radio 
program is, therefore, quite in er- 
ror. It is entirely possible that 
“The Woolworth Hour” actually 
does not have a single client as 
its sponsor, for investigation 
might show that Woolworth’s sup- 
pliers may be footing the bill. 
This is certainly not true in the 
case of Allis-Chalmers’ sponsor- 
ship of the National Farm and 
Home Hour. 
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National Broadcasting Co. and the 
U. S. Department of Agriculture 
in producing the National Farm 
and Home Hour, you may rest 
assured that this agency does 
need a radio and television de- 
partment—and a director. 

I hope you will accept these 
facts in the spirit they are pre- 
sented—not critical, information- 
al. 

Gerald L. Seaman, 
Radio & TV Director, Bert S. 
Gittins Advertising, Milwau- 
kee. 


Cites Insurance Institute's 
Reply to Schlicter Letter 

To the Editor: In quoting part 
of Sumner Schlicter’s letter to 
the New York Times in your cur- 
rent issue, you neglected to men- 
tion that it was addressed pointed- 
ly at the Institute of Life Insur- 
ance’s anti-inflation campaign. 

You also neglected to quote any 
part of the reply, also in the Times, 
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of Institute President Hoigar| other economists, that does not|see Mr. Johnson’s letter to the 
Johnson. The Institute is a seven-| share Professor Schlicter’s point; Times in your columns. Mean- 
figure advertiser, and its campaign|of view. Mr. Johnson speaks for| while I call your attention to a 
has been running in some 450) this group, and for our own com- | statement in our own annual report 
newspapers throughout the U.S. | pany, which with many others | of how this company feels about 
If Mr. Johnson doesn’t rate| helps defray the cost of the Insti-| the situation. 

mention because of this fact alone, | tute’s advertising campaign. 

let me say that there is a substan- As a long-time subscriber to 
tial body of opinion, including | Avvertisinc Acre, I would hope to | 


David W. Tibbott, 
New England Mutual Life In- 
surance Co., Boston. 


Verkoopt de INVLOEDRISKE POST— de wereldmarkt 


VAN direct ingrijpende invloeden. 


EVEN IN DUTCH IT’S: “Sell the POST INFLUENTIAL —the mass market of active influence.” 


Cooperating as we do with the 


Here’s an Old Timer’s Secret 


How come you get greater response from advertising 
in MICHIGAN FARMER? Because 9 out of 10 Michigan 
farm families read it regularly. Why the statewide pop- 
ularity? Concentration on Michigan agriculture alone 
—more than 100 years of it. 
; What about farm income? Right up there. Michigan 
is a top-third state. And Michigan farmers diversify : 
more than those in any other state. They keep the : 
dollars rolling in steadily all year long. * 
Why not include the prosperous states of Ohio and 
Pennsylvania, served by THE OHIO FARMER and PENN- 
SYLVANIA FARMER? All 3 papers are published twice 
each month, gravure printed in 4 colors to save you 
the cost of plates. Write 1010 Rockwell Avenue, Cleve- 
land 14, Ohio, for more facts. 


Michigan Farmer 


EAST LANSING, MICHIGAN 


eteeeeeeeeeeeee 


SCHEER ee 


THE OHIO FARMER, Cleveland 
PENNSYLVANIA FARMER, Harrisburg 
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from $495 for a table mode] to 
pe M one. = ab reed | ese for a full-door console. The | Gillette Will Use 


° , |supplementary models to the line 
Radio Corp. of America, New) “simplified color-quick 


| feature 
York, has added five color models | tuning,” according to RCA. 
receivers. The new models will / dividend of 25¢ per share on com- 
range in price from $550 for a|mon stock, payable Oct. 28 to 
table model to $795 for a console.| holders of record at the close of 
RCA’s current “700” series ranges | business Sept. 20 of this year. 


Thumb-Movies as 


‘57 Series Premium 


Boston, Sept. 11—Gillette Safe- 
ty Razor Co.’s 1957 reminder to 
little and big shavers that it is 
sponsoring the World Series on 
radio and tv will be a vest-pock- 
et-size booklet on “Signals—the 
Secret Language of Baseball.” 

The Gillette premium, designed 
to be thumbed through fast, to 
give the effect of motion, is la- 
beled “Finger-Tip Movies.” The 
premium will be available with a 


FORT WAYNE, INDIANA 


“The Opportanity atket— 


587,400 People With a Billion Dollar Income 


The 587,400 prosperous residents of Indiana's growin 
Golden Zone Market have $1,074,036,000 to spen 


Super-Speed razor at $1, or with 
40 Blue blades in dispensers at 
$1.96. The booklet carries live- 
action shots of Baltimore Orioles 


annually. And they seen it! Retail sales alone are 


more than $669,000 Manager Paul Richards giving 
’ signals. 
a aie Revers bee vost ago z Fans will learn of the Gillette 


offer through one-third-page color 
ads in the Sunday comics sections 
of 224 newspapers in September. 
The offer also will be promoted 
via Gillette’s sponsorship of the 
“Cavalcade of Sports,” on NBC 
Radio and NBC Television. 

The razor company has spon- 


culation in the market. 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News-Sentinel © THE JOURNAL- GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


HOW SIE or LKOIRIDS 


After blending, choice Scotch 
whiskies are “married” together 
in sherry-mellowed casks 
6 times longer than ordinary 
Scotch. Natures way of 
combining delicate lightness, 

rich flavor! 


HOUSEor LORDS 


THE ORIGINAL — 


ES SS 


ae 
SCOTCH WHISK 
100% 


eremas 


sO OISTILLERS 
LEITH. S 


into casks.” Aud 


scene inside “spirit store” of ald Highland distillery 


BLENDED SCOTCH WHISKY 86 PROOF, 
IMPORTED SOLELY BY GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KENTUCKY 


= 


DOWN UNDER—In Australia, where the W. A. Sheaffer Pen Co, is 


sponsoring “I Love Lucy,” a large crowd gathered in front of the 
window of the Myer Emporium in Adelaide to watch a showing of 
what was called “the world’s No. 1 tv program.” Adelaide—in South 
Australia—does not have tv yet, but Sheaffer was able to stage the 
showing by means of rear projection (using a standard 16mm pro- 
jector and projecting onto a mirror and thence through the tv cab- 
inet). The show ran in the store window for a week. 


sored the World Series for the 
past 18 seasons on radio and 
for the past 10 on tv. Again on 
NBC, Gillette will back the event 
on a total of 220 tv stations and 
280 radio stations in the U.S. In 
Canada, Gillette will sponsor the 
series on 26 tv and 81 radio sta- 
tions. 

About 88 of the U.S. radio sta- 
tions, and probably about 25 of 
the U. S. tv stations, will be non- 
NBC affiliates. In Canada, both 
English and French broadcasts of 
the series will be sponsored by 
Gillette on radio. 

Maxon Inc. handles the Gillette 
account. + 


Pennsylvania Okays Giving 

Trade Stamps with Smokes 
Pennsylvania’s justice depart- 

ment has ruled that trading stamps 


may be given with the sale of 
cigarets without violation of the 
state’s unfair cigaret sales act. 

| Trading stamps may be given 
| with smokes, the department ruled, 
when the stamps are distributed 
“in good faith with all merchan- 
dise on a uniform basis as a gen- 
eral business practice and not as 
a subterfuge for the purpose’ of 
evading the act.” The law pro- 
hibits retailing of cigarets in Penn- 
sylvania at less than cost to re- 
tailers. 


Magazine Boosts Rates 

Farmer’s Advocate & Canadian 
Countryman, Toronto, will boost 
its rate from $1.50 to $1.65 per 
line, effective Jan. 1. The raise is 
due to increases in price of paper, 
higher production costs and an 
increase in circulation of 10,000, 
the publication reported. 
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Kukla, Fran, Ollie and Burr Tillstrom Desert 
Chicago TV for Less Hectic Stage Tour 


Cuicaco, Sept. 10—Chicago, once 
a thriving center of television pro- 
duction, suffered another major 
setback when Burr Tillstrom per- 
formed his last “Kukla, Fran & Ol- 
lie” puppet show over ABC a week 
ago. 

— Zachary, producer of the 
show, said KF&O is “definitely not 
through with television,” but Mr. 
Tillstrom wants to take his “Kuk- 
lapolitan Players” on a stage tour 
throughout the East. They will play 
on Broadway beginning Nov. 21. 

Despite trade rumors, Miss Zach- 
ary denied the whimsical puppet 
show was leaving because of spon- 
sor troubles. The last show Aug. 
30 marked the end of the second 
78-week contract with Gordon 
Baking Co., Detroit, as sponsors. 
The company wanted to sign an- 
other contract, she said. 

It was Mr. Tillstrom’s decision 
to leave the hectic tv life for a 
theater tour. 


s “Kukla, Fran & Ollie,” an early 
pioneer in the young tv industry, 
was born Oct. 13, 1947, on Chi- 
cago’s station WBKB. 

Radio Corp. of America was its 
first sponsor on a midwest net- 
work. The original format was a 
five-a-week hour show, later re- 
duced to 30 minutes. 

When the coaxial cable to New 
York was opened in 1949, KF&O 
went with RCA to the NBC net- 
work. During its five-year “hitch” 
on NBC, sponsors included RCA, 


Clock Spectacular 
Bows as New Subway 
Advertising Medium 


New York, Sept. 10—A new lo- 
cal advertising medium makes its 
bow here Sept. 17 when a device 
called the Clock Spectacular is 
shown at the Hotel Roosevelt to 
advertisers and agencies by the 
Display Advertising Corp. 

The Clock Spectacular—a 6’ 
case with an illuminated self- 
winding clock flanked by an ad- 
vertising message projected from 
a full-color  three-dimensional 
transparency—‘will eventually 
appear in all subway stations to 
sell products as they tell time.” 


® The spectaculars will be sus- 
pended from ceiling beams or col- 
umns on station platforms. View- 
ers “will have 20 to 60 seconds 
in which to read a Clock Spectac- 
ular message” while walking on or 
off platforms—‘“plus minutes” to 
view ad messages while waiting 
for trains. 

Display Advertising said an ad- 
vertiser buying 25 spectacular lo- 
cations will get a circulation of 
17,500,000 persons a month. Dis- 
plays may be changed every three 
months without charge. More fre- 
quent changes can be made at 
extra charge. Rates have not yet 
been decided on. 

J. Anthony Probst, president of 
Display Advertising, said subway 
riders will see the Clock Spectacu- 
lars “not only because of their 
commanding locations, but be- 
cause they’ll want to know the 
right time.” + 


Coyne Joins Ipekdijian 

Edward G. Coyne, formerly with 
William Nicosia Advertising, has 
joined Ipekdjian Inc., New York, 
distributor of Chatham cultured 
emeralds and precious stone mer- 
chant, as advertising and sales 
manager. 


Jatte Joins Kastor, Farrell 
Laurence J. Jaffe, formerly with 
Erwin, Wasey & Co., has joined 
Kastor, Farrell, Chesley & Clif- 
ford, New York, as senior vp and 
director of marketing and research. 


National Dairy Products (Sealtest 
ice cream), Ford, Life, Procter & 
Gamble, National Biscuit Co., and 
Swift & Co. 

In 1952, a national furor resulted 
when the show was cut to 15 min- 
utes per day, and later to a weekly 
half-hour show. 

Mr. Tillstrom, seeking a return 
to the five-a-week strip format, 
moved over to ABC in August, 
1954, where he advertised the Gor- 
don Baking Co.’s Silver Cup bread. 

The show was seen live in only 
three cities, Chicago, New York 
and Detroit, but was later sold on 
a co-op basis to as many as 45 ABC 
affiliates. 


s This summer, Mr. Tillstrom tried 
out a “live” stage production in a 
small town summer theater, liked 
the way it went and decided to hit 
Broadway with his beloved puppets 
and Fran Allison after winding up 


the final five weeks of his tele- 
vision contract. 

KF&O’s passing leaves Chicago 
with only three network shows— 
“Club 60” on NBC, “The Susan 
Show” on CBS and “It’s Polka 
Time” on ABC. 

In the early years of the decade, 
Chicago was going strong as origi- 
nator of network offerings, but 
most either followed Dave Garro- 
way to New York or fell by the 
wayside. 

In 1953, NBC had six net shows 
—‘“Ding Dong School” (now in 
New York), “Mr. Wizard” (also in 
New York), “Hawkins Falls” (off 
the air), “Welcome Travelers” 
(switched to CBS and then folded), 
“Kukla, Fran & Ollie” and “Zoo 
Parade,” which gave its last per- 
formance Sept. 1. 

CBS has had “Welcome Travel- 
ers,” which ended in May, 1955, 
and the “Quiz Kids,” which was 
also dropped. ABC had the “Break- 
fast Club.” 


® The Kuklapolitan Players will 


owned at least two television ap- 
pearafices, both on the Perry Como 
show, while they are in New York 
this fall. 

Just when and where Mr. Till- 
strom’s puppets will again turn up 
on their own tv show is not known, 
Miss Zachary said. + 


SiMPSON-REILLY, LTD. 
Publishers Representatives 
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LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


ft all adds up to: 
@ 38,586 total circulation; includes 94%, 


@ $31 Million subscriber Food purchases 


Ht Daily Pantagraph 
_ BLOOMINGTON-NORMAL, ILL. ~ 
. 127 Mi. S. W. Chicago—157 N_ E. of St. Louis 


Represented by Giiman, Nicoll & Ruthman 


coverage 
Standard Metropolitan County Area (McLean) 
© $147 Million subscriber Retail purchases 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage 
plus 24,164 subscriber families ta 85 othe : r 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra” market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 
most newspapers are unable to offer! 


Tr communities, our 


of 


Rare greater 


Pat 


than 


New Orleans & combined! 


If you want your advertising message to do a man-size selling job in the 


Canadian market—put it in 


the 8 Southam Newspapers. 


More than 1,550,000 readers daily in a market that spends over 2 BILLION, 
248 MILLION dollars annually at the retail level is too big a market 

to miss. That’s a retail market exceeding all of Metropolitan Cleveland and 
New Orleans combined—and it’s a market sold effectively only through 


the 8 Southam Newspapers. 


Be sure you get your share of this great Canadian market—put all 8 
Southam Newspapers on your media list. 


YOU GET ACTION WHEN 


YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA + HAMILTON + NORTH BAY + WINNIPEG 


Citizen Spectator Nugget Tribune 
CALGARY + MEDICINE HAT - EDMONTON + VANCOUVER 
Herald News Journal Province 


FA9ITA 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Inc. (Can. Div.) 
New York, Detroit, Chicago, 

San Froncisco, Los Angeles, Atlanta 
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Toronto Cab Signs Regulated 

A set of regulations governing 
types of signs for ads on taxicabs 
in the Toronto area has been es- 
tablished by the city’s licensing 
commission. From now on the 
commission will have to approve 
all advertising. A cab will be al- 
lowed one exterior sign up to 
6x48” located near the trunk. In- 
side, the cab can carry on the back 
front seat five signs up to 10x12”. 


MILLIONS 


Contest entries by the hundreds of 
thousands, requiring millions of han- 
dling details, have been entrusted 


BBC, ITV Gird . 
in Critical’ Battle 


to Pull Viewers 


No Dial-Out Shows Is 
Goal of Commercial TV; 
BBC Abandons Quizzes 


Lonpon, Sept. 10—The British 
Broadcasting Corp. and the com- 
mercial ty program contractors 
have taken the wraps off their 
plans for fall programs and are 
preparing for a critical battle for 
Britain’s viewing audience. 

The Independent § Television 
(ITV) network, now operating in 
the four largest population areas, 
knows it must continue to build 
its audience if it is to continue to 
attract advertising. 

The BBC knows that unless it 


to our care by advertisers. Our ex- 
perience is available to you. There 
is no obligation in consulting our 
Contest Department. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 


...dimed at one 
specialized 
market! 


SUPER sERVICE 


_over Selling | 


eal 


; kup. Chenge 
| sexing ches aoe 


can compete successfully for the 
viewing audience it will lose face 
—and that could open the door to 
increased agitation for an inde- 
pendent (i.e. commercial) radio 
system that would bust its mono- 
poly wide open. 

Future plans revealed last week 
indicate that the two networks 
have entirely different ideas about 
how to win and hold television 
audiences. 


® Most startling move came from 
BBC, which is junking panel 
games and prize quizzes—not that 
a BBC quiz prize ever amounted 
to more than a mere token. The 
only survivor of this scorched 
screen policy is an old BBC 
standby, “What’s My Line?” 

Instead, said BBC’s tv control- 
ler, Kenneth Adam, there will be 
“a distinct increase in serious ef- 
fort, in terms of both talks and 
dramas.” 

The junking of quiz shows by 
the BBC was taken here as an in- 
dication that the corporation has 
accepted the fact it cannot compete 
with the big cash prizes offered 
on commercial television. 

While BBC quiz prizes rarely 
have reached and seldom exceeded 
£30 ($84), ITV regularly offers 
prizes as high as $8,960 in “The 
$64,000 Question.” (In the British 
version the prize units are shillings 
(14¢) instead of dollars.) 


= But Mr. Adam denied quiz pro- 
grams were dropped because of the 
money angle. “I just do not think 
quiz programs and panel games 
make good television,” he said. 
Speaking of the fall schedules, he 
said: “This is an experimental pe- 
riod, in which deliberate decisions 
have been taken on a number of 
points.” 


e Among these were a policy of 
emphasizing regularity, but not 
rigidity, in program schedules— 
but there would be a_ regular 
nightly pattern under which, for 
instance, there will be a guaran- 
teed half hour of light entertain- 
ment Mondays through Fridays at 
7:30. 
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Top 50 Spot Radio Spenders, 1957 


Source: Radio Advertising Bureau Estimates 


American Airlines Metropolitan Life Insurance Co. 
American Tobacco Co. Miles Laboratories Inc. 


Anheuser-Busch Philip Morris Inc. 

Beechnut Life Savers National Board of Fire Underwriters 
B. C. Remedy Co. Nestle Co. 

Best Foods Pepsi-Cola Co. 
Bristol-Myers Co. Pharmaco 

Campbell Soup Co. Phillips Petroleum Co. 
Carter Products Plough. Inc. 
Chesebrough-Pond’s Quaker Oats Co. 

Chrysler Corp. Ralston Purina 
Colgate-Palmolive Co. R. J. Reynolds Tobacco Co. 
Esso Standard Oil Joseph Schlitz Brewing Co. 
Fels and Co. Shell Oil Co. 

Ford Motor Co. Sinclair Refining Co. 
Foster-Milburn Co. Slenderella International 
General Foods Standard Brands 

General Mctors Acceptance Corp. Tea Council of USA 
General Motors Corp. Tetley Tea Co. 

Grove Laboratories Texas Co. 


Thomas Leeming & Co. 
Liggett & Myers Tobacco Co. 


Trans-World Airlines 
Union Carbide and Carbon 


Lever Bros. Warner-Lambert Pharmaceutical Co. 
P. Lorillard Co. Whitehall Pharmacal Co. 
Roundup.” per-week basis. 


New series of old favorites which Big audiences are expected for 
have continued throughout the|slots reserved for movies. Apart 
summer months are  planned.|from films made by the late Sir 
Among these are the American!|Alexander Korda and purchased 


programs “Wyatt Earp” and “I earlier this year for British com- 
Love Lucy.” Another evergreen is| mercial tv, Associated TeleVision 
“Robin Hood.” reports it has bought British tv 


rights to 33 movies from Associa- 

= Among the new programs com-|ted Artists. They include such 

ing along are a new crime series | classics as “Treasure of the Sierra 

called “Murder Bag”; “Out of|Madre,” “The Petrified Forest” 

Step,” a weekly feature on offbeat jan “Little Caesar.” 

subjects such as spiritualism and 

nudism; “The Sheriff of Cochise” | s The new campaign in the battle 

and a new quiz game based on the for the audience will be interesting 

parlor game “Murder,” called “To|and might even indicate whether 

Tell the Truth.” quiz shows and panel games do at- 
Prize quizzes coming back after | tract the British audience or not. 

a summer rest include “Double| While BBC has its national net- 

Your Money” and “Take Your work and the biggest total audi- 

Pick.” A new quiz originated ence, the ITV audience continues 

three times a week this summer, '|to grow bigger. 

“Criss Cross Quiz,” drops to a two-| In areas where there is a choice, 


No other automotive trade publication can 


e Timing of programs—a lax point | 
match the specialization of Super Service Sta- 


in the past—will be tightened up. | 


‘ean : It is intended to eliminate all over- (special) 
tion. Its editorial excellence and continued running and insure absolute punc- | PHOENIX. Mamplaying a ys ee 
development has paralleled the steady growth tuality. Mr. Adam refused to admit| | gustrial jobs economic geet re- Ve | iI mlb 
of the gasoline service station market to the this was to compete with ITV's) | role ine cording t© * Te secur 
; s split-second timekeeping. A The Employ™ E Oo 
point where Super Service Station is preferred Peat port from The © gr arizons. R-OFFICE 
b : sors, oil jobbers, and e More news bulletins wiil be used ity Commissi” june 1954 t© 
Y MOSS Kees Cpeenees, J by BBC. Plans call for news slots | From the an ye ee the desk of 
T.B.A. marketing executives than any other every hour on the hour, except at june ¥ © cont Wyn? je in MEDIA DIRECTOR 
publication in this field. 9 p.m., Mondays through Fridays. | pressive 9 | rigonans * 
News commentators who are con-| number em 


Every story and article, every ad is of vital 
interest to every Super Service Station reader. 
More emphasis is placed on helping increase 
customer service, promote repair business, 
boost resale volume and build operating profit. 
More space is devoted to market studies, 
penetrating forecasts, research and analyses, 
statistical reports and special features. This 
kind of editorial specialization puts the reader 
in a more receptive frame of mind. It en- 
ables you to put your sales message across 
with telling impact. 


sidered by viewers to be lacking in | manula 
personality will be relegated to, ; 
audio news broadcasts. This appar- | 
ently is a move to compete with | 
the team of good looking yet per- 
sonable newscasters on the Inde- 
pendent Television news team. 


e Among other BBC plans: four- 
part play cycles; series and single 
programs of light entertainment 
featuring British stars; regular 
weekly boxing programs on Tues- 
days; alternating weeks of light 
and classical music on the Sunday | 
concert program; replacement of | 
“The Brains Trust” by a discussion 
program tentatively named “World 
Forum.” 


Alec- 


I know you spend your vacation in Arizona 
but did you see this clip about their mamfactur~ 
ing employment, 

For the Baby State of the nation, it sure is 
making gigantic strides up the economic ladder, 


Survey after survey continues to show Super 
Service Station as ‘preferred most’ by those you 
must sell. These are the gasoline service sta- 
tion specialists who account for an annual 1014 
billion dollar service station volume. They 
are the specialized marketers to which Super 
Service Station is specifically aimed — make 
sure it is included in your 1958 media plans. | 


= What is commercial television | 
offering to meet the renewed chal- | 
lenge from the BBC? 

Associated TeleVision (ATV) 
Ltd. plans to introduce three new 
American shows on Saturday eve- 
nings in the London area. They 
are: “Abbott & Costello,” “The Ad- 
ventures of Charlie Chan” and 
“O.S.S.—Office of Strategic Serv- 
ices.” ATV’s midland outlet will 


screen “Abbott & Costello” and 
PER SEF teving Cleat “Charlie Chan” during the week. 4 wo yee 
Old favorites returning after a 
founded 7300 No. Cicere Ave. ° 
a 4 Su R SERVICE nas atin - summer respite are “Liberace”; , Rg tof 
1928 : lalion “The $64,000 Question”; “Joan & 
j ae Chicage 30, Illinois : ; 
oe - ae. Ag His" Po Phone: JUniper 8-7300 | Leslie,” a British domestic comedy 


series; and “Jack Jackson’s Record 
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Advertising Age, September 16, 1957 


ITV wins about two out of three | 
viewers. There are whole housing 
projects where viewers never | 
switch to BBC. According to the 
rating people the only time when | 
BBC outdraws ITV in ITV areas is | 
when it televises sports events. 

And it is not merely the lighter 
programs that attract the audience 
to ITV. When the BBC put on a. 
thriller called “Dead Easy,” ITV 
drew a bigger audience in joint | 
viewing areas with a play 
Strindberg. And some of the BBC’s 
top brass are worried by this loyal- 
ty to ITV. 
® ITV Director General Sir Rob-| 
ert Fraser said: “It’s rather as 
though people who've had two 
newspapers delivered to their 
house have now decided which one 
they want to read.” 

There seems to be a general 
feeling among ITV viewers that 
commercial television is gay, live- 
ly and on their side and that the 
BBC is stuffy, pompous and on the 
side of the archbishops and the) 
powers that be. The advertisements 
are enjoyed rather for the same 
reasons. 

But the two biggest reasons for 
ITV’s grasp on its growing audi- 
ence seem to be its split-second 
timing and regularity and the fact 
that it tries not to present some- 
thing that the viewer doesn’t want 
to see. 

Showman Val Parnall, head of 
ATV, says people want to know 
what they are going to see, like 
regular habits and program sched- 
ules that make it easy for them to 
plan their leisure hours. 


s But it is probably the second | 
factor that is ITV’s ace in the hole. 
A top BBC executive recently ex- | 
pressed the view that the average | 
family does not switch channels | 
because it wants to watch some- | 
thing on the other channel but be- 
cause it doesn’t want to see some-| 
thing on the channel it is tuned to. | 

ITV rarely screens anything that | 
might drive the viewers away. Be- 
cause in areas where there are 
only two channels there is only 
one place for them to go—over to 
the opposition. 

Even the advertising fraternity 
is coming round to this view. One 
top ITV executive recently told 
a gathering of advertising agency 
executives that program contrac- 
tors might have to come around to 
limiting the number of times the 
same commercial could be used, 
since it could build up antagonism 
with repetition and drive the view- 
ers to the other channel. 


NOW 80% OF SCOTS 
CAN ENJOY ‘FREE’ TV 

Guascow, Sept. 10—Commercial 
tv has come to Scotland. 

The ITV’s fifth transmitter be- 
gan regular program transmissions 
at 7 p.m. on Aug. 31, with Roy 
Thomson’s Scottish Television Ltd. 
operating as program contractor. 

First commercial to be seen over 
the Scottish station was an ad for 
India Tyres. All told, 70 spots were 
aired during the first evening of 
the station’s operation. 

Beer was particularly well rep- | 
resented among the ads. Gibbs S.R. | 
toothpaste, Britain’s first television 
advertiser, also took time during 
the first evening. 

Roy Thomson’s company had 
two big advantages behind it when | 
it opened—tirst, a careful study of | 
commercial tv in England, and sec- | 
ond, Mr. Thomson’s experience in | 
commercial tv in Canada. | 


= The area blanketed by stv 
takes in nearly 4,000,000 of the 5,- | 
100,000 persons in the whole of 
Scotland. It completely covers the | 
great population areas which hold | 
most of Scotland’s buying power. 

STV went out to build up its op- | 
ening audience by staging 17 ex- | 
hibitions in various parts of its | 
area in the months preceding ead 
first regular transmission. + 


Ad Awards Presented for 

First Time at California Fair 
Advertising awards were pre- 

sented for the first time this year 

at the California State Fair & 

| Exposition. This was in addition 

ito the annual awards given to 


tv. Advertising awards went to 
|Johnson & Lewis Advertising 
(full-term national campaign gold 


|medal) for a Bank of America 
| campaign and a full-term regional 


campaign gold medal for a cam- 
paign for Pacific Telephone & Tel- 
egraph yellow pages. A full-term 
local campaign gold medal went to 
Stiller, Rouse & Hunt for a cam- 
paign for Grandview Building Co. 

A full-term national special 
merit award went to Hoefer, Die- 
terich & Brown for a campaign 
for Dwight Edwards Co.; a full- 
term national campaign award 
went to John O’Rourke Adver- 
tising (special merit “~ for a 
campaign for the California 
Strawberry Advisory Board and 
a full-term western regional 


campaign special merit award for 
a campaign for the Crocker-Anglo 
National Bank. A full-term west- 
ern regional campaign special 
merit award went to Albert 
Frank-Guenther Law, for a cam- 
paign in behalf of Dean Witter & 


“ . |Co.; a full-ter n regional 
newspapers, magazines and radio-| m wester il 


campaign special merit award to 
Cunningham & Walsh for a Zee 
Paper campaign; a full-term local 
campaign special merit award to 
Kennedy—Hannaford for a cam- 
paign for Wallpapers Inc. A 
short-term national campaign 
merit award went to Hixson & 
Jorgensen for a campaign for 
Franciscan Ware and a short-term 
western regional campaign spe- 
cial merit award for a campaign 
for the Oakland Zone Chevrolet 
Dealers. 


Int'l Heater Names Farquhar 
International Heater Co., Utica, 
N. Y., has appointed Farquhar & 


Co., Utica, to handle its advertis- | 


ing. The agency will serve both 
the heating and air conditioning 


equipment divisions. Trade pub- 
lications, newspapers, outdoor 
and classified telephone directory | 2 
advertising will augment the | 
nema ta national advertising | , 
program. Moser & Cotins, Utica,| % 
is the previous agency of record | 
for International Heater. 


> MAGAZINE CLASSIFIED 
— BIGGEST — 
— BY THE MILLIONS — 
Rates & Data for the asking 
> PUBLISHERS CLASSIFIED DEPARTMENT 
, 95. Giaren ST., ques 6, ILLINOIS 


EL PASO 
The capital city of the Fabulous 
Southwest and key city of an area 


with an effective buying income of 
over ONE BILLION DOLLARS. Reach 
this rich market with your mes- 
sage in— 


The El Paso Times El Paso Herald-Post 
An Independent Newspaper A Scripps-Howard 
Morning and Sunday Evening 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


YOU CANT AFFORD 


TO HA 


LF SELL 


The Syracuse Market 


BUT YOU MAY BE DOING JUST THAT... if youre adjusting 
your Syracuse ad budget to fit “standard metropolitan” market 
statistics. Here’s why . . . In Metropolitan Syracuse (Onondaga 
County) there are 384,100 people with annual buying power 
exceeding $657 million. In the 14 surrounding counties there 
are an additional 1,008,200 people, with an annual buying 


power of $1.4 billion. 


When you budget for The Syracuse Market, budget for all that 
15-county area with a population of 1,392,300—annual buy- 


ing power of $2 billion plus. 


These newspapers deliver 100 per cent home coverage of Met- 
ropolitan Syracuse, daily and Sunday, and effective coverage 


in the 14 other counties. For 


example, daily coverage ranging 


from 55% to 76% and Sunday coverage ranging from 81% to 
95% in the five populous, adjacent counties. 


No Other Combination of Media in This Great Market Will Do 
a Comparable Job at a Comparable Cost. 


Represented Nationally by 


MOLONEY, REGAN & SCHMITT 


the SYRACU 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


America’s No. 1 
Test Market 


WSPAPERS 


THE POST-STANDARD 
Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 


he Bie ie oe = he ee. ae a ee oe ee "ee ae eis ap cn. ae 1 Se ea 2 a 2 Te cre ay ET as eee So > ane: 
|, ies Ee ted ie Bi ee ae el ae “eee Bin ; ie he eo ae Pe 3 : es ia Zan ke ae a mo 2 ae OMe ek a me iene ae ae eat 
r bic ee 2 iia eis See e Ki Ce So ein Oe is ee a ee ? ee ae i a pa ees eos a We eo apn es ig oe 
aaa ceed ot aaa Rec cae ; = ie a! ulin tee i ik eae eA aa te 2 at Pee ane ree ™ A 3 e . aa ; an tia ce = OS ee eee A we ba “e eae 
Re CAKE ’ re te wera eae : Dh gly Saas ‘eee "ee ‘ Ba eee a Pet ‘a Lee : Be es ln eae FO Ee x peek ee Sas eo Oe ae 
eore ees en) So ee es eho Senet eet Sets, i ngmemed as De ee a etn it ik eon 3 meet oon A) eee : ae To eB Re) i, 2 Bare ic 
gt e.°> eed aN <3) are sie a r 7s eo 2 5 : cox ni rae Sane Ro Sag sia Ween) as a: az ou = 7 eh aa. ay ee ie Pear: ie erie eae 9 
hae al eee Oe en SD a AIL eee Shin. See ; hemes ee SUES NR Ae oy Nd iia sable Sy fr 5m nee. ae ow Ea ee) ee eh IRI ee ea eee a ay .. Sec erie it 
Pe ee ee Bed a ar oy ep Po a S| CME ee PUR Rene ey Sy oS Se gee hae) ee ea 4 Suis act ie: ee ae oe 
iyi Salama ar a Lo an eae eee a ope Sie sil sg ee ae ces ee eee a ee : i Ta oeer ee me ae YS oe RI ee NR 7 pe re Nae nt a Ga ae 
es fe Mb ae ea ii Sa Us cee er eee RN Cea er are ‘ figs eee Te ap eg ear) ce Me ume ae, ENS eae oe ere. Pee Ae i 
ee ee rn an ; Pian 5a eg See aes psi ee gor te hg cate or ie ce nl es a Beara on Ghee i ig Soe, ele 2 a heme ar 2 #7 om ‘ 
Bs 
F a 
poset ee 
ih 
ee 117 os 
cone 
oe a 
5$6466566960666396S8554 255 a. ene 
‘ ae hy: 
Same Bs 
hoa © 
be wen 
oe ee 
alt a 
yee: 
- me 
: pacasa ar arae wae 
ms ] . shes 4% 
: a Bend i 
; he, 
4 NATIONS LARGEST TRADE TERRITORY ee 
a ae 
: Skt Ce . “ote 
‘ “7 4 “ai 
; , i... 
; ie ~ ae 
% id . . 
: er ie eae 
§ Pea 
eT a 
F. : omer 
as ° pie i 
* EL PASO : - 
- x eee 
: s ee Meth eee ae q 
7 ai 
' oe 
oo as 
. 7 
a 
Ae ond 
Ci is 
= ee at 
7 Po agen if 
{ | - rt ; 
" 
sf SSS SSS SSS SSeS me 
: pe : a 
ras 
fy 4 
de a a oes 
. RSIS POS Dil aala oe 
2 | eu 
“" <; ee 
” aor 
*¢ Salen 
oe gay 
c em 
} a S 
H a 
Q ) ee 
ak 4 a. 
> Wisc. 
3 Bh act 
- gical 
- wie Ro 
é pepe, 
* Sate 
i ae 
a 
Tae 
i oe, 
oF ee ees 
: H : 
. | aiiyke. 
; oe 
owe 
i ae 
x | ae 
’ | rete 
; . Po mig 
* ; Sag Fe 
; are 
2 Deva 
a { ee 
ae 
a é ae 
be aut! 
aie .% ee 
‘ } i 
aaa i 
ee t 4, 
ae 
cana. whaage 
a 
a : - 
ce 7 
m: aa 2 
q | ee PO bss! : 
ee ! : a 
sy | indi tie 
tz — 
= hen 
4 bey re 
Pod | 7 cae 
ter van 
a | 
. | ee . 
: } 
\ 
7 ! 
=" ee a 
1 
| 
x eee Bo ae 
: ‘pia 
Md i fae 
ae : ie $ 
4 Bee seit wet onc ‘ ios - 
er 
& : P 7 
aa i 
ae = 
ee nn ae ee eee Pe eM CSO eee ig =e oe oe 4 pele —e cele lide eis 550" ® otis: 5 ale Ma Ih iced dah he ays GA Des) ee AN ee TS cel AiO PRT 32 » ERROR tare, Mie a, OFA a ae 
Bae eR Se Bee ea ee ine Seta as baie ae pana “Cae ee. ee nT Ne grr eee aS eee i eI ales Sly AS Se NR A 
Ol ee en aie ao ear le to, a ee ae ee s Sees ee at ere ‘ Pla RS ee SE i ee peony Ce Rae bo Re Le Sabie a: a 
Pe poss se fate. aac pbeté = ae ee eee ae pati. * a REE V7 se eo Te Ot ee te ais ete eee Bi AD a 2 MI a EE ES elie a ait atts ene am Sees iene a 
; : et i igi ipsa Lice antag te mnt so = aries — Sic e se Se a eee eee erase oie B aes & € [aaa Hipeigpeat i. eS enameme nS PR FR Nee fae ee hy S 
og one Die gat Aieieegl ee cnet ko ee ie Se ie ae ee. al Fe cc SAR a A = Seer hie a ee gee ge Sa ge Se i Pee ee dee * pee: Np cay ea ae Perches le a i <i 
Peta ee CR Sha Ay Pie EU EES asco oo fh a A. >. NES tine Seamer nee ge a cegeigeer nee can PR eh re Bearers (o>, Sika oh op Oe ee ae BEA Pe Skat SA shy nh gS «<a NS te aR: (Se a RRR heey eae mere 


118 


Nielsen Co. Branches Out as New 
Generation Takes Over Operations 


(Continued from Page 2) 
studying foreign languages at the 
University of Stockholm. He, too, 
may play an important part in 
future foreign operations. 

As to which direction the Niel- 
sen company will go next, the 
young president says, “Any place 
where a business problem exists, 
there is an opportunity for a busi- 
ness research organization like 
Nielsen.” 

While Art Nielsen eases gently 


“ont PPER 
ART SERVICE 


into the president’s job, his father 
remains active as chairman of the 
board and senior executive officer. 

The plan to make Arthur Jr. an 
integral part of the Nielsen hier- 
archy began when he was in high 
school. 


s “My dad used to bring me to 
the Saturday staff meetings,” Mr. 
Nielsen recalled. “I just sat in a 
corner and listened. I liked the 
way they worked to solve a prob- 
lem for some company.” 

During college and while he was 
a major in the Corps of Engineers 
during World War II, Art Jr. re- 
ceived weekly reports of staff 
meetings. 

Even with this background, the 
younger Mr. Nielsen started his 
career with the company in 1945 
checking field reports. 

He went through the various 
phases (in condensed form) which 
many of the present-day Nielsen 
executives did on their way up, 
starting as a store auditor. He fol- 
lowed this with experience in cli- 
ent servicing and administrative 
jobs. In 1951 he was named man- 
ager of the company’s food and 
drug division, and last month was 
appointed president to succeed his 
father. 

Mr. Nielsen Jr. has already con- 
tributed more than his talents to 
the company’s fortunes. During his 


Ne yy » 
call 


for every 


MARKET RESEARCH DATA 
PROCESSING NEED 
WOrtrn 6-2700 


Punching e 
Tabulating « 


Consistency Checking 


Percentaging 


Coding « Pre-coding of Questionnaires 
No charge for consultation and estimates — ever! 


“Your key to better figures since 1911.” 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue ¢ New York 13, N. Y. 


BOSTON + CHICAGO - 


MONTREAL - NEW YORK - TORONTO 


A. C. Nielsen Sr. 


A. C. Nielsen Jr. 


ton Rand developed it in 1950. 


® The coupon operation resulted 
from Mr. Nielsen’s observations 


while he was auditing stores. 


under counters,” he said. 
closed or on Sundays. 


could help.” 


The company which the Nielsen 
family heads has more than 3,000 
employes and had sales in excess 


of $20,000,000 in 1956. 


a Mr. Nielsen Sr. founded his re- 
search organization in 1923, but he 


military service he met the build- 
ers of the Eniac computer and en- 
couraged them to some day build 
a computer for civilian use. Later 
Remington Rand took over the de- 
vice, and Nielsen became owners 
of the first Univac when Reming- 


“I frequently saw stacks of cou- 
pons in grocers’ back rooms or 
“These 
had to be counted after the stores 
I knew 
there was a situation in which we 


to the president at Nielsen. 

The Bureau of the Census uses 
the same method for most of its 
surveys, and statistics show, for 
example, that if 1,000 homes show 
that a program received 20% lis- 
tenership, the probable error 
would be plus or minus 0.8%. 

Visitors to Nielsen’s main plant 
on Chicago’s north side see re- 
peated evidence of two Nielsen 
bywords—thoroughness and ac- 
curacy. (The others in the “Niel- 
sen Code” are impartiality, in- 
tegrity, economy, fair price, fast 
delivery and complete service.) 


= Films come into the Nielsen 
plant from homes with Audimeters 
every two weeks. Nielsen mails 
replaceable spools ahead of time, 
and when the change is made by 
the home owner (Nielsen calls him 
a collaborator), two quarters drop 
out of the meter (“A psychological 
device, but very effective,” says 
Mr. James). 

At the Nielsen plant, the films 
get the care and attention of hon- 
ored guests, for these are the com- 
pany’s main link with the listen- 
ing and viewing public. 

The film is processed, checked 
and rechecked. Then it is fed to 


help of an operator, converts the 
listening information into punch 
cards showing the time, date, and 
| station for which the sets were in 


didn’t begin his store audit service | use. 


until 1933, when two toothpaste 
manufacturers expressed the need 
for a regular audit of product in- 


ventories. 


The food and drug division to- 
day keeps regular tabs on the sale 
of 794,019 food items, 359,919 drug 
products and 23,131 pharmaceu- 


tical items. 


Clients with a legitimate reason 
can get information on any one of 
121 food product classifications, 59 
drug classes and 31 pharmaceu- 


Key cards showing the program 
aired for each 15-minute period on 
every station audited by Nielsen 
are added to the stack, and another 
IBM machine awards each key 
card its proper number of listen- 
ers. This information continues 
along its mechanical way until 
much of it is automatically print- 
ed, ready for reproduction on the 
pages of the pocket pieces. 


s No small part of the operation is 


an IBM machine which, with the) 


TIME CLOCK—This Recordimeter 
counts the number of hours a radio 
or tv set was used, providing a 
check on the Audilog diary of lis- 
tenership kept by the user. After 
each half hour set is used, the 
Recordimeter buzzes a reminder to 
fill in the Audilog. 


the checking for mechanical and 
human error. A battery of statis- 
tical analysts scan the figures with 
an eye for unreasonable totals. The 
IBM machine will warn operators 
if any duplication occurs. 

Information is mailed to clients 
about three and one-half weeks 
after each two-week listening pe- 
riod ends. 

Work on reducing this time lag 
goes on constantly at Nielsen, 
though cost is always a barrier. 
Using leased wires, the company 
recently set up a series of Audi- 


Sell Your Product Through Direct Selling 
MAIL ORDER 
ADVERTISING 


We Show You How 


Publishers’ rates all publications 
MARTIN Advertising AGENCY 


Direct selling mail order ad specialists—35th year 
15 East 40th St., Dept. 78, N.Y. LE 2-4751 


tical lines. 

At regular intervals, auditors 
make checks of the same stores, 
making physical counts of every 
item on their lists. Proprietors re- 
ceive $5 per visit, plus an annual 
report on marketing trends. About 
1,600 grocery stores and 900 drug 
stores are used in the survey (114 
food stores and 66 drug stores are 
in the New York area alone). 


® Though the food and drug divi- 
sion accounts for about two-thirds 
of the company’s income, 
broadcast division is better known 
by far. 

The broadcast division, headed 
by exec vp Henry Rahmel, turns 
out the familiar radio and televi- 
sion pocket pieces, booklets giving 
broadcasters, advertisers and agen- 
cies audience size and composition 
figures for tv and radio shows. 

The survey is based on the com- 
pany’s Audimeters, placed in some 
1,200 homes throughout the coun- 
try on a random basis. The Audi- 
meter was developed by Nielsen. 
From a simple timing device, it 
has evolved into a machine which 
records on film the use by time 
and station of up to four radios 
and one television set. 

Nielsen ratings are based on a 
simple, time-proven principle of 
sampling—area probability. The 
Census Bureau provides the nec- 
essary figures to start the process 
(lack of good figures has impeded 
Nielsen’s expansion in many for- 
eign countries). 


® Certain heavily populated coun- 
ties are first selected for a propor- 
tionate number of Audimeters. 
Then random picks are made of 
other counties. The same random 
method is used to select the town- 
ship, block, and house in which 
the meters will be placed. 

“If you start out giving every 
person in the universe to be meas- 
ured the same opportunity to be 
selected, a very small sample will 


provide accurate data,” explained 
E. P. H. (Jimmy) James, assistant 
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for conventions, trade association shows, 
industrial and commercial exhibits ... 


SELL MORE where MORE Is soup 


ql ths 


@ to the most pw a audience in the 
nation 


@to the most influential buyers in the 
world 
in the show place of the nation’s capital 


Only the modern, fully equipped D..C. Armory 
offers you an audience that is responsible for 
influencing more people and more purchasing 
agents of more organizations to buy more 
products than any other combined audience 
in the world... 


Government Agencies Union Organizations 
Military Organizations Diplomats 
Industrial Groups Statesmen 

. and other dominant groups 


. near Capitol Hill, the Penta- 
gon, government olen: private industries, ond 


: em 
close to Union Station and National Airport. 


For FREE colorful brochure and further infor- 
mation—write, wire, or phone: 
Arthur J. Bergman, Manager 
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136,000 
Square 
Feet 


@ 76,000 sq. ft. 
of unobstructed 
floor space on 
main level —plus 
an additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restaurant facili- 
ties. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


D. ¢. NATIONAL GUARD ARMORY 


: the bigot choice for your next convention 


_ STREET * WASHINGTON 


LINCOLN 7-9077 
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meters in its New York office to 
give clients a demonstration of in- 
stantaneous results of listening 
surveys. Engineers are preparing a 
Chicago test, again using leased 
wires from the metered homes, in 
which listening results will be tab- 
ulated electronically and shown 
on a screen. 

For several reasons, Nielsen 
does not consider the time element 
in reporting survey results a very 
limiting aspect of their service. 


s Competing services can serve 
up results sooner, sometimes the 
day after a broadcast is aired. But 
there is a feeling at Nielsen that 
some accuracy is sacrificed for 
speed. And the need for speed is 
not widespread enough to make it 
imperative, the researcher be- 
lieves. 

Also, ratings are just one part 
of the Nielsen Radio Index and 
the Nielsen Television Index, its 
two national services. The confi- 
dential, syndicated service also 
provides number of unduplicated 
homes for a show over a period of 
time, minute-by-minute audience, 
average audience, audience “flow,” 
cost-per-1,000 homes, audience 
composition and a multitude of 
other facts. 

Local service, the Nielsen Sta- 
tion Index (NSI), provides local 
programmers in 30 major markets 
with information on their audi- 
ences. Audilog diaries used by co- 
operating homes provide the data 
here, since the cost of Audimeters 
would make the service too ex- 
pensive. 

But simpler timing devices (Re- 
cordimeters), are used in conjunc- 
tion with the diaries as a check. 
If total time listed in the diaries 
does not approximate listening 
time shown on the Recordimeters, 
the information in the diaries is 
not tabulated. Car radios are also 
checked with diaries, and timer: 
similar to the Recordimeters are 
installed in cars. 

NSI also provides cumulative 
audience and the number of dif- 
ferent homes, by time period, for 
a particular station during weekly 
and monthly periods, as well as 
frequency of set use. 


s Nielsen Coverage Service No. 2, 
completed last year, provides in- 
formation on the coverage of local 
stations (potential rather than ac- 
tual audience). The service also 
gives infermation on set owner- 
ship and out-of-home listening. 
The mountain of figures gen- 
erated by the Nielsen organization 
naturally needs analysis, and each 
client is provided with a service 
man who visits the company ex- 
ecutives, usually every month or 
two, to present and interpret the 
findings. Though Nielsen does not 
prognosticate or give opinions on 


its findings, the individual service | 


men often are asked by clients to 
draw upon their experience for 
off-the-record advice. 


# Wyn Bussman, public relations 
director for the broadcast division, 
and Mr. James listed four aspects 
of the Nielsen service which to- 
gether, they feel, make it unique: 

1. It is syndicated, giving serv- 
ice to many clients at low cost. 

2. It is repetitive and continu- 
ous, using the same collaborators 
to give indications of trends. Sub- 
scriptions are not sold on a single 
report basis. 

3. Reports contain only concrete 
facts on what has happened. 

4. Field work is standardized, 
eliminating the need for a large 
field staff. 

Uses of the Nielsen service are 
many. Production and sales or- 
ganizations use Nielsen reports as 
a barometer to market trends. 
New products can be tested in 
special stores through Nielsen au- 
ditors. In fact, most clients make 
Nielsen research the basis for oth- 
er research they can do them- 
selves. 
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FOR CARS—New Nielsen device is 

the Auto-Recordimeter, an adapta- 

tion of the Recordimeter, which 

checks accuracy of the diary kept 
by the car radio user. 


Nielsen also maintains a special 
research operation for custom sur- 
veys. In 1951, for example, they 
sampled the [Illinois state relief 
rolls and came up with the esti- 
mate that 7% of the relief claims 
were fraudulent. 


= The Nielsen Coupon Clearing 
House, which was launched cau- 
tiously and experimentally just 
one year ago, has already grown 
into a thriving operation employ- 
ing about 100 people at its head- 
quarters in Clinton, Ia. 

The new operation offers two 
coupon handling services: One for 
retailers and one for manufactur- 
ers. Both are designed to reduce 
coupon handling costs, which have 
plagued dealers and discouraged 
some advertisers from even using 
coupons. 

The retail service acts as the 
redeemer of all coupons crossing 
the counters of retailers affiliated 
with the service. Advertisers can 
then rebate with one big check to 
Nielsen instead of with many 
small ones to the dealers. 


® Nielsen currently charges l¢ 
per coupon handled, %¢ from the 
advertiser and %4¢ from the dealer 
who pays it out of the 2¢ handling 
charge allowed him by the adver- 
tiser. 

The service expedites cash re- 
bates to the dealers (refunds come 
through in about a week instead 
of an average of about a month) 
and it has made it easier for the 
dealer to handle coupons within 
the advertiser’s 2¢ handling 
charge allowance. Over 1,000 deal- 
ers are now member-stores of the 
clearing house, Nielsen reports. 

The clearing house also has a 
custom service for advertisers—a 
service that started out a year ago 
as “also available” but has now 
become the service’s major opera- 
tion, accounting for well over half 
its business. 

In this service, for which the 
advertiser contracts with Nielsen, 
the advertiser has the clearing 
house’s address printed on all its 
coupons so the receiving dealers, 
whether they belong to the regular 
service or not, automatically send 
them to the clearing house for re- 
demption. This means that virtu- 
ally all of an advertiser’s coupon 
operation is handled by Nielsen. 


s As part of this custom service 
Nielsen also furnishes the adver- 
tisers with periodic confidential 
reports on coupon redemption by 
sales area, by time intervals and 
other special breakdowns. 

One major advantage this serv- 
ice offers the advertiser is the sav- 
ings in bookkeeping costs through 
payment of one invoice to Nielsen. 
Perhaps even more important is 
the convenience and economy of 
having a coupon handling service 
immediately available for occa- 
sional or “crash” coupon promo- 
tions. The advertiser saves the 
cost of setting up a coupon han- 


dling department and hiring and 


training personnel, who have to 
be cut back in slack seasons. 


® Nielsen officers believe that 
coupon use can double or possibly 
treble in the next decade, particu- 
larly if major headaches in coupon 
operations can be eliminated. 

Meanwhile, Nielsen is doing 
some research to answer such 
questions as: 

1. Are chain store shoppers 
more receptive to coupons than 
shoppers in independent stores? 

2. What variations exist in the 
effectiveness of coupon distribu- 
tions in various areas and market 
sizes? 

3. What are the most effective 
ways of distributing coupons to 
consumers? 

4. How can coupons be better 
used to introduce new products 
and hold customers? 


= With two Nielsens now heading 
the organization, the teamwork 
aspect can take on a new mean- 
ing. They were national father- 
and-son doubles tennis champions 
for three years. Mr. Nielsen Jr. 
was also national boys’ doubles 
champion, and presently reigns as 
squash champion in Chicago. 

Arthur C, Nielsen III, now 11, 
has thoughts of deserting the busi- 
ness—he wants to be a jet pilot or 
a doctor—but his brother, Chris, 
8, may carry on the family name. 

“He could add numbers before 
he could write,” said his father. 
“He must get that from my grand- 
father. He was an immigrant who 
worked his way up in the Quaker 
Oats accounting department. He 
could add four columns of figures 
in his head.” 

When Chris is old enough to 
take over the business, the Niel- 
sen organization of today will 
probably look small by comparison. 
The company is ambitious and 
ready to expand. Product research 
is a growing field in which Niel- 
sen can be expected to take part. 


= “With $6 to $9 billion being 
spent on product research, there 
is a great need for more and more 
pre-testing,” says the younger Mr. 
Nielsen. 

One sign that the Nielsen organ- 
ization is “grown up” is its atti- 
tude toward the inevitable criti- 
cism of its operations, which is 
usually by persons adversely af- 
fected by low broadcast ratings. 

“It used to bother us some,” 
said Mr. James, “but we feel that 
if the barometer indicates bad 
weather, you should blame the 
weather, not the barometer.” # 


Parkhurst Named A.S.R. VP 

Leslie E. Parkhurst has been 
named vp and director of market- 
ing of A. S. R. Products, New York. 
Mr. Parkhurst joined the company 
in 1953 as general sales manager, 
and was previously director of 
marketing. 


Post Office Still 
Mulling Mail Sort 
Plan, May Junk It 


WasuincrTon, Sept. 10—Postal of- 
ficials are still debating the fate 
of the “sort-it-yourself” plan for 
bulk mail, but there were signs 
last week that the order may be 
drastically revised or entirely 
dropped. 

As it stands now the department 
has issued a notice that it is con- 
sidering the adoption of compul- 
sory “sort-it-yourself” for bulk 
second and third class mail, ef- 
fective on Oct. 1, requiring mailers 
to bundle their mail according to 
carrier zone. : 

As a result of the evidence of 
hardships submitted by hundreds 
of mail users, there seems to be 
little likelihood that the original 
order will be adopted in the fore- 
seeable future. And there appar- 
ently is considerable feeling in the 
department that the “sort-it-your- 
self” idea was a boner. 


® One plan that has been discussed 
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with visitors would call for post- 
ponement of the order until Jan. 
1, effective at that time in only 
three large cities. But another line 
of thought which apparently has 
not been ruled out suggests that 
the department withdraw the pro- 
posal entirely. 

With the deadline for a decision 
less than two weeks away, it was 
believed today that an official an- 
nouncement will come from the 
department some time this week. 

Mail users have argued that 
“sort-it-yourself’’ involves severe 
hardships and substantial expense. 
Some mailers say it would be less 
expensive to pay first class or in- 
dividual third class rates rather 
than absorb the additional cost of 
revising mailing lists, and doing 
sorting by city carrier zone. + 


re ial 
Re oe Se a® 
“Your source for outstanding 
WOODCUT illustration. 


New offset press cuts costs for 
many publishers and agencies 


vides the perfect answer for those 


; Big new web-fed offset press pro- 
“problem” jobs that are too long 


for sheet-fed presses and too short 


rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 
printing program sections of four editions 


of TV Gume Macazine. 


E¢,, Write for samples 


| HENRY 


Na, and price information 


Yes! We can make 
price and imprint 


changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 
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WURST, Inc. 
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‘More Than the Dowry of a Plump Budget’... 


Dreher Insists on Handling Products 


‘Compatible with 0 


Urge for Authenticity 
Is Carried Over into 
Agency’s Office Decor 


New York, Sept. 10—On the 48th 
floor of the RCA Bldg., in Rocke- 
feller Center, there’s an agency 
office that looks like a Colonial 
New Hampshire farmhouse. In 
fact, that’s just where its hand- 
hewn beams, mullioned windows 
and wide floor boards came from. 
The rough paneling came from an 
old house in Kittery, Me. 

It’s the private office of Monroe 
F. Dreher, head of his own agency 
since 1926, and it’s a fitting setting 
for a man of many interests who 
never does anything half-way— 
whether it’s collecting American 
antiques, restoring 17th-century 
houses or running an agency dedi- 
cated to “unlimited service to a 
limited number of clients.” 

Mr. Dreher got into advertising 
by way of a few broken bones at 


Lafayette College. The experience | 


forced him to switch from football 
to more sedate extra-curriculum 
activities, such as starting the cam- 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 
y: 


prompt! 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


ur Ethical Concept’ 


pus humor magazine and editing 
the yearbook. 


® Working on these publications 
whetted his interest in advertising, 
and upon graduation he joined a 
printing company, developing di- 
rect mail advertising, making fold- 
ers and placing ads. 

After three years, he offered to 
buy an interest in the company— 
and on being turned down, he quit 
and started his own agency. 

“I was engaged to be married at 
the time,” he explains, “and 
thought it was good for a married 
man to be in business for himself.” 

So he opened his shop in Febru- 
ary and was married in April. 

This was in 1926, and the new 
agency was set up in Newark, 
housing under one roof not only 
the agency personnel but the en- 
tire mechanical equipment for the 
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preparation of advertising in its 
printed form—a complete typo- 
graphical and printing establish- 
ment. 


s The theory was that the me- 
chanical production of an idea 
could be better done within the 
agency, since an outsider wouldn’t 
visualize an idea in exactly the) 
same way as the people who! 
planned it. 

The agency maintained its own 
printing facilities until 1935, when 
it moved to New York, “where our 
clients were.” Mr. Dreher still con- 
siders “typography as important as | 
any part of an ad” and maintains | 
many ads are not as good as they | 
could be because few agency men | 
have a typographical background. 

The agency was founded to con- 
centrate its services on a limited 
number of clients. 

“It was determined that as each 
new account came to us, a highly 
specialized service would be built 
around it,” Mr. Dreher recalled. 
“Made to order. 

“And at no time would we take 
on an additional client unless we 
had completed the task of build- 


ATAVISTIC APPEAL—AII office furnishings are authentic American an- 
tiques—even the door latches. Mr. Dreher’s secretary takes dicta- 
tion in a writing-arm Windsor chair. 


ing up a specialized and thorough 


service behind the latest one. 


s “Greedily grabbing a multitude 
of accounts and spreading one’s 
services over them thinly, is a kind 
of coverage we don’t countenance. 
You can’t bring accounts in and 
run them like machines.” 

That’s been the Dreher philos- 
ophy for the past 3] years and it 
evidently pays off because the 
agency’s current advertising cam- 
paign claims, “Our clients have in- 
creased their sales by 130% over 
the last five years.” 

Mr. Dreher has other explicit 
ideas on the subject of clients and 
agencies: 


e “A product must come to us 
with more than the dowry of a 
plump budget... It must be com- 
patible with our ethical concepts. 


e “We will not take products— 
like cigarets, beer, liquor, patent 
medicines—which we do not be- 
lieve are good for people. 


“IT wouldn’t know how to adver- 
| tise such things. If I didn’t believe 
|in a product, I wouldn’t know how 
to sell it.” 
| | 
® “We also teach that advertising | 
is good insurance to guard sales; | 
therefore we don’t want an account 
if the company is primarily inter- 
ested in advertising in order to 
float new stock or sell the com- 
pany. 
“We don’t believe, either, in 
making far-fetched or untrue | 
claims in our ads—for example, 
for Avon cosmetics we have never 
made one claim. We have never 
once claimed that they will make 
you beautiful, or younger, or do 
away with ~-rinkles or pimples.” 
Apparently Avon hasn’t suffered 
from this lack of purple prose. It’s 


now the world’s largest-selling cos- 


VOCAL VOLUMES—The intercom system is concealed in the two “vol- 


umes” on Mr. 


metic house, reporting 1956 sales | 
of $86,826,000—$1,000,000 more) 
than Revlon. (In 1956 Revlon’s 
sales were $85,767,651.) 

Dreher has handled Avon since) 
1937 and through the years has| 
aimed at building the idea that 
house-to-house selling provides the 
“royal” way of buying—“the way 
kings used to buy.” 


s Avon advertising has also been 
designed to create confidence in a 
reliable, reputable company, so 
that when the Avon saleswoman 
calls, the customer will trust and | 
welcome her, even though she is a| 
stranger. “We always use refined- | 
looking models—no low-necked 
dresses—and strive for simplicity 
and graciousness in these ads,” 
Mr. Dreher explained. 

“On the other hand, for Benja- 
min Moore paints, we concentrate 
strictly on talking about the merits 
of the paints—it’s easy to put on 
with a roller, won’t wash off— 
and use a very simple layout, rath- 
er than showing a room interior 
where the reader’s eye is dis- 


Dreher’s desk. 


tracted by other products.” 

The Dreher agency is more de- 
partmentalized than is generally 
the case in a medium-size agency. 
In addition to “good average-size” 
copy and art departments, the 
agency maintains highly developed 
tv, media and research depart- 
ments. 


® In fact, “testing the powder” is 
an agency motto. “We test every- 


Marle does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ng, addressing, fill-in on 
mattigragnes letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 
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plain English of 
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craft, “Practice 
is the best 
master.” 
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AMERICA’S FINEST PHOTOENGRAVING PLANT 


333 West Lake St. © Chicago 6 
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MATIERIA—In this showcase the agency displays collections and ezx- 


hibits inspired 


thing—and we research the past| 
as well as the future,” Mr. Dreher | 
says with the enthusiasm of a man} 
who is fascinated by history and 
old books. “The more you know 
about a product, the better you can 
sell it. You can always learn from 
the past.” 

Always a collector, Mr. Dreher 
usually goes off on a new collect- 
ing tangent—as well as a historical 
research project—with the arrival 
of a new account. And a showcase 
in his office houses exhibits and 
collections inspired by the agency's 
clients. Currently there’s a carpet 
exhibit, called “Carpet—an inter- 
national creation,” inspired by a 
client, Wunda Weve Carpet Co. 

His major private collections— 
those not stemming from his cli- 
ents—include pewter, china, glass- 
ware, Paul Revere silverware, 
watches—and even “signatures” of 
type designers, set in types they 
designed. 


® He also collects old houses. Be- 
sides the two houses that fashion 
his office, there’s his salt box 
farm home at Darien, Conn. Called 
Bonnet Hill Farm, it’s the historic | 
Richard Webb house built in 1670 | 
in Stamford and painstakingly re- 
moved piece by piece to its present 
site—authentic in every detail, in- 
cluding colonial vegetable and herb 
gardens. 

There’s also another house near- 
by on Long Island Sound, which 
he transported from Fairfield, but | 
he hasn’t got around to living there | 
yet. “I do love old houses,” he 
says. 

The latest house in his collection 


| 


by its clients. 


is Roundhead, his Harbour Island 
home in the Bahamas, which 
stands on the site of a Spanish fort 


, and an English fortification. 


Welfare of the islanders has be- 
come of vital concern to Mr. 
Dreher, and in the past few years 
he has organized a Boys Brigade 
for the children and launched two 
business enterprises for their par- 
ents. 


® The Brigade now numbers 62 
boys, each provided with his own 
uniform and band instrument. Be- 
sides attending drill and Bible 
classes, the boys march to church 
each Sunday, and when Mr. and 
Mrs. Dreher are in the Bahamas, 
they attend church with the boys, 
a different church each Sunday. 
To help the parents, Mr. Dreher 
started them making Bahama sun 
tan lotion and Royal Lime cologne. 
And then to help perk up business 
along Bay St., he put out a promo- 
tional booklet and guide to Nassau, 
which is distributed on planes, 
ships and by tourist offices. + 


Form Instant Coffee Company 

Sandra Instant Coffee Ltd., 
Toronto, has been incorporated by 
a group associated with Mother 
Parker’s Tea & Coffee Co. to proc- 
ess and pack instant coffee. It is 
said to be the first all-Canadian 
company of its type. Instant cof- 
fee now accounts for about 30% 
of total consumption in Can- 
ada with a large percentage im- 
ported in completely processed 
form, officials of the new com- 
pany said. 


Westinghouse Toots 
Ballyhoo Horn for 


Baltimore Station 


BALTImorE, Spet. 10—Westing- 
house Broadcasting Co., a consist- 
ent user of the ballyhoo formula 
in celebrating new ownership of 
radio-tv properties, is pulling out 
all the stops for its new tv station 
here. 

The fun began last week when 
WAAM officially became WJZ-TV, 
call letters owned by Westinghouse 
years ago. 

Employes of the station were 
paid in silver dollars for two weeks 
so that they, in re-circulating the 
dollars, could illustrate what the 
station means economically in the 
community. 


® Instead of having the tv suffix 
and call letters separated by a hy- 
phen like other stations, the West- 
inghouse station, when writing its 
name, will separate WJZ and tv 
with a star and what’s more, 13, the 
channel designation, will be super- 
imposed on the star. 

Of course, the week beginning 
Sept. 9 was proclaimed WJZ-TV 
week in Baltimore. Balloons bear- 
ing station identification and worth 
$13 in merchandise are being re- 
leased every day during WJZ-TV 
week. Tipplers will have a chance 
to try a Channel 13 cocktail, a 
blend of 13 ingredients, featured in 


Baltimore bars. People stopping at 
Chinese restaurants will find a 
WJZ-TV message in their fortune 
cookies. 

The small fry weren’t forgotten 
either, with Channel 13 sodas, sell- 
ing for the low price of 13¢ in local 
drug stores. 

And what’s more, a Baltimore 
lovely is serving as a living symbol 
of the station at community func- 
tions and with on-the-air appear- 
ances under the title of “Jay Zee, 
the Star-Gazer.” 


s The more austere end of station 
promotion won't be shelved by 
Westinghouse in its effort to razzle 
dazzle Baltimoreans. The Baltimore 
News-Post will have a special sup- 
plement during the week with fea- 


121 


tures on the stations, pictures and 
greetings from the city’s advertis- 
ers. 

The Baltimore Advertising Club 
will salute Westinghouse and its 
new station with a luncheon during 
the week. Among the dignitaries 
present will be Mayor Thomas 
D’Alesandro and Gov. Theodore R. 
McKeldin. 

WJZ-TV’s new general manager 
is Larry H. Israel, formerly general 
manager of WENS, Pittsburgh. + 
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Top 50 Network 


Admiral Corp. 

AFL-CIO 

American Home Products Corp. 
American Motors Corp. 
American Oil Co. 

American Telephone & Telegraph Co. 
Anahist Co. 

Bristol-Myers Co. 

Brown & Williamson Tobacco Corp. 
California Packing Co. 

Carter Products 
Chesebrough-Pond’s 

Chrysler Corp. 
Colgate-Palmolive Co. 

Dow Chemical Co. 

Drug Products Co. 

E. |. DuPont De Nemours & Co. 
Ex-Lax 

Florida Citrus Commission 

Ford Motor Co. 

General Foods Corp. 

General Mills 

General Motors Corp. 

Gillette Co. 


Gospel Broadcasting Association 


1957 


Source: Radio Advertising Bureau Estimates 


Radio Spenders, 


Billy Graham Association 
Hudson Vitamin Products 
Kraft Foods Co. 
Lever Bros. 
Liggett and Myers Tobacco Co. 
P. Lorillard Co. 
Lutheran Layman’s League 
Miles Laboratories 
Philip Morris 
Mutual Benefit of Omaha 
National Biscuit Co. 
Norwich Pharmacal Co. 
Pabst Brewing 
Pharma-Craft Corp. 
Plough Inc. 
Quaker State Oil Corp. 
R. J. Reynolds Tobacco Co. 
Scott Paper Co. 
Simoniz Co. 

Standard Brands 
Sun Oil Co. 
Voice of Prophecy 
Weco Products Co. 
F. W. Woolworth Co. 
Wm. Wrigley Jr. Co. 


words: 


“As the president of a 


surprise it has been to 


“Ad Age gives me more 
relaxation at home 
than reading fiction” 


says WILLIAM H. BURGESS 
President Electronic Specialty Co. 


Mr. Burgess reads Advertising Age 
at home for entertainment as well as 
for valuable ideas. Here are his very 


gaged in the manufacture and na- 
tional distribution ofa consumer prod- 
uct, I regard Ad Age as one of my 
most valuable source of ideas. When 
the consumer products division of 
our corporation was sold, I regret- 
fully believed AA would no longer 
serve a direct need. What a pleasant 


AA is still valuable reading. Through 
its complete coverage of the advertis- * 


Los Angeles, Calif. 


ing industry, I find Ad Age simulta- 
neously provides superb coverage of 
business and financial news. This 


keeps AA on top of the other publica- 


company en- 


discover that 


tions that I enjoy reading at home. For 
sheer entertainment I find that read- 
ing Advertising Age with its well pre- 
sented facts and news gives me more 
relaxation than reading fiction.” 


Why don’t you try relaxing with AA 
at home—away from busy office tur- 
moil? For three little dollars you may 
have a whole year of Ad Age—52 
idea-packed issues. The coupon below 
guarantees your satisfaction. Just 
mail it today. 


Advertising Age. 


Here is my order for a year’s (52 issues) service of Advertising 
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| Age. Anytime I am not satisfied, my money will be refunded. 
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THE 


LANDING 


TRAY 


as seen by 
JOHN BURGOYNE 


We note with interest that in the 
year 1040 A.D. a Persian traveller 
recorded the grocers of Cairo Egypt 
wrapped spices and vegetables in 
paper. Our curiosity was aroused 
sufficiently to try and track down 
the source of paper for this use,— 
but we wish we hadn’t been so in- 
quisitive! It seems the Bedouins and 
fellahs in those days used to search 
the cities of the dead to recover the 
cloth bands used to wrap mummies. 
If the cloth couldn't be used for gar- | 
ments they sold it to papermakers 
who supplied the grocers of the day. 


* | 


| Assn’s. national convention. Com- 


We have a vision of a Cairo Super | 
Market with a sign stating, “Our | 
Vegetables Wrapped in Paper Made 


From Royal Mummies Only.” That | 


must have brought ’em runnin’! Ah 
me! Pass the spinach. 


Re ae 


US. Official Charges 
Small Lettershops 


Gyp Employes on Pay 


WasHIncTon, Sept. 10—Many 
small lettershops, operating on the 
fringes of the nation’s $1.5 billion 
mail adverising industry, are vio- 
lating federal law by paying sub- 
minimum rates for typing and 
clerical work performed at home 
by housewives, students or retired 
iolk, a spokesman for the U. S. 
Labor Department’s wage-hour 
division disclosed last week. 

According to Samuel Ganz, 
assistant to the wage-hour admin- 
istrator, such outfits compete 
unfairly with legitimate mail ad- 
vertising companies. Employing 
homeworkers in widely scattered 
locations at grossly substandard 
rates, these marginal operators are 
hard to trace, and when found 
often disappear abruptly—only to 
reappear again elsewhere under 
new company names, he said. 

“In metropolitan areas through- 
out the U. S., lettershops employing 
homeworkers are a major problem 
for wage-hour officials, who en- 
force the Fair Labor Standards Act 
as authorized by Congress,” Mr. 
Ganz asserted. 


s Mr. Ganz addressed his remarks 
to more than a hundred executives 
of the country’s larger mail adver- 
tising companies, who met at the 
Sheraton Park Hotel in advance of 
the Mail Advertising Service 


panies represented by the associa- 
tion prepare and dispatch hun- 
dreds of millions of pieces of third- 
class mail each year, and claim to 
be instrumental in moving over $15 
billion worth of goods and supplies 
annually. 

Reviewing the history of this 


CATILLAC—Despite his insistence that this eight-col- 
umn, 56-line ad presented no make-up problems, 
A. McKie Donnan of Robinson, Jensen, Fenwick & 
Haynes, agency for Purr Pet Foods, had trouble 
finding newspapers to accept it. Those which did 
included the Los Angeles Times and Herald-Express, 
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PURR...the Catillac of pet foods! 


° te’ aby’ 


For cat owners who appreciate the true economy of fine quality. All tuna.:.no “filler.” 22'/2% protein content is twice as much as most cat foods. 


San Francisco Chronicle and Examiner and the 
Chicago American. The Chicago Daily News, Oak- 
land Tribune, Houston Post, San Diego Union-Trib- 
une and Tucson Star-Citizen rejected it. Most com- 
mon reaction was that if the ad was run, retailers 


Almost everybody likes gelatin in | youthful industry, which in a mere 
their list of vittles, but tastes vary ten years has more than tripled 
as to flavor during the year. When | its volume of business, Mr. Ganz 
you're concocting a variety of flavors | pointed out that several of the 


it doesn’t pay to be heavy on Straw- 
berry when Lemon and Lime are 
getting the most rides in the shop- 
ping baskets. To be sure of how 
these wiggly desserts move by flavor 
our friend in the business has had 
Burgoyne checking regularly in test 
towns like Grand Rapids, Indian- 
apolis and Toledo. Now our gela- 
tinous friend knows more about 
Mother’s taste buds than she does 
herself, and what’s on the shelf in 
her favorite Super Market is jest 
exactly what she’s a-lookin’ for. 
That’s what we call happy coinci- 


dence. 
x * 


Time was when a spud was just a 
spud, and we dug ‘em, sacked ‘em, 
stored ‘em, and ate ‘em all year 
‘round. In the stores they sold by 
the pound at a fast enough rate that 
if yours came from the bottom of 
a gunny sack you were not con- 
cerned about it. Now potatoes come 


to market in a variety of forms and || 


packages, not the least of which is 
a form of dehydrated mashed pota- 
toes having everything but the juice. 
Burgoyne was requested to check 
the performance of this product, and 
did so in Dayton, Peoria and South 
Bend. No matter where he looked 
the gals were buying at a rate that 
indicated they liked the convenience 


and Pop and the kids liked the flavor. 


This one’s a goer! 
Fe a 


Don’t spin your chair thinking about | 


how to find out about your product. 
Spin the telephone for Burgoyne. 
That way you'll know all you need 
to know—fast! 


|most successful direct mail adver- 
| tising companies, each owning 
well-equipped offices in half a 
| dozen states, originally started as 
|one-room shops with a single du- 
plicating machine. Thus, they 
could have had occasion to observe 
at close range some of the tricks 
of the fly-by-night operator, he 
said. 

The marginal lettershop owner, 
he said, usually insists that his 


at home are “independent contrac- 
tors,” though, according to court 
decisions, these people are actually 
employes. 

As such, they are covered by the 
Fair Labor Standards Act, when 
producing for or engaged in inter- 
state or foreign commerce or pro- 
duction closely related to such 
commerce, and when they regular- 
ly use inter-state communications, 
Mr. Ganz said. 


= Under the act, covered employ- 
es are entitled to receive at least 
a $1 hourly minimum and time and 
one-half for overtime above 40 
hours, even when working on a 
piece-rate basis. The act also re- 
quires employers to keep time and 
pay records for office as well as 
homeworkers. 

While admitting that most of the 
larger direct mail companies and 
many of the smaller ones as well, 
operate strictly within the law and 
pay more than the legal minimum, 
Mr. Ganz reminded his listeners 
that overtime pay must be com- 
puted on the basis of the regular 
weekly wage. 

He also urged them to make sure 
that all subcontractors and mail- 
list brokers engaged by them are 
equally law-abiding—thus avoid- 
ing the risk of an _ injunction 
stopping shipment of “hot goods” 
produced in violation of the 
federal law. # 


Hamill Rejoins Wittner 

Peter Hamill has rejoined Fred 
Wittner Advertising, New York, 
as a member of the art depart- 
ment. He returns following a year 


typists and clerical help working 


of study in Mexico. 


“. ,. then to impress the old grads in the agency business, tell them 


you understand that the Solid No. 1 in Solid Cincinnati 
is the Cincinnati Enquirer.” 


ment 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including a 
26,937 edge in City Zone circulation... 
ahealthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 


would start demanding odd shapes and sizes. 


New Pepsi ‘Bottle’ 
Is 5 Stories High 
—But Air-Filled 


New York, Sept. 10—The Pepsi- 
Cola Co. has added another spec- 
tacular to its bulging scrapbook of 
traffic-stopping displays. 

Its latest is a five-story-high 
replica of the Pepsi bottle. Made of 
Neoprene-coated nylon and in- 
flated with air or helium, it will|into a pickup truck or station 
be used at plant openings, inter-| wagon. As a tethered airship, it 
national fairs and other promo-j|can be flown as a barrage balloon 
tional events. Pepsi’s publicity | at 500’. As a surface-based display, 
agency said the balloon-type bet-|it will be secured by 12 ground 
tle cost $6,000. lines. Pepsi plans to put it on a 
Two years ago Pepsi unveiled| barge and take it on a water tour 
its waterfall spectacular in Times | around Manhattan. 

Square. Last week Pepsi’s “synco- The bottle represents Airborne’s 
pated waters” display ended a|first venture into the promotional 
two-month stay in Grand Central field. Its principal business is 
Terminal (which reportedly manufacturing rubber life rafts 
stopped 500,000 commuters and for the Armed Forces. + 


Pulse Network TV 


travelers from 
rounds) . 

The giant bottle replica, created 
and constructed by Airborne Inc., 
New Haven, was inflated and 
shown to the press last week in 
Madison Square Garden. Skaters 
from the “Ice Capades of 1958” 
cast helped raise the air-inflated 
bottle 54’ above the Garden’s ice- 
skating surface. 

When deflated and packed in a 
4x5’ tarpaulin case, the bottle fits 


their appointed 


July 1-7, 1957 
TOP TWENTY SHOWS 
Rank Program 
1 en as | i I ns vctblsemiorepcecusoomsanmesastane 
2 Gunsmoke (L&M, Remington Rand, CBS) oo... cece 
3 Playhouse 90 (Several sponsors, CBS) .........cccccccccccseseseeeseseseee 
4 Ed Sullivan (Lincoln-Mercury Dealers, CBS) ‘ 
5 What's My Line (Helene Curtis, Sperry-Rand, CBS) ooo.c..ccccccccccccccccosssesseeeeee 24.2 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) oo....cccccccccecccsceseesesseseeseevereeee 23.5 
7 BM RE a ee Te 22.4 
8 Twenty-One (Pharmaceuticals Inc., NBC) .....cccccccccccsscscscssscscsvecsverseenvevevevene 22.2 
9 I've Got A Secret (R. J. Reynolds, CBS) 
10 SOI, “COUN accnernestnnicesbsecentsoenticeserccineensiies 
W Steve Allen (Several sponsors, NBC) ..............cecccecccesssesssssssssesesesseseeseerseceneenee 
12 $64,000 Challenge (Revion, P. Lorillard, CBS) oooccc.ccccccccccccesesessecsrecsvenseeeceee 
13 Studio One (Westingh iy SRE, inbcptaaibipnnnelbclatinseonsotnnassccnst 
14 Julius LaRosa (Several sponsors, NBC) oo.....cccccccccccceccevcessseeeceeeore 
15 The Lineup (Procter & Gamble, Brown & Williamson, CBS) 
16 Godfrey's Talent Scouts (Lipton, Tomi, CBS) ....cccccccccccccesececsoeocesesesessevevevene 
16 Wyatt Earp (General Mills, Procter & Gamble, ABC) 
18 Best of Groucho (DeSoto, Tomi, NBC) ......cccccccccccceesseseseeeereeee 
18 Phil Silvers (Procter & Gamble, Camel, CBS) oo.........cccccccccccsesscssvsvevsvecnsevenes 
20 20th Century-Fox Hour (Revlon, U. S. Steel, CBS) ooocccccccccccocccccceceocseeececeeee 
MULTI-WEEKLY TOP TEN 
1 Mickey Mouse Club (Several sponsors, ABC) ........ccccccccccccsessssesseeeeseececacevevene 122 
2 Queen for a Day (Several sponsors, NBC) .........ccccccesesescssseseeseerscacsesvecseeee 95 
3 Guiding Light (Procter & Gamble, CBS) 87 
4 CBS News (Several sponsors) 2.0.0.0... cccccessceesscccceescceeescecseeees 85 
4 Search for Tomorrow (Procter & Gamble, CBS) 8.5 
6 Art Linkletter’s House Party (Several sponsors, CBS) oo.....cccccccccccccsceseeeeeensees 8.2 
7 Love of Life (American Home Products, CBS) 79 
8 Arthur Godfrey (Several sponsors, CBS) ................. 78 
8 NBC News (Several spomsors) 20...........cccccccccccseceeseeeens 78 
10 Captain Kangaroo (Participating sponsors, CBS) ........:ccccccccessseseseresrseeeeees 77 
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Direct Mail Will Benefit as Selling 
Gets Tougher, McQuigg Tells DMAA 


(Continued from Page 1) 
search currently is done private- 
ly for competitive reasons. After 
pointing out that the direct mail 
industry needs general basic in- 
formation, the same as other me- 
dia, he said DMAA ought to put 
its attention and dollars behind 
a regular continuing and public 
research in public attitudes, gen- 
eral readership, profiles, cost re- 
lationships and motivation. 

His call for concerted effort to- 
ward self improvement by the di- 
rect mail industry served as the 
climax of a week of meetings in- 
volving hundreds of members of 
the Mail Advertising Service Or- 
ganization, DMAA and Associ- 
ated Third Class Mail Users. 

Until he turned the spotlight 
on the internal problems of the 
direct mail industry, the empha- 
sis at general sessions of all groups 
seemed to center on postal prob- 
lems. 


® Representatives of the Post Of- 
fice Department who showed up to 
participate in one of the many 
round tables and panels which 
were featured at both the MASA 
and DMAA meetings found them- 
selves swamped today by an esti- 
mated 300 DMAA members who 
wanted to know what will be done 
about the proposal for compulsory 
zoning of both second and third 
class. 

After the session had been 
moved to a larger meeting room 
Edwin A. Riley, director of postal 
services, explained the only cer- 
tainty at this time is that the 
order will not be effective on Oct. 
1 as originally scheduled. 

While they were told that a 
more detailed announcement on 
the course the department will 
follow in promoting the use of 
postal zone sorting will probably 
be released next week, MASA and 
DMAA members were left with- 
out an indication of the decision 
the department is likely to make. 


= At the annual Associated Third 
Class Mail Users luncheon dur- 
ing the DMAA convention yester- 
day, members smiled with ap- 
proval as Rep. Charles Porter (D., 
Ore.) contended that Postmaster 
General Arthur Summerfield’s 
“propaganda” about a postal defi- 
cit is “poppycock, misleading and 
ill-conceived.” The congressman, 
who is a member of the House 
post office committee, said direct 
mail can be transformed “from 
the ugly duckling of the postal 
service” to “a beautiful swan” 
once Congress adopts a postal rate 
policy “and if Summerfield re- 
turns to selling cars.” 


s DMAA’s outgoing and incoming 
chairmen both placed heavy stress 
on postal problems in their mes- 
sages to the convention. William 
R. Merriam, who completed his 
year in office, said it had been “a 
year of appraisal” for most DMAA 
activities, but that the association 
had gone about its job in postal 
matters in Washington “in a quiet 
and effective manner.” 

Theodore V. Bihler, business 
manager of the New York Journal 
of Commerce, said, in taking over 
the chairmanship for the coming 
year, that one of the major ob- 
jectives of his administration 
would be to establish “a truly ef- 
fective postal affairs committee 
charged with the task of bringing 
into being a long range postal plan 
sponsored by the DMAA and the 
Post Office Department.” 

G. B. McCollum, vp of the 
Reuben H. Donnelley Corp., Chi- 
cago, was elected the new presi- 
dent of MASA. 

8 Until 


Mr. McQuigg took the 


platform this noon the convention 
speeches had been surprisingly si- 
lent on research problems. 

In the past, there has been sub- 
stantial emphasis on the need for 
a DMAA Foundation. This year 
the foundation had not been men- 
tioned, although incoming presi- 
dent Ted Bihler said he hoped 
his administration would revise 
DMAA’s bookkeeping so_ that 
members could contribute to spe- 
cific research projects with as- 
surance that their money would 
not be used for general DMAA 
operating expenses. 

Mr. McQuigg recalled that in 
1953 Norman Strouse, now presi- 
dent of JWT, and representatives 
of R. L. Polk and Ford had dis- 
cussed the then-new concept of 
duly-commissionable direct mail. 
He said the agency believes firmly 
in the value and future of direct 
mail, and pointed out that it is 
making necessary investments “to 
effectively back up that outlet.” 


H. J. MAGINNIS WINS 
MILES KIMBALL AWARD 


WasHINGTON, Sept. 10—Harry 
J. Maginnis, executive 
of the Associated Third Class Mail 
Users since 1949, today was 
named winner of the Miles Kim- 
ball Award, highest honor in di- 
rect mail advertising. 

Mr. Maginnis is the sixth win- 
ner of the award, conferred an- 
nually by Mail Advertising Ser- 
vice Assn. on the man or woman 
who has made the most outstand- 
ing contributions to direct mail 
advertising. 

Mr. Maginnis’ vigorous leader- 
ship and legal guidance on behalf 
of direct mail were cited in 
making the award. Specifically 
cited was Mr. Maginnis’ legal 
ability in helping avert a threat- 
ened embargo on third class mail 
services last April and for his 
“tireless testimony” in congres- 
sional postal rate hearings. His 
testimony was credited with be- 
ing instrumental in the Senate 
post office committee’s decision 
to hold postal policy hearings be- 
fore even considering postal rate 
increases. 

The award was made at the 
closing luncheon of the 36th an- 
nual convention of the Mail Ad- 
vertising Service Assn. Interna- 
tional, at the Sheraton-Park Ho- 
tel. # 


Poley Joins Chicago Staff 


Wayne Poley, formerly with 


Gray-Schwartz Advertising Agen- 
cy, has joined the Chicago sales 
staff of Gentlemen’s Quarterly. 


HARRY M. McMAHAN has joined Leo 
Burnett Co., Chicago, as vp in 
charge of tv commercials and a 
member of the plans supervisory 
committee. Mr. McMahan, author 
of several books on tv, most re- 
cently has been a special tv con- 
sultant. Previously he was with 
McCann-Erickson, and before that 
he founded and headed Five Star 
Productions in Hollywood. 


manager | Bag-Camp Paper Corp. was the 


CUTIE & FRIEND—Red Heart division 
of John Morrell & Co. suggests 
that Reddy will make “a wonder- 
ful Christmas gift” in this color 
page promoting its new premium. 
This ad, by Campbell-Mithun, Chi- 
cago, will run in Life, Oct. 21. 


Gold Mailbox Honor 
Goes to Union Bag 
in ‘57 DMAA Contest 


13—Union 


WASHINGTON, Sept. 


Gray-Schwartz Advertising Agen- 
winner of this year’s top direct 
mail honor—the Gold Mailbox— 
presented at the annual convention 
of the Direct Mail Advertising 
Assn. here. 

The Henry Hoke award—for 
unique and courageous solution of 
a marketing problem through the 
use of direct mail—was awarded 
to the P. H. Glatfelter Co., Spring 


Grove, Pa., paper manufacturer, 
A total of 55 other awards were made 
during the convention. Winners of the 


|“Tops in Direct Mail in 1957” were Ab- 


bott Laboratories; American Cyanamid 
Co. (industrial chemicals); Associates In- 
vestments Co.; Beech Aircraft Corp.; Bur- 
roughs Corp.; Business Week; Capital Air- 
lines; Cappel-MacDonald & Co.; Chevrolet 
Motor division (cars); Chevrolet Motor di- 
vision (trucks); Chrysler division (Chrys- 
ler); Chrysler division (Imperial) ; Clipper 
Line. 

Crown Zellerbach Corp.; Esso Standard 
Oil Co.; Tractor & Implement division, 
Ford Motor Co.; General Electric Co., 
Western Springs, Ill.; General Electric Co. 
(meters), Schenectady; General Electric 
Co., SEC department, Auburn; P. H. Giat- 
felter Co.; Green Giant Co.; Electric Type- 
writer division, International Business Ma- 
chines; Lederle Laboratories division, 
American Cyanamid Co.; Letter Shop, San 
Francisco; Eli Lilly & Co.; Manpower 
Inc.; McCormick-Armstrong Co.; Nation's 
Business; Northwest Aljirlines; Penton 
Publishing Co.; E. F. Schmidt Co.; Simp- 
son Press Ltd., Montreal; Sports Illustrat- 
ed; Stran-Steel Corp.; Stromberger, La- 
vene, McKenzie; Sunkist Growers; Talon 
Inc.; Industrial Management Institute, 
University of Wisconsin; Westwood Com- 
munity Methodist Church, Los Angeles. 

Tops in mail order campaigns in 1957 
awards were made to American Bankers 
Assn.; Leslie Creations; National Wildlife 
Federation, and Saltwater Farm Inc. 

Tops in low budget campaigns (under 
$5,000 annually) with a minimum of four 
mailings in the campaign: Dumont Indus- 
trial Screw Corp.; Governor Fastener Co.; 
KYA Radio, and Pickrel Bros. Plumbing 
Supply. 

Tops in house publi campaigns 
for 1957 were Abbott Laboratories, 
“Friends,”’ Chevrolet Motor division; Coca- 
Cola Co., Atlanta, and Eli Lilly & Co. 


Tops in letter campaigns for 1957 were 
Crown Zellerbach Corp.; Milwaukee Dust- 
less Brush Co.; Plymouth Printing Co., 
and S. Rose Inc. = 


Leipzig Joins Seneca Textile 

Stanley Leipzig has been ap- 
pointed advertising and promo- 
tional director of the Seneca Tex- 
tile division of United Merchants 
& Manufacturers Inc., New York. 
He formerly was advertising and 
publicity director of Rayco Mfg. 
Co. 


Dalgleish Named Publisher 
Oakley Dalgleish has been 
named publisher of the Globe & 
Mail, Toronto, following the re- 
tirement of Harry G. Kimber, who 
continues as a director and vice- 
chairman of the newspaper. Mr. 
Dalgleish formerly was editor of 


+4 


\the editorial page. 


Media-Agency-Advertiser 
Lack of Ethics, Judgment 
Hit by Agency Executive 


Tue Hacue, Sept. 11—Jere Pat- 
terson, exec vp of Erwin, Wasey 
& Co., New York (Erwin, Wasey, 
Ruthrauff & Ryan after Oct. 1), 
today appealed to international ad- 
men to do something about clean- 


= |j|ing up the low standards in their 
field. 


Mr. Patterson delivered a blis- 


*|tering attack on these standards 


on the opening day of the Euro- 
pean advertising conference spon- 
sored here by the International 
Advertising Assn. of the U.S. 

Mr. Patterson, who was adver- 
tising promotion director of Life 
International until last July 15, 
tore up a prepared speech on what 
the IAA can do in the interest of 
international advertising. He also 
scrapped a draft press release, 
which he said “few will want to 
read.” 

Instead, he devoted his talk to 
an excoriation of the “sour ap- 
ples spoiling the good ones in the 
barrel of advertising.” 


s Mr. Patterson charged that 
some media don’t play by the 
rules; some agencies don’t deserve 
the mame; some advertisers are 
ignorant and treat ad managers 
as if they were on a level with 
clerical help. 

Elaborating on these points, he 


DeGarmo Merges 
With Its British 
Affiliate Agency 


New York, Sept. 10—DeGarmo 
Inc., eight-year-old New York 
agency, plans to merge with its 
British affiliate, Stowe & Bowden 
Ltd. 

The first step has been taken, 
with the formation of Stowe, Bow- 
den, deGarmo Inc. here, and 
Stowe, Bowden, deGarmo Ltd. in 
Britain. 

For a while, deGarmo Inc. and 
Stowe & Bowden will continue to 
operate as individual entities 
alongside the new companies. 
However, these operations are ex- 
pected to be dissolved within a 
year. 

Plans calls for a 60-40 split in 
both of the new companies. De- 
Garmo will have 60% of the 
American agency and 40% of the 
British agency, and vice versa for 
Stewe & Bowden. 

Also, Stowe, Bowden, deGarmo 
plans to open offices in Switzer- 
land and Germany. 

Louis deGarmo, who founded 
his agency in 1949, is now board 
chairman. His son, John, who 
joined the agency in 1950, became 
president last year. 

DeGarmo handles a number of 
Swiss accounts, including Rolex 
watches, Swissair, Lindt-Sprungli 
chocolates and Knorr soups. 


s Stowe & Bowden is a 30-year- 
old agency, with offices in London, 
Manchester and Newcastle. Its 
principal accounts are Borg-War- 
ner, United Kingdom Atomic En- 
ergy Authority, York Shipley (re- 
frigeration and air conditioning), 
Newsweek, Berkeley cars and 
Shelley Potteries. 

Louis deGarmo said that, as a 
result of the merger, both agencies 
“will be in a better position to of- 
fer each other, and present and 
future clients on both sides of the 
Atlantic, specialized knowledge of 
| European and American advertis- 
ing, marketing and merchandising, 
| and research techniques, as well as 
new business opportunities.” # 


Get Sour Apples Out of Ad Barrel, 
Patterson Warns International Admen 


said there are media which make 
phony circulation claims, use doc- 
tored or nonexistent research and 
indulge in inadequate promotion 
and poor selling. 

“As for agencies,” he said, “al- 
though there are many excellent 
ones, undercompensated and of- 
ten misunderstood, there also are 
many unworthy of being called 
advertising agencies. 

“Some are rebaters, some large- 
ly space brokers. Some are house 
agencies with long-pull proneness 
to mediocrity, and some just com- 
mission pocketers, offering very 
little genuine service.” 


s Among advertisers, he contin- 
ued, “all too frequently top man- 
agement is abysmally ignorant of 
the role and power of advertising. 

“Some use advertising as a 
means of massaging personal or 
corporate egos,” he said. 

Mr. Patterson said it is up to 
responsible associations, media, 
agencies and advertisers to show 
the way by supporting the ethical 
codes drafted by the IAA and the 
International Chamber of Com- 
merce. 

“All of us,” he declared, “must 
work together to raise the stand- 
ards of our business. As we raise 
standards, so shall we raise our 
stature.” 

Advertising men, Mr. Patterson 
said, must be concerned not only 
with sales but with profits of cli- 
ents. 

“There is a need,” he added, 
“for a flea called advertising to 
bite cleaner and harder on the tail 
called sales which wags the dog 
called profits.” 


® The much-belabored motivation 
research field took a pounding 
from Dr. Mark Abrams, who is 
connected with the London Press 
Exchange, Britain’s second larg- 
est advertising agency. 

Dr. Abrams asserted that the 
“manipulators” described in such 
books as “The Hidden Persuad- 
ers” may have “hit upon valuable 
information about consumer needs, 
either by luck or else because, 
irrespective of any interviews they 
conduct, they have acquired a flair 
for throwing up imaginative in- 
sights into people’s psychological 
needs.” 


s Actually, he added, even re- 
searchers advancing along ortho- 
dox academic lines “have a long 
way to go before their studies 
inspire confidence as wunerring 
guides to advertising policy. 

“We need much more work to 
validate techniques being used; 
we need to know more about how 
to translate findings into cam- 
paigns; we need to employ more 
reputable sample designs; and fi- 
nally, we need to establish profes- 
sional standards of reporting mo- 
tivation research.” # 


Stettee Joins Campbell-Ewald 
In a story reporting several 
staff appointments at Leo Burnett 
Co. (AA, Sept. 9), ADVERTISING 
Ace listed Manson Steffee as a 
new member of Burnett’s tv-radio 
department. This is incorrect. Ac- 
tually, Mr. Steffee has joined the 
tv-radio department of Campbell- 
Ewald Co., Detroit, as a copywrit- 
er from VanSant, Dugdale & Co., 
Baltimore, where he had been di- 
rector of television production. 


Purdom Resigns as C&W VP 

Walton Purdom has resigned as 
a vp of Cunningham & Walsh, 
San Francisco. Mr. Purdom, who 
has been with Brisacher, Wheeler 
& Staff (which merged with C&W 
lin January) since 1934, has not 
| announced his future plans. 


; 


edi. ath ee a a. ae ie ete, aa Ee eS Le hee Lat ls oa SP ae 7 an acs AS SAR es Base Ne Ae ee i 2 P hg 
a — 3 . ee it Ve a 7 oes ye ce ee at oe a aaa hi FS 5 ; ig : Sey. ers es 1a Ciera tad ee ee ON a or ys 
Ye —_ - ae _ ire - Be ge eRe is Spe tea ret ec wcrr, 6 ade dds Rie ee = = : VS ee eater 2 2 <a t og eS 
gi on en te oS, - ance. Ce teeta og ee eae a ar a 3, eee feng oe alge Eee Le eee ite 4 ER 
A igs w= a ee = eS Cea e Rett al hy yr Ss ae ea mete Pyle ed alae © - e ee a sans ky MLSs Te" a eee a 5 ake a ee : aI ae 
Se RS en Se eee. eee (gl ae ee ee. er net SN he) gee ee 
ee Bee i ey ae Sa ~ etal ae = a a. a - — a > a ge . Bes ee a Ol a lt ‘ 7 4:57 Pore, Se) aa) es . fs oe a eS seniors 
St) eee eR eee ar ee ne eee pe en tk eee eee. ee ae: er, Wen A eae 1) ee SR. «Sg eee pefeein ae 
PS 20 else eit a eine iO = as =, pe ee ire ee Ree eee: ne , is Wades a ieiciceinins ch Re eae ‘5 owe fesiee > a. gear A A Dine eee . c eadatiowe 
i ee a ee ee Sa ee ee ee a ee cee — gee ee eee 
ee ll ao Sen re, = See Fe i fae Se ee Be ep ant yee aa a ane co LE Seg aes ia, eee i ha Boge ria ssn aes 
“an sd Dig oe. 
z ciated 
‘2 ewe 
rae pn. 
a { bee 
SS 2 
S ‘ee 
Ss nee 
‘. aaa | Fe 
? o » 4 igwe ae aa i 
: " Re J vk x a 
i ge on ae. 
a. . 
b Tree ovebee ates 5 same i. = 
: wo 2 ae myn ® *  é t i 
P Sa ren cel ay Te bate 
pa ‘ Spodhetulbchans ae e are 
= =~ ier oe) 
ae oe 
: ~ ~— “2 ae aed 
i “ rato F Be’: kilts 
<a GS fee Se 
s ae % ee ee 
, "s % ¥ a fae: 
4: ee J __ 
1 ee Ss . ig X ro ; he ae 
a . we ee P aes 
a : de eee i ee Cone 
} —-  ~ % or 
ae ~ [ae ‘ey x ey 
al ‘ ae eae ! Se 
; Hes all yours for only $ phic 
Dag rere Ges Haan wants you we anew wie ee eae 
Sasa Se ee = 
: eee & — , eee 
7 if SSS EF Ss r Pere 
iy 4 
ra oe 
at 
a bo 
> Ms ‘ie tea 
a me 19 
A enn 7 a Ber hak 
: gee 
| oka 
ia ie 
; es 
| - 
pe | 
‘ 
: rie 
f ee 
d be 
* ps es ; 
% "— 
hooks 
; | ee 
be Saat 
be “Ts 
ds ee pa as 
pai a 
ri ce 
te ; 
ee rex 
: a 
a rad * 
ie wre 
A igh 
4 ed 
3 an 
2G Lea 
Se 
¢ ov" ies 
f 153 oy : 
sy a, 
i ih 
oy Lae 
a ‘ - 
b- : i ‘ape 
, ee 
; aoe 
; eou 
, | pis 
: ee a : ‘ ead 
* ae, wen. Sen Nias << 8 Be) 
ae eee a. ee 
: ae ; p % f Ay Seale 
4 <8 - =u 
ee : 4 a “4 eae 
es . . z= es aes 
; — ae ? 
Ee qi 3 _* ve i bes 5 
bis | alias ’ — = 
z é » & 7 j | 
7 cs . A . as y { 
2 ; pe en —  : 4 
: ’ Bey nae she 
< ike. ; 
t ‘Atal ; 
— : oe 
id 
Fhe ees 
=e 
' 
: Pees. i . = 
Zi) : . oe se i ean = oe Che " = 3 ; ‘ . : d ie : ia wen eh deer ‘ F + $ 
eA ae ea ; E sig et a ieee 1 iain 5 é : ee a ee ee ee ies ; re ae. ag) eee apaanan co oe <i : ? Nis 
SEEN RAE NTO eR NS Oa ere ee 0-4. et aR Be ee aceene eC ARSE PePRNC Sn, ON 7 eS ee Oe Ne ke ER A eR ae Pe See oa ee eee ee a ee Pele ae 
Soke paiggliaaae tio itis,” et Rie - i aber Menem : hee: Mica Mees pie a3 ee Bs ad Li A MRE SR aE 2 Be pe IT 
Re ep mee Re eC, nn ss Re 1) ee ee Fe ee i eer 
RE a gill sds, SS Te etts. ht, A eee an ec, = ee es Sr pe ois cae aap L Me te he Oe, eee ee ee elt. SP a ace mae 1 plats A een ——. ; 
SSH a ca ANS MA MN A SRO a a cD SG es” a RE MTNA ae MIO it AE Glew gt a RE tl | aS ey > ie ei | 


124 


THE ADVERTISING MARKET. PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


39,430 


HELP WANTED 


PRODUCTION MAN 
Fed up with L.I. commute? 
Know printing, buying, traffic control. 


Ready to grow with mid Long Island's | 


fastest growing, national agency. Salary 
jus profit share, plus work near home. 
ill consider any man or gal any age 
who knows and really wants “in.” Mail 
resume fast to: 
Box 9830, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ART DIRECTORS! ARTISTS 
COPYWRITERS! 
Get yourselves listed with APA.* A new 
confidential Nation-wide service for ca- 
reer minded agency men and women! Let 
APA help you find the position you're 
looking for. No fee to pay! (Not a job 
agency. For information, write in con- 
fidence: ) 
*ADVERTISING PERSONNEL 
OF AMERICA 
Box 7, Skillman, New Jersey 


Are you looking for a job or a future? 
If it’s just a job you want—stop reading 
now. If it’s a future—I'd like to hear 
from you. This expanding national con- 
sumer finance organization's newly cre- 
ated advertising department needs a 
young, energetic person who can think 
for himself. The future is in the appli- 
cant’s hands. You should be familiar with 
all media. All Company benefits. Send 
resume and photo to: 

Box 9859, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

If You're in ADVERTISING 

Your Job is MY BUSINESS 

Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

200 S. State St., Suite 1302-4 
Advertising Marketing Director wanted. 
Ace-high man with proven ability in 
sales of grocery store items. Salary suf- 
ficient to attract the best. We mfg. full 
line of pet foods, canned, frozen, dry. 
—— unexcelled. National distribution 

mee 1907. Answers confidential. Burton 
Hill, Pres. Hill Packing Co. Topeka, Kan- 
sas 


MARKETING BACKGROUND 
Expanding Southern Agency needs MAR- 
KET ANALYST to complete staff. Expe- 
rience in Food and Super Market prod- 
ucts preferred. This is a Traveling Ex- 
ecutive position of importance. State sal- 
ary and qualifications in first letter. Age 
should be about 30-40. 

Box 9875, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
200 Soe. State 5St., HA. 7-1991 Chicago 


FOOD ADVERTISING MAN 
Unusual opportunity for experienced, all 
around food advertising man to manage 
a fast moving account for a well estab- 
lished and growing agency. Must be able 
to write copy and make rough layouts. 
You will live in northern Ohio. 


If you're an ad manager for a food com- 
pany who is used to handling every 
phase of an advertising and publicity 
program and who is ready for a good 
agency connection, this is it. Or, if you 
are a food account executive who wants 
to manage an account where you will 
have the major share of responsibility, 
here’s your chance. 


Compensation will be in line with abil- 
ities and experience. Company also has 
profit sharing retirement trust program. 
Please send complete resume, stating 
salary expected, samples of your work 
and a recent snapshot. All replies held 
strictly confidential. 


Box 9877, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOLENE 
. Public Relations 
Advtg Managers 
... reduction ......S5ervice 
“all is grist which comes to our mill’ 
Andover 3 4424-105 W. Adams St., Chge. 3 
ARTIST WANTED 
Young man with good background in 
keyline, pasteup and general production 
know-how. Excellent opportunity to work 
into design if interested. 
Box 9878, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohic St., Chgo. Su 77-2255 
LITHOGRAPHIC SALESMEN 
Serving areas surrounding New York 


| City. Large modern offset plant with ex- 
|cellent reputation has opening for live- 


wire salesman who controls large vol- 
ume. Commission & excellent profit- 
sharing arrangement. Replies confidential. 
Box 200A, Newmark’s Advtg Agency, 
1457 Broadway, New York 36. 
ART DIRECTOR 
WANTED! 
Small national ad agency needs energetic, 
versatile man to take complete charge of 
the art end of the agency. Must be cre- 
ative on layouts, exacting on mechanical 
work, willing to take his place as a top 


executive in all agency functions. Excel- | 


lent starting salary to the right man with 
“sky’s-the-limit” growth possibilities. 
Write in confidence. 
Box 9873, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Mlinois 


SALESMEN TO CALL ON NEWSPAPERS 
WITH HIGH INCOME SIDE LINE 
Estabiished almost three years—top dail- 
ies now subscribe—all sold by one part- 
time salesman. The only service of its 
kind, now ready for intensive develop- 
ment. Territories available in west, mid 
west, east and Canada. Liberal commis- 


sions on new contracts and renewals 
Substantial earnings. No investment re- 
quired. 


Box 9876, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y¥ 


DUCTION ASSISTAN 


needed— | 


Woman, 22 to 40. Exp. required in letter- | 


press, engravings. Must be accurate and 
like details. Loop, 
Phone CEntral 6-2234, 
Chicage, Hlinois. 


ask for MLK, 


top fringe benefits. | 


TOP NOTCH STYLIST FOR 
TOP NOTCH STUDIO 
Knowledge of sources, at least 5 years ex- 
perience. Versatile in all types of props. 
Box 9874, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Modern Printing facilities 
4 to 16 pages Circulars 
inquiries invited 
Maurice K. Henry 
Citizens News Company 
Box 131 
Middiesboro, Kentucky 


Vice 
President 


Marketing 


$45,000 


We are seeking a well qualified 
Marketing Executive experienced 
in consumer research, 
advertising, merchandising 

and field sales. 


Our company is a well established 
manufacturer of consumer 

and industrial products. 

Our sales are in excess of 
$40,000,000 and we are 
recognized leaders in our 
industry. 


Preferred age 38 to 50 years. 
Compensation would include a 
liberal base salary and a 
substantial incentive bonus 
plus an excellent capital 

gains opportunity through 

a stock option. 


Your reply will be treated in 
complete confidence and 

should include age, present 
connection and home telephone. 


Box 743 Advertising Age 
480 Lexington Ave., 
New York 17, N. Y. 


POSITIONS WANTED 


Advertising Age, September 16, 1957 


POSITIONS WANTED 


| ate 2 
, Advertising-Marketing Executive 
| Alert, aggressive 4-A account executive 
|experienced in marketing, sales promo- 
tion from agency and advertiser levels. 
Strong food, beverage, household fields. 
Capable, seasoned; holds old accounts, 
| develops new business. Excellent record: 
| success stories on creative copy, mer- 
chandising. Complete resume air-mailed. 
Prefer Mid-West, South-West or West. 
| Box 9834, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 

EXPERIENCED SPACE SALESMAN 
33 years old with B.S. degree in Indus- 
trial. Journalism from midwest agricul- 
tural college, 4 years experience success- 
fully selling advertising space in q 
| North-Central states is seeking position 
| with progressive publisher. Would prefer 
}to sell space for general farm publica- 
tion where first-hand farm knowledge 
would pay big dividends for employer. 
Am free to travel anywhere and not 
afraid of hard work or tough accounts. 
Agency position or public relations work 
would be considered. 

Box 9870, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


ART EDITOR—experience in national 
magazine. Wants new position. 
Bcx 9880, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AIRBRUSH ARTIST 


|7 yrs. small agency & studio background 


seeks broader horizons. Bourges & full 


| color experience. Married, 34 yrs. old. 


Box 9881, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGRICULTURAL advertising-promotion 
manager—l10 years successful manufac- 
turer, agency, publication experience— 
seeks greater challenge. Mid-30's, degree, 
will relocate. 
Box 9885, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE-ADMINISTRATIVE 
CONTACT VARIETY CHALLENGE 
Yng. woman. 10 yrs. in advtg., P.R., pub- 
lishing fields. Enthusiastic self-starter. 
Loves people, creative writing, good sal- 
ary, variety in challenging job. Now 
available. Will re-locate. Request resume. 
Box 9883, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


Creative Art Director with 4-A Agencies 
15 yrs. Experienced on National accounts. 
Handle production and direct photogra- 
phy. On present job 11% yrs. Seek new 
eal. 

Box 9854, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, linois 

MR. PUBLISHER, do you need an expe- 
rienced Ad Space Rep. in the N.Y. area? 
Thorough knowledge of newspaper & 
magazine adv., trade & consumer. 

Box 9862, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

HIGH PRODUCTION COSTS 

wrecking your budget? 

Top flight production exec considering 
change. High quality bw/4-color at low 
budgets a specialty. Capable designer. 
Simple, accurate controls an obsession. 
Scrupulously honest. No bluffing. Lowest 
price: $10,000 start. Agreement two years 
minimum. NYC only. Age 38. 

Box 9879, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

WRITER-EDITOR wants writing-editing 
job. Advertising, publicity, news-editing, 
magazine experience. Minimum salary, 


$7,500. 
. Box 9884 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ATTENTION ADVERTISING AGENCIES. 
Your Clients will need exhibits for con- 
ventions. Why not let me take care of 
the designing. The latest in modern de- 
signing in all types of exhibit. All de- 
signs are strictly confidential. CONTACT: 
RALPH MILLER, JR., DESIGNER 
2049 Illinois Rd., Northbrook, Ill. 


Young, creative newspaper exec. wants 
mfr., agency spot. Know prod., budget, 
merchandising, planning, sales, promo- 
tion. Exceptional layout, copy, ideas. 
Weekly, daily, retail agency background. 
Box 9882, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
for small, rapidly growing N. Y. 
agency. Experienced, creative, with 
some running business. If you’re the 
right rson, this spot has limitless 
possibilities including stock partici- 
pation. Write full details in confi- 
dence to Box 750, Advertising An. 
pane Ave., New York 17, 


Our 46th Year 
COPY. Seasoned, all-around 


man, a self-manager $15,000 
AE food. Must know mktg., 
merchandising $15,000 
MKT. RESEARCH. Asst. to 
head of advance planning 
dept. Big co $10,000 
ADV. & SLS. PROM. MGR. 
Can be in 40's. Small Co. $8-10,000 
LAYOUT ARTIST. Dept. store 
oman or man $7,000 
GLADER CORPORATION 
Don Harris, Dir., Adv. Div. 
110 S. Dearborn CE-6-5353 Chicago 


SRR Se 


| > If you're a consumer goods 
account exccutive, past the 
point of no return, and... 


TIRED OF 
MARKING 
TIME ... this could be the 


opportunity you’ve been looking for. 


| 
| 
| 
| | 
| 
| 
! | 
| 
| We have an opening for : 
| an account executive with | 
| a background in hard goods | 
| consumer-product marketing. | 
| He must be a responsible, i] 
| take-charge type; willing | 
and able to participate in ! 
planning, follow-thru on agency | 
| recommendations. | 
| We're medium-sized (in the | 
$5 to $10-million billing bracket) , 
| fully departmentalized but not 

j at all stuffy about it. We’re 

| — of our ~— react 

| to their talents. Headquarters— 
| family-style mid-western city. 
| All the conventional benefits 

1 including profit-sharing— 

but most important, a happy 
oe for individual growth 

j and expression. 

| 

| 


Box 744, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. | 


GOOP OPPORTUNITY WANTED 
7 years editorial, advertising, promotion, 
publicity. Idea man. Now Assistant Ad 
Manager, industrial. AB. Married. 34. 
Box 9886, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ONE OF THE BETTER INDUSTRIAL 
ADVERTISING MANAGERS AVAILABLE 
for top job, marketing-advertising man- 
agement. Working now. Over twenty 
years experience—some agency AE. Head 
aches from present stone wall and ceil- 
ing. Substantial record. Top ref. Have 
speech. Will travel. Can also listen. 
Box 9887, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
SOUTHERN REPRESENTATIVE ORGAN- 


SELLING OF ADVERTISING IN THE 
SOUTH. WRITE: 
BOX 9858, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
eae 
BUSINESS OPPORTUNITIES 
TRADE PUBLICATIONS 
Want to sell? Want to buy? Write me 
fully in confidence. No “peddling”’—wide, 
responsible contacts. Chas. K. Feinberg, 
Broker, Box 1036, Newark, N.J. 
TEST RURAL SUBURBIA IN SANDERS 
10 GENESSEE VALLEY PUBLICATIONS 
Geneseo, N.Y¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 
ARTISTS SPACE AVAILABLE 
Chicago Michigan Avenue ad agency has 
desirable working space on separate floor 
for lance artists. Unusually 
rental, $75 per month. Switchboard and 
reception service. Attractive location and 
wonderful working conditions. No lease 
required. Reply 
Box 9893, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


EXECUTIVE HOME FOR SALE 
In excellent North Shore area, short walk 


to trains and sho Very attractive all 
brick long low mbling Ranch with 
many deluxe features such as T.V. 


lounge, separate dining room, twin size 
bedrooms, 1% ceramic baths jalousied 
porch, 2 car attached garage, etc., In one 
of the executives neighborhoods. 
Call MR. DEAKINS. 
BAIRD & WARNER 
1157 Waukegan Rd., Glenview, Il. 
GLenview 4-1855 TRving 8-2204 


GIRL FRIDAY—outstanding record as 
executive secretary, general assistant on 
all projects, roto newspaper experience, 
most dependable. New York only. 
Box 9888, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPY OFF-SEASON 
Travel promotion is the forte of this 
young, bright, versatile copy writer; tour 
operators, airlines, resorts, etc. Retail, 
industrial, PR background. This team- 
worker has initiative, is imaginative, and 
experienced. For resume 
Box 9889, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING EXECUTIVE 
Personable go-getter seeks opportunity 
leading to top-level sales or marketing 
position with aggressive firm in Upstate 
New York. Solid background as AM and 
AE. Capable administrator, coordinator. 
Highly creative—catalogs, direct mail, 
company publications, displays, sales 
meetings, publicity. BBA, married, mid- 
thirties. Write for complete resume. 
Box 9890, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING - SALES PROMOTION 
Twenty years top level experience, in- 
cludes 12 years advertising-sales promo- 
tion with Sears. Presently, and for past 
8 years, advertising manager for national 
manufacturer of toiletries. Know Negro 
and Spanish markets as well as general 


market. Seeking new position due to 
change in manag t. R sent on 
request. 


Box 9891, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

TECHNICAL & CHEMICAL FREE LANC- 
ER, top industrial P. R. man creates crisp 
industrial articles, press releases, manu- 
als, adv. copy etc.; complex mechanical 
or chemical assignments invited. 

Box 9892, ADVERTISING AGE, 

480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


PUBLICATION REP WANTED 
to expand new consumer publication in 
radio-TV-hi-fi field. Exculsive territories 
plus top commission. Write stating expe- 
rience to: VANE A. JONES CO. 
3949 N. KEYSTONE 
INDIANAPOLIS 18, INDIANA 
New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Color-Fast Service. Short run cata- 
logues our specialty. Skokie Colorgraph, 
Inc., Morten Greve, Ill. ORchard 4-7400— 
Representatives Wanted. 


Like to Create Campaigns? 


To a young man who has demon- 
strated his ability to write selli 
copy for national magazine an 
trade paper advertisements, there 
is an opportunity in a middle- 
west 4-A agency to write accounts 
that are industry leaders. Must be 
able to create complete cam- 
pai, including merchandising 
and direct mail programs. Con- 
sumer durable goods experience 
helpful. Write giving complete 
details. Box 749, 


200 E. Illinois St., Chicago ft, fi 


TOP OPPORTUNITIES 


COPYWRITER ............ $12-14,000 
Solid food bkgd. for highly rated 
ad agency. Tremendous potential. 
Client contact on multi-million 
dollar account. 


MARKET RESEARCH -+..- Open 
Top level man to become Vice 
President with mfr. of drug and 
food products. 


ADVERTISING MANAGER ...... $10,000 
Unusual opportunity with Midwest 
mfr. of electronics. Exc. co. bene- 
fits. 


PUBLIC RELATIONS .... $7,000 
Strong editing and writing exp. 
for established mfr. of steel tanks 
and structural steel. 


B. L. CLEM 


Imperial Personnel 
37S. Wabash Ave., Chicago 3, FR 2-4233 


eeeeee 


LETTER TO A BUSINESS-PAPER PUBLISHER 
WHO'D LIKE LIFE TO BEGIN AT 60! 


_ If you're over 50, own a business publication and would like to 
lighten the load somewhat without threatening either your present 
or future income . . . this is for you! 

Even if your publication is completely sound, with a bright 
future, you have serious problems. Maintaining a competent 
rounded staff these days isn’t easy, so you're still working 70 hours 
a week personally. The situation is made tougher by the “squeeze” 
of high costs and keener competition, so you can’t just “turn 
things over to someone else.” You have a three-point objective: 
to protect your property value, assure yourself of continued ade- 
quate income, and lighten the personal work load. 

We suggest that you discuss with us the possibility of joining 
our multi-magazine house, in which only a share of the total 
overhead in all departments will be charged against your publica- 
tion. You WILL RETAIN YOUR IDENTITY as publisher and 
can become a permanent participant in overall company activities, 
or, if you prefer, can set up a publishing plan that will lead to 
early, profitable retirement. This program is already successfully 
in effect. Let's talk in detail and complete confidence. 


ap 
DAVIDSON PUBLISHING COMPANY 
NEW YORK @ CHICAGO ¢ DULUTH 


PLEASE REPLY TO DULUTH OFFICE 
405 E. SUPERIOR ST., DULUTH 2, MINN. 


yw se cae ; Te ee a . ene eee — eS a es eae iia aime le ce eden, tna eee ie vanes — 
aia ” eee ee Bc RS oo a rr Cn eae _ geeaames sae a Fe age ee ee > a 
ates eee: eee aaa cs Oe eee er Lagan Pog Pade ies - See tS eae et ea ee ‘ele ees on Se ; eae ies es eee ee a Dee a, eae 
co - > ae ay Po ee eS 5 ERR eS nag ee font fae oe) Fe Se: 4. ee ay Set Taek: Berga ie Sr eee es vg ae es ree ee Sens: tee 
yes MF aaa inte are Trees an wae aa ae Bogen best BE. ERs et i ae ie ni ds eg EI ‘eae ae Bos nef = re Soa Sone <2 ARNE pale oes Fe ag ee a ae a ee et Potnesy S ae eae 
" SRE ‘ tact : Bei anpage ; : ee Ta 3 ie ial aes hc ie ae Fecgen ie f ~ Bis acl : gee ay eo Bigs oe ia <8 = = gah = 2 ee — wore “1s : " ee sah See ee 3 ae ae es 
NE $: = ae EPR SERGE! 5 Seer Doe fees ee oS . % %, + ‘ EN: 2 . ? “e : Real ee a : EA ; : tte ceg 
a 
a : 
| 
| 
j | PO 
- —" eA | 
ie IZATION IS INTRESTED IN REPRE- oe 
: | SENTING ONE ADDITIONAL WELL ES- 
| TABLISHED PUBLICATION FOR THE 
Cd 
Pe 
ee 
q 
a > a . 
es Le 
a po 
| ee 
- ; 
% 
‘a po 
7 eee é 
os | 
mr. 
“i ; 
tide Po 
23 
i 
ae 
1G 4 
a 
ee 
Pe 4 s | 
rt i 
i YOUR CLASSIFIED 
Ti 
* _ | WILL GET RESULTS 
ed 
ae ee ee : 
ee ae | 
ova . a 
ie | 
: a 
— | 
a — a | 
ee ee C*i | 
i asta . 53 
seg fe | es 
= . CIRCULAR | 
es PRO Le 
eer — Jom 
og ‘ | 
ee ——. = = 
> a i Po 
sa 
ay, 
on, 
ee | 
a 
ie | 
a 
pene 
ie | 
} — | 
. Pe | 
ae 
; | 
' 
iad 
Berg | 
= | 
m po | . 
eae ets Se ee ee ar i Pa Soni agin Ae De ee ee i entre edienian) ae, ee rset ee ae ie eee al - gre co ee ee ee Pe a CK a Ae mm, 
oe ae ae : oF open a eter Tt pete ee Seah naar, Seas iS Shas eae ae came atic rg gra ge ago Bes NRE ST a ore 7. Ot oye Sec get ee Panik Pena fo : ioe Gyre s 
SS eae eee ate are energy eee ta eG! ar. Seale cet oe ape eater cee ic. Je Rifai a Figg ON Be re a ee ic be na ene ae re eee aad vs ie 
oa oe ee ea RMR APRS) the USE SEES. | 1 ee Sr a AO, he ee ee tN Mee a ee eco Se a Se, ep tee  e ear aie ¢ 25S RIED TR A i ne a BEL ee A ny emma: gl = eee ew a OB eae 
, Ce pas ; RR ete pegs! Fea Sy pee SES Ba aE as ele ae NNR CEE i GER AES i nana IE Sp4 “eee RE ape oreran Saas rane Siem SS Shit Sig. Rea So Pee en, Se ean 
os age Sy oe Ee ee ee eee agi od coe Rip aI oer a a ee 2 le icon gl : Res ia Wea ER nip rte a ee “ieee hele ts § on e in jl a spake an a Nite eee 
ee Ean Paden Se de. A aa eae TR i i RIE eas So Re eee. sa oO ee cee a Mack oh 4 es es: ee 2 te w, i Pa Nay a Boni 


Advertising Age, September 16, 1957 


125 


Circulation Department 
of a major magazine has 
important 


Direct Mail 


job opening 
We want a man who has had 
experience selling by mail— 
preferably subscriptions. He is 
creative, can initiate promo- 
tions and use research and re- 
ports to sell new and renewal 
subscriptions. 
This man knows and has 
worked with lists, list sources 
and list suppliers. Production 
know-how will appear in his 
past experience. He must be 
capable of handling the ad- 
ministrative supervision of a 
direct mail department. 
Ability to work with people 
inside and outside the com- 
pany is extremely important. 
This man probably is now 
employed but is seeking a 
change which will give him 
direct responsibility and op- 
pertunity for growth with a 
top company. 
Salary—$10,000+ 
Please write for an appoint- 
ment only if you are experi- 
enced in direct mail selling. 
Give experience and refer- 
ences. All replies will be kept 
confidential. 


Box 751, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N.Y. 


RESEARCH 
DIRECTOR 


Here’s that dream opening 
for the mature young man 
who feels he is just about 
ready for the top spot. If 
you are qualified to estab- 
lish a research department 
for a medium sized Chicago 
agency with top quality 
consumer and package goods 
accounts write us now in 
full. State salary required. 
Box 753 Advertising Age 
200 E. Illinois St. 
Chicago 11, Il. 


ADVERTISING SPACE SALESMAN 
with car, experienced with national ac- 
counts and & encies in Ohio—Michigan, 
veland branch office for 


consumer publications Consideration giv- 
en enly on completely — resume 
includi recent require- 


ments. 
rber-McCann 


Ba Com; 
19 West 44th Street, New York 36, N. Y. 


Walter Lowen 


PLACEMENT AGENCY 
o 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


ees © Sa © Ee & Cie 
Public Relations 


Please write briefly outlining your 
specific experience or personnel needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 


107 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


photographers 


CARTOONS 


se sage he Pn by America’ ne ol 
trode Publ pubication: “fame Jenny on ya 


CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


ADVERTISING MAN’S 
OPPORTUNITY ! ! 


One of the country’s leading 
business papers has an un- 
usual opportunity for an ad- 
vertising man who knows the 
value and know-how of idea- 
selling. 


You don’t require selling ex- 
perience, altho that would be 
helpful. We want a man who 
has had agency-merchandising 
or account experience, or who 
has been advertising or sales 
promotion manager for a 
manufacturer or retailer. 


Good salary to start. Later 
commission basis, no ceiling. 
16-week a year traveling; head- 
quarters N. Y 


Full history and details, please. 
Box 154 Realservice 110 W. 
34th St., N. Y. C. 


= 


MANAGER 


MAIL ORDER DIVISION 


Mail Order division of internationally 
known premins pheno Ses located 
in Chicago. This division has a stoff of 
people with an annual gross sales 
volume of several million dollars. 


CAPABLE OF: 


@ Accepting full responsibility for the 
administration of all promotional, 
sales and operational aspects 


@ Directing and guiding subordinates 


@ Planning and administering series 
of annual mailing campaigns 


@ Overseeing, Guodian © and improv- 
ing fulfillment operations 


@ Analyzing departmental progress on 
on operational and sales level; 
guiding future expansion 


@ Dealing with top company mana 
ment and with executives tn no 
ing. mail order and other 
fields 


SHOULD HAVE: 


@ Previous lence on an execu- 
tive level in mail order or con- 
sumer direct mail fields 


@ Experience in writing copy, mak- 
ing rough layouts, scheduling pro- 
duction, etc. 

@ Knowledge of printing processes 


@ Previous successful supervisory ex- 
perience 


@ Basic knowledge of mail order ful- 
fillment, billing, etc. 


@ College background 


WILL BE: 


@ Paid in accordance with ability 
and experience 


@ Associated with soewte, ex- 
panding prestige firm 


SEND: 

@ Confidential detailed résumé out- 
lining complete details of back- 
ground and previous experience 
BOX 752 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


SALES PROMOTION MANAGER 


Excellent opportunity for an idea 
man in fast moving national or- 
ganization — upstate New York. 
Must be able to create and execute 
sales promotion projects. Prepare 
exhibits and supervise participa- 
tion at trade conventions and 
product shows. Create and pro- 
duce special sales contests and 
promution plans in coordination 
with the Sales Division. Must be 
a self-starter, creative and know 
how to sell ideas. College de- 
gree with advertising training 
preferred. Age 30-40. Knowledge 
of building materials helpful but 
not essential. Please submit resu- 
me of age, education, experience, 
salary expectations to Box 1747, 
Advertising Age, 480 Lexington 
Ave., New York 17, N. Y. 


Perfect Gift 
For Executives 


Genuine Lincoln photo 
is most ow 


the finest in 
tence Spataey un- 


retouch 
portent Xmas gift for home or office. 10” 
12”, double weight stock, ready for 
framing Each photo in luxurious folder. 
$5.00 value—now only $2.95. Mail Order, 
ly—so order today. Money 
if not delighted. 


THE ART MART 
624 So. Michigan Ave., Chicago 5, Ill. 


WRITER-PRODUCER 
$12,000 
Midwest Agency seeks man of managerial 
caliber to spearhead growing department. 


Fine growth opportunity. Contact me in 
confidence 


GEORGE E. PYLKAS 
Executive Advert jing Consultant 
CADILLAC ASSOCIA ES, INC. 

220 S. State St. - Chicago + WA 2-4800 


TIRED OF THE HUSTLE AND BUSTLE 
of the big city? Longing for the com- 
forting and relaxing atmosphere ofa 


Then you'll really enjoy the beautiful 
Rock River Valley! Expansion in our 
staff creates an opening for proven 
space salesman in mid-west area. This 
job involves 50% travel from home 
office. Salary, profit-sharing, group 
insurance, and other fringe benefits. 
Send complete résumé to — E. E. 
Ruther, Watt 
Morris, til 


” 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

appointment on! 
9 a. SUITE 1417 

CHICAGO t. 

CEntral sere 


ADVERTISING MANAGER 


Excellent opportunity for am- 
bitious man in home office of 
aggressive, national organiza- 
tion located eastern Great Lakes 
area. Supervise various phases 
of advertising; develop sales pro- 
motion material; create broad- 
sides and other selling tools; 
handle liaison with big league 
New York advertising agency. 
Must have ideas and know how 
to sell them. Age 26-35. College 
degree with advertising training 
preferred. Building products 
experience desirable but not 
essential. Reply should include 
age, education, experience, sal- 
ary expectations. Demonstrate 
your advertising ability when 
writing to Box 746, Advertising 
Age, 480 Lexington Ave., New 
York 17, N.Y. 


SPACE SALESMAN—-PLUS 


wes are looking for a young man 
ge my old who is successful- 
S selling national newspaper ad- 
vertising. He is a man who can 
be the best space salesman on 
Madison Avenue in New York. 
That’s only a start! He wants 
more. He wants to earn a place 
for himself on the management 
team of a great metropolitan 
newspaper. 
Are you the man we want? Tell 
us why and the salary you expect. 


Box 754, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


ART DIRECTOR 
Leading national merchandise 
firm seeks an experienced ex- 
ecutive with extensive hard line 
catalog and brochure know-how 
as a permanent addition to its 
advertising department. 

We offer the poring of an ex- 
penens oti ny in a growth 
industry, a ary range starting 
at $8,000, an excellent big-com- 
pany benefit program and profit 
sharing. For an interview, a 
full résumé please. 

Box 745 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING AND SALES PROMOTION 


Leading religious publisher and manufacturer in the protestant 
field seeks young man with advertising and sales promotion ex- 
perience to fill position now open. Activities initially will include 
catalogs, booklets, folders, publicity, space advertising, point-of- 
purchase material, and direct mail for three sales divisions. Copy- 
writing, layout, and production experience required. Salary open. 
Located in Central Indiana town of approximately 60,000 popula- 
tion. Give complete details including age, family status, experi- 
ence, employment history, and references in first letter. Include 


recent photograph. 
Box 748 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ANIMATED CARTOONS, SPORTS, 
REAL MOVIES, EDUCATIONAL, 
ETC. 


Two Movies In Each Book 
For Just A Few Pennies 


Many of America's great companies 
have found these flip books most ef- 
fective sales aids...in the promotion 
of their products. For humor in ani- 
mated cartoons . . . dramatic educa- 
tional interest in true movies . . . for 
putting your products in dynamic 
action . . . these flip books are 
unsurpassed. 


Free Scenario Offer 
Without obligation, we will prepare 
for you a movie scenario, depicting 
your product in action...with a sup- 
plementary sports movie or cartoon. 


MINIATURE FLIP BOOK CO. 
200 Lexington Ave. 
New York 16, N. Y. 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


ADVERTISING — INDUSTRIAL 
2 Top-Notch Men Needed 


Account Executive—Excellent opportunity for man with solid 
background of experience with construction equipment. Will 
head agency group working on all phases of advertising and 
sales promotion. Job offers challenge and real growth potential. 
Industrial Copy Chief—This man must have mechanical 
“curiosity” to quickly understand the hows and whys of in- 
dustrial equipment. He must then direct the creative efforts of 
a group of writers to put clear and convincing sales stories into 
words. Should have background in copy writing and directing. 
This is an outstanding creative opportunity. 

Our agency has unusually low employee and account turn- 
over. Employee benefits include liberal bonus plan and in- 
surance. Write direct, giving full resume of advertising experi- 


ence, education, personal information and references, 


BERT S. GITTINS ADVERTISING, INC. 
739 N. Broadway, Milwaukee 2, Wis. 


ASSISTANT 
PROMOTION DIRECTOR 


National consumer magazine. 
Must have solid sales promo- 
tion-merchandising background; 
ability to supervise copy, art, 
and production. Some retailing 
experience desirable but not a 
must. All replies treated with 
confidence, of course. 
Box 755 ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


Elmer E. Hightower 
Detroit 
LAPEER MANUFACTURING CO. 
“Lapeer offers over 150 models of man- 
ually and air-operated clamps for use 
on original equipment.” 


Representative, 


“And in calling at hundreds of plants, I find most Pur- 
chasing Agents now make decisions formerly made by 


engineering sections. 
volume orders.” 


That's especially true on large- 


“Advertising helps me maintain contact with these key 
men. It builds goodwill. So, naturally, I'm glad Lapeer 
advertises regularly in PURCHASING NEWS.” 


L 


Verfauft die Cinflussreiche Post — 
DAS Massenorgan mit grosser Wirfung. 


EVEN IN GERMAN IT'S: “Sell the POST 


INFLUENTIAL—the mass market of active influence.” 


Pocket Television 


Flicker Books 
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‘Decision Time’ 
Is at Hand for 
Pay TV: Doerfer 


subjected to eventual regulation 
of rates, profits and service prac- 
tices. 

“Whether or not this lies in 
store for the broadcast subscrip- 
tion television business, if author- 
ized, I cannot say. 

“The subscription televiser, in 
+. Sing to use part of the public 
oia—the air waves—for ren- 


= 
(Continued (nn Page 1) d: 1 service, and charging 
industry. thei . may very well find him- 
The chairman de 2 ‘eelf «.> ect to the same degree of 


clear that he feel< 
icy should be s 
scription television. 
“There comes a tim uf deci- 
sion,” Mr. Doerfer asserted. “It is 
better to come to a determination 
one way or another within the 
next few weeks, if at all possible, 
than to have the public lose faith 
in the integrity of the administra- 
tive process. The admonishment 
that the delaying of justice is the 
denial thereof applies not only to 
the judicial process but to the ad- 
ministrative as well,” he said. 


ite 


$3321 
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® The FCC chairman said the 
commission is “concerned with 
how to reconcile a free television 
service with a selective one—with- 
out endangering the free system. 
That is the reason some commis- 
sioners have indicated a desire 
for experimentation upon a mean- 
ingful but controllable basis. 

“Whether or not this commis- 
sion has sufficient assurances that 
Wwe can preserve the one while 
experimenting with the other 
should be resolved soon—I hope 
in a matter of a few weeks,” he 
said. 

After his address, Mr. Doerfer 
told ApverTIsING AcE that he hopes 
the commission will be able to 
reach an agreement on the ques- 
tion of pay tv at a meeting next 
week. However, even if agreement 
is reached, there will be no an- 
nouncement until the formal de- 
cision is ready for release in five 
or six weeks. 

As to the other form of pay tv 
—that is, wired tv or closed-cir- 
cuit tv, as distinguished from 
broadcast pay tv—Mr. Doerfer 
said “it does not appear that the 
FCC has jurisdiction over such 
operations.” 


® But he voiced the opinion that 
such a service, if acceptable, “will 
be subjected eventually to gov- 
ernmental regulation” and he 
warned: “Anyone who envisions 
huge profits in wired television 
had better look over his shoulder. 
That warm feeling of a golden 
glow may merely be the hot breath 
of regulation. 

“Historically, few business en- 
terprises which use public high- 
ways for a substantial portion of 
their plant investment and charge 
the public for a service have es- 
caped regulation. Witness the ex- 
perience of the telephone compa- 
nies, the power companies, the 
gas and pipeline companies and 
the motor carriers. 


“Hence, when the public real-| 
izes that it has contributed part! 


of the plant, it invariably insists 
upon regulation of the rates to be 
charged, the net earnings, the 
service practices, 
charges and even the accounting 
systems to be adopted. 


“Regardless of how reasonable | 


the charges for the service may 


appear, the public generally will | 


not tolerate rates which result in 
excessive earnings... 


® “And who do you think will 
have the final say as to whether 
or not it is practical or profitable 
to extend the service from the ur- 
ban to the suburban areas, or from 
the suburban to the semi-rural 
and even rural areas? These and a 
host of other questions will even- 
tually be determined by some reg- 
ulatory agency. 

“In my opinion, those who wish 
to engage in a wired television 
business should consider, if suc- 
cessful, the probability of being 


depreciation | 


'. cy ation some day. 

“However, these matters are of 
.© immediate concern to the FCC. 
As indicated before, our problem 
is whether and under what con- 
ditions the proponents of sub- 
scription television qualify under 
that provision of the act which 
commands the commission to pro- 
vide for experimental uses of fre- 
quencies and to encourage the 
larger and more effective use of 
radio in the public interest,” Mr. 
Doerfer said. 


a Mr. Doerfer gave the overflow 
audience of broadcasters specifics 
as to the anticipated timetable 
for the next steps in the work of 
the commission network study 
group. 

Dean Roscoe Barrow’s study 
group will submit a draft report 
to a committee of commissioners 
Sept. 30. After this committee has 
had a chance to consider the find- 
ings, a report will be made to the 
full commission. 

The Senate interstate and for- 
eign commerce committee will be 
informed of the commission’s find- 
ings not later than Jan. 1, 1958. 

“Thereafter, if changes in the 
network rules seem warranted, an 
appropriate opportunity for com- 
ment and rebuttal of any pro- 
posed changes will be accorded all 
interested parties,” the FCC chair- 
man said. 

“In the absence of unforeseen 
difficulties, the rule making proc- 
ess should be ready for action not 
later than May or June, 1958,” 
he said. # 


Baker Heads McKittrick Office 


McKittrick Directory of Adver- 
tisers Inc. has opened a West Coast 


bar Lane, Palo Alto, Cal., and has 
appointed Audrey M. Baker West 


most recently was with the adver- 
tising department of the San Fran- 
cisco Examiner and prior to that 
was with the trade extension divi- 
sion of The American Weekly in 
Chicago. 


Robert Heady Opens Agency 

Robert K. Heady, formerly ad- 
vertising and publicity director of 
Adams Engineering Co., Miami, 
has formed his own agency, Heady 
Advertising Agency, at 561 NE. 
79th St., Miami. 


WILLIAM Ff. SYKES has been named 
ad director of the Oklahoma Times | 


and Oklahoman, succeeding 
Charles M. Neel, who is joining 
WTVT, Tampa, an Oklahoma Pub- 
lishing Co. affiliate. Mr. Sykes 
joined the newspapers as ad man- 
ager in March from the Atlanta 
Journal and Constitution. T. M. 
Clement moves up from assistant 
ad manager to Mr. Sykes’ assistant. 


sales and service office at 558 Hil- | 


Coast representative. Miss Baker | 
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Advertising Age, September 16, 1957 


TRIPLE CHOICE—Colgate, Gleem or Ipana are the choices offered con- 

sumers in a package offer being promoted by Weco Products Co. 

for Dr. West’s toothbrushes. These three two-color ads will appear 

in The Saturday Evening Post, Sept. 28, followed by Family Week- 

ly, Life, Parade and This Week Magazine. In addition, the special 

will be promoted by Arthur Godfrey Oct. 1 and 8 on his CBS Radio 
show. J. Walter Thompson Co., Chicago, is the agency. 


(Continued from Page 1) 
tives and consumer credit, Mr. 
Johnson said, would be among the 
forces heavily responsible for es- 
tablishing new markets and mak- 
ing the expansion a reality. 

To achieve increased volume in 
consumption, Mr. Johnson said, 
might call for an increased per- 
centage in advertising budgets, 
probably upwards to 5% of the 
standard of living (total consumer 
expenditures for all goods and 
services), compared with the es- 
timated 3.8% in 1957 and 2.9% 
in 1950. Personal consumption of 
the $650 billion economy predicted 
for 1968 is estimated at some $420 
billion. 


= The meeting was also addressed 
by Henry B. King, assistant to the 
executive director, Super Market 
Institute, and Jack Doran, direc- 
tor of promotion services for Le- 
ver Bros. 

Mr. King urged premium mak- 
ers to concentrate on producing 
premiums which represent real 
value to the customer. The cus- 
tomer expects a premium to have 
|extra value. “Be sure that she is 
getting something for nothing .. . 
(and) something she’s always 
wanted. In the other slick direc- 
| tion lies destruction,” he said. 
| Premiums which convert shop- 
| pers into customers and bargain 
|hunters into regular shoppers 
were characterized by Mr. King 
as being important to supermarket 
operators, who are now in the 
position of planning years ahead 
because “banks, insurance com- 
panies and lending institutions 
generally are asking them to plan 
for five and 10 years ahead.” 


| 


= Mr. Doran said that premium 
promotions should not be offered 
“just to be doing something.” Pre- 
miums should fit in with the 
brand’s over-all marketing con- 
cept and advertising strategy, he 
said. Support by a selling force 


the trade with effective merchan- 
idising is a must, Mr. Doran said. 
| Nearly 800 manufacturers were 
represented in 259 exhibits at the 
four-day show. 55 manufacturers 
|displayed merchandise at the 
show for the first time. Attend- 
ence at the show was close to 
6,000. 


|®# Gordon C. Bowen, chairman of 
the association, said that 1957 will 
|be a record year for premium 
|Sales. Estimates place the volume 
jat close to $2 billion, he said. 
The volume of business in 1956 
was estimated at $1.75 billion. 

Mr. Bowen said intensified pre- 
mium activity was traceable to 
supermarkets. “Trading stamps 
alone account for more than one- 
third of the total use of premiums. 
Since many supermarkets are now 
adding premium promotions eith- 
er on top or instead of trading 
stamps, the nation’s grocery stores 


equipped to promote the offer to| 


Ad Budgets Will Have to Double to 
Match Economy in ‘68: Arno Johnson 


are undoubtedly the largest ave- 
nue for the distribution of premi- 
um merchandise,” he said. + 


Help Make Decency 
Popular, Bernstein 
Urges Ad Group 


CINCINNATI, Sept. 11—Admen 
here were urged today to start a 
crusade to make good citizenship 
and decency popular and, con- 
versely, to make cheats, chiselers, 
hoodlums and juvenile delinquents 
less popular and attractive. 

S. R. Bernstein, editor of Apver- 
TISING AGE, told the Advertisers 
Club of Cincinnati that admen 
should apply themselves to the 
task of making America more like 
the pictures in the ads. 

“In the ads—and in our Fourth 
of July orations and our folksongs 
—we see a picture of a land very 
close to heaven on earth. There are 
material things in superabundance 
in a land humming with activity, 
peopled by loving families and 
friends ... well educated, well 
dressed, interested in culture, 
filled with ambition, but charita- 
ble, thoughtful and kind ...a 
people blessed beyond belief, 
grateful for their blessings, deeply 
sentimental, earnestly religious .. . 
happy, carefree, but by no means 
careless .. . mentally alert, physi- 
cally fit, spiritually awakened,” he 
said. 


® This picture in the ads is not 
false, Mr. Bernstein pointed out. 
But it is incomplete. “America 
wears two faces, and the ads show 
only one. The other is a negation 
of everything that appears in the 
ads and the Fourth of July speech- 
es and the proud recitations of 
American accomplishments.” 
Americans have grown callous 
about how people acquire their 
material wealth or get ahead in 
the world, Mr. Bernstein said. And, 
he added, advertising may be more 
than a little to blame for this. 
“Maybe we have done so good 
a job of building up wealth and in- 
fluence and a solid gold Cadillac 
as symbols of success and social 
stature that we cease to wonder, or 
to care, how an individual 
his wealth or his influence or his 


solid gold Cadillac. Just so he has | 


them. 


s “And so ‘sucker’ and ‘square’ 
havc come to be the two most 
devastating appellations in the 
American language. They are far 
worse designations in many re- 
spects than ‘crook’ or ‘hoodlum’ or 
‘chiseler’ or ‘fraud.’ 

“Let us do what we can to start 
the ball rolling—to use advertis- 
ing and all the arts of mass per- 
suasion to make what’s right pop- 
ular—to make decency and honesty 


and integrity and good citizenship | 


McGraw-Hill Is 
Out of MPA; Cites 
‘Orientation’ Shift 


(Continued from Page 1) 
$17,000 annually for its MPA 
membership, said today that the 
withdrawal from the association 
had been given careful considera- 
tion for some time. 

Business papers, he indicated, 
are in a different category from 
that of general magazines. And 
now that MPA is moving in the 
direction of broadening its scope, 
in areas of greater interest to gen- 
eral magazines than to business 
papers, it is time for McGraw to 
resign, he said. 

McGraw-Hill’s interests, added 
Mr. Gerardi, are not directly tied 
in with projected new develop- 
ments at MPA. 

“We believe,” he added, “that it 
is necessary for us to confine our 
time and efforts to matters that 
concern business papers specific- 


ally.” 


® Robert Kenyon, MPA president, 
said his organization “will make 
an effort to keep McGraw-Hill a 
member, but there isn’t anything 
we can do about it.” He said that 
the departure of McGraw-Hill 
would have “no great effect” on 
the MPA or its plans. 

“I’m sorry that we haven’t had 
time to develop a broader program 
which would interest all publish- 
ers, but there have been other 
things we had to do first,” said 
Mr. Kenyon. 

“Ine MrA has only recently 
started to stretch out in other 
ervice directions, and when we 
complete our plans, it is possible 
that McGraw-Hill may want to 
come back inte the fold.” # 


BPA Presentation 
Aids Media Men as 
Well as Advertisers 


New York, Sept. 10—Climaxing 
a series of showings in major cities, 
Business Publications Audit of Cir- 
culation’s visual-sound presenta- 
tion, “How to Get the Most Out of 
BPA Publishers’ Statements and 
Audit Reports,” will be shown 
here Sept. 24 at the Hotel Bilt- 
more, before what is expected to 
be a record attendance of adver- 
tisers, agency representatives and 
business paper publishers. 

BPA asserts that many unau- 
dited publications have discovered 
the merits of circulation auditing 
through its current visual-sound 
presentation. 

Although the current presenta- 
tion is directed primarily to ad- 
vertisers, the text also is said to 
include pertinent asides to pub- 
lishers, magazine space salesmen, 
and agency media buyers. 

The New York showing will in- 
clude two revisions which intro- 
|}duce new material to bring view- 
|ers up-to-the-minute data on re- 
jcent BPA developments, Adin L. 
| Davis, BPA president, said. + 


CBPA Sponsors NU Course 
The Chicago Business Publish- 
jers’ Assn. will sponsor a course 
in business paper editing Wed- 
nesday evenings, beginning Sept. 
18, at the Chicago campus of 
Northwestern University. Bert 
Enos, managing editor of Modern 
Railroads, is the instructor. 


Maytag Boosts Ely, Ankeny 
Gerald E. Ankeny has been 

named general sales manager of 

the Maytag Co., Newton, Ia., suc- 


gets | 


ceeding Claire G. Ely, who has 
been elected vp in charge of mar- 


fashionable,” Mr. Bernstein con-/| keting. Mr. Ankeny formerly was 


cluded. + 


assistant sales manager. 
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Charles Lipscomb 


Lipscomb Leaves 
]. B. Williams; Named 
President of BofA 


(Continued from Page 1) 
by Mr. Jones as “just a matter of | 
administration.” A clue to what, 
the BofA may have been trying to} 
“correct” then turned up in Mr. | 
Jones’ delineation of the man the 
bureau was seeking as a replace-| 
ment. 

Among other things, Mr. Jones 
said, the new man should be an 
administrator “who can bring for- 
ward the very great amount of tal- 
ent the bureau has.” 

A spot check of newspaper exec- 
utives made at that time by Ap- 
VERTISING AGE indicated that the 
bureau would look for a “top 
salesman,” a man strong on contact 
with top advertising agency offi- 
cials and one who would delegate 
the desk-bound side of the position 
to others. 

Mr. Jones agreed with this, say- 
ing, “I think a salesman type of 
individual is most important, but 
my idea is definitely not for a 
Jim Farley type—a big, awesome 
name.” 

In Mr. Lipscomb, the newspaper 
execs and Mr. Jones are getting a 
sales type and an award-winning 
sales type at that. 


® Charles Thomas Lipscomb Jr. 
once wrote in an article in Look 
that a salesman’s career is limit- 
less, that he “will never be fenced 
in, never rolled into a rut, never 
headed for a dead end and, be- 
sides, he’ll make money.” 

From the time he graduated 
from the University of North Ca- 
rolina in 1928, Mr. Lipscomb was 
never dead-end bound. He started 
his business career with Vick 
Chemical Co. in Greensboro, the 
town of his birth, as a salesman 
and as secretary to various Vick 
executives. 

In 11 years with Vick he ab- 
sorbed enough business savvy to 
win him a big post with Coca-Cola 
Co. He moved on to Atlanta as the 
man in charge of national chain 
stores in Coke’s national sales de- 
partment. 

After three years with Coca- 
Cola, Mr. Lipscomb moved to New 
York, joining McKesson & Robbins 
in 1942 as vp in charge of its in- 
dustrial chemical division. In eight 
years with McKesson he moved 
unfalteringly up the ladder. After 
three years in industrial chemicals, 
he was named assistant general 
sales manager of McKesson’s 
wholesale drug division; in anoth- 
er three years he was promoted to 
vp and general sales manager of 
the drug division. 


s Then, in 1950, he switched com- 
panies again. This time he jumped 
to Lever Bros. and the president’s 
chair in the Pepsodent division. 
Mr. Lipscomb was 42 years old 
at this point. He was Mr. Pepso- 
dent for five years; then the 
switch opened again. He moved to 
Glastonbury, Conn., and the pres- 
idency of the J. B. Williams Co. 

In 1953, Mr. Lipscomb was 
named “salesman of the year” at 
the Chicago Sales Executive Club’s 
distinguished salesmen’s award 


dinner. # 


Last Minute News Flashes 


< McElroy Moves from FC&B to Edward H. Weiss & Co. 


Curicaco, Sept. 13—John P. Mc=@lroy, formerly account exec on Hi- 
ram Walker, Ist National Bank of Chicago and other accounts at 
Foote, Cone & Belding, has joined Edward H. Weiss & Co. as a vp and 
account supervisor, and also a member of the agency’s management 
committee. Before joining FC&B in 1950 he was advertising manager 
of Vick Chemical Co. 


David Orthwein Moves to C&éW in San Francisco 


New York, Sept. 13—David K. Orthwein, formerly an account su- 
pervisor with D’Arcy Advertising Co. here, has joined the San Fran- 
cisco office of Cunningham & Walsh as an account supervisor. Be- 
fore his association with D’Arcy, Mr. Orthwein had been vp and 
general manager of the San Francisco office of Brooke, Smith, French 
& Dorrance. Earlier he was with Knox Reeves Advertising, San Fran- 
cisco, and Geyer, Newell & Ganger and Compton Advertising here. 


Maxon Resigns Corning Glass Consumer Products 

Detroit, Sept. 13—Maxon Inc. today announced its resignation as 
agency for the consumer products division of Corning Glass Works 
(Pyrex), effective Dec. 10. Corning has three other agencies—BBDO 
for institutional; Ogilvy, Benson & Mather for the Steuben Glass divi- 


| sion; and Charles L. Rumrill & Co. for industrial products. 


Tully Named Manager of FC&B Chicago Oftice 


Cuicaco, Sept. 13—Richard W. Tully, vp and account supervisor on 
Perkins division of General Foods, has been named general manager 
of Foote, Cone & Belding’s Chicago office. He also has been elected to 
the agency’s plans board. The general manager post has been vacant 


| since last January, when Harold W. Webber resigned (AA, Jan. 14). 


Arthur W. Schultz, account exec on Good Seasons salad dressing, 
succeeds Mr. Tully as account supervisor on Perkins. 
Doeskin Probably Will Name Bryan Houston 


New York, Sept. 13—Doeskin Products is expected to name Bryan 
Houston Inc. as successor to Cohen & Aleshire (formerly Harry B. 


| Cohen Advertising Co.), although the company declines to comment on 
the selection. Other agency interviews have been with Lawrence Gum- 


binner Co.; Hicks & Greist; Al Paul Lefton Co. and Weiss & Geller. A 
decision is expected within ten days. 


MacPherson Is President of George W. Luft Co. 


Lone IsLanp City, Sept. 13—Irving P. MacPherson, formerly vp 
in charge of domestic and foreign sales for the George W. Luft Co., 
manufacturer of Tangee cosmetics, has been named president of the 
company. Before joining Luft Jan. 1, Mr. MacPherson was vp in 
charge of marketing at Warwick & Legler. 


Timex of Canada Reportedly Will Name Grant 


Toronto, Sept. 13—Timex of Canada Lid. will name Grant Ad- 
vertising to handle its watches and clocks in Canada, AA learned 
today. The account will be serviced out of the Grant office here. The 
account has been handled by U.S. Time Corp.’s U.S. agency, Peck 
Advertising Agency. 


Thompson Reportedly Buys Relyea Publishing 

New York, Sept. 13—Relyea Publisher Corp. and Research & Engi- 
neering reportedly have been purchased by Frank D. Thompson, 
president of Industrial Laboratories Publishing Co., Chicago. William 
H. Relyea Jr. once co-owned Industrial with Mr. Thompson, to whom 
he sold out in 1954, when he set up his own company here and bought 
up Research & Engineering. He suspended publication of the maga- 
zine with its June issue (AA, July 1) because of cost problems. Mr. 
Relyea plans to remain in the publishing business and will announce 
his plans shortly. 


‘Not Closing,’ Katz Says; Antell Shifts to Venze 


BALTIMORE, Sept. 13—Joseph Katz, chairman of the Joseph Katz Co., 
flatly denies reports that he may be closing the agency’s Baltimore 
office, despite the departure of Charles Antell, one of several account 
losses in the past few months. Among the others out of the Baltimore 
office are Block Drug Co., Eastern Venetian Blind Co. and Plantabbs 
Corp. Executives who have left the Baltimore office within the past 
year include Roland Brave, vp; George Adams, vp and art director; 
Fred Elrick, production manager; Fred Wehr, radio-tv director, and 
others. The Antell account went to Paul Venze Associates. 


Smucker Names F&S&R;: Other Late News 


e J. M. Smucker Co., Orrville, O., preserver and marketer of jams 
and jellies, has appointed Fuller & Smith & Ross, Cleveland, to handle 
its advertising. The company, which has done little national adver- 
tising in the past, will embark on an expanded ad program, beginning 
with campaigns testing various media, ad messages and markets. 


e Mart Magazine has purchased Electrical Dealer from Haywood Pub- 
lishing Co., effective immediately. The Buttenheim publication will 
incorporate Electrical Dealer, starting with the October issue. 


e The newspaper and consumer magazine segments of the U. S. sav- 
ings bond account, conducted by the Advertising Council for the U. S. 
Treasury Department, will shift from Foote, Cone & Belding to Leo 
Burnett Co., both Chicago, early next year. Seven other agencies co- 
operate to turn out the various ads for this account, at no cost to the 
government: G. M. Basford Co. (executive publications); Campbell- 
Ewald Co. (posters); Compton Advertising (live radio); McCann- 
Erickson (tv materials); Schwab & Beatty (direct mail); Jack Scott 
Inc. (recorded radio), and J. Walter Thompson Co. (agricultural pub- 
lications) . 


e ASR Products has named Kenyon & Eckhardt, New York, to handle 
its $2,000,000 account, previously split between Batten, Barton, Dur- 
stine & Osborn (Pal and Star blades) and McCann-Erickson (Gem 
blades). K&E led a field of four agencies: Bryan Houston Inc.; Len- 
nen & Newell; Cohen & Aleshire, and BBDO. McCann and ASR agreed 
to sever their 7-year relationship last month. Of the $2,000,000 ac- 
count, Gem runs about $1,500,000, and the company’s five other 
brands—Silver Star, Blue Star, Personna, Pal and Treet—total about 
$500,000. K&E also will handle advertising for Pal Blades Ltd., Mon- 
treal, previously a BBDO account. 


‘Persuaders’ Get 
Deeply ‘Hidden’ Tool: 


Subliminal Projection 


New York, Sept. 12—Market 
researcher James M. Vicary today 
unveiled his new secret weapon 
for advertisers—the “invisible 
commercial.” It is based on the 
theory of “subliminal” projection. 

Assuming the idea is feasible, | 
this will enable advertisers to! 
flash sales messages on tv with- 
out the viewers being consciously 
aware of them. The messages will 
reach the audience subliminally— 
that is, “below the threshold of 
sensation or awareness.” 

Mr. Vicary showed reporters a 
film interlarded with Coca-Cola 
commercials. The Coke messages 
were flashed at the rate of one 
every five seconds, and only a 
few of them were detected by the 
audience. Mr. Vicary explained 
that these few were visible be- 
cause he rigged the mechanism 
so that the reporters could see 
what was being done invisibly. 

Mr. Vicary, head of the motiva- 
tion research company bearing 
his name, said the commercial 
messages are superimposed on a 
film as “very brief overlays of 
light.” They are so rapid—up to 
1/3,000 of a second—that they 
cannot be seen by the audience. 


® Mr. Vicary reported that he re- 
cently tested the “invisible com- 
mercial” in a New Jersey movie 
theater. The tests ran for six 
weeks, during which time some 
45,000 persons attended the thea- 
ter. Two advertising messages 
were projected—one urging the 
audience to eat popcorn, the other 
suggesting, “Drink Coca-Cola.” 

According to Mr. Vicary, the 
“invisible commercial” increased 
popcorn sales by 57.5% and Coca- 
Cola sales by 18.1%. 

Mr. Vicary emphasized that his 
subliminal ads are useful only as 
reminder advertising. They will 
not, he said, move a person to 
switch brands. 


= Mr. Vicary has joined with 
Rene Bras and Francis C. Thayer, 
of U. S. Productions Co., film pro- 
ducer, to form Subliminal Pro- 
jection Co. Mr. Thayer is presi- 
dent of Subliminal Projection, 
which has applied for a patent on 
the process. 

Mr. Vicary said subliminal ad- 
vertising will be a boon to the 
consumer, because it will eliminate 
bothersome commercials and al- 
low more entertainment time. + 


Prentiss Succeeds Rogers 
as Johnson Motors PR Head 


William Prentiss, a member of 
the Swift & Co. public relations 
staff for the past eight years, will 
join Johnson Motors, Waukegan, 
Ill., Sept. 16 as public relations 
manager. 

He succeeds E. L. (Buck) 
Rogers, who is leaving the com- 
pany with Neal J. Peterson, assist- 
ant pr manager, to form their own 
public relations company, Outdoors 
Inc., in Columbia, Mo. Messrs. 
Rogers and Peterson also will open 
Outdoor Vacations, a company 
that will sell outdoor vacations 
through 100 retail sporting goods 
stores. 


Burpee Has Two Agencies: 
Flagler, Aitkin-K ynett 

W. Atlee Burpee Co., Philadel- 
phia, which has appointed Aitkin- 
Kynett Co., Philadelphia, in an 
expanded promotion program 
(AA, Sept. 9), will continue to 
place its mail order program 
through Flagler Advertising, Buf- 
falo, which has handled Burpee’s 
promotion program for 25 years. 
Aitkin-Kynett will handle Bur- 
pee’s wholesale and commercial 


grower advertising. 


Burnett, Pabst's 
Eastside Beer 
Part Company 


Cuicaco, Sept. 13—Leo Burnett 
Co. has resigned Pabst Brewing 
Co.’s $1,500,000 Eastside Old Tap 
lager account, effective Dec. 31. 

The move came just four months 
after the remainder of the Pabst 
account had moved to Norman, 
Craig & Kummel (AA, May 13). 

When contacted in Los Angeles, 
Richard Hehman, marketing di- 
rector of Pabst, told ADVERTISING 
Ace that the company would ac- 
cept the resignation “with sincere 
regrets.” 

Mr. Hehman said he felt that 
any reasons for the resignation 
should come from the agency. He 
told AA that he had seen Bur- 
nett’s 1958 advertising campaign 
for Eastside and had “liked the 
campaign.” 


® In Chicago, however, the brew- 
er had another story. A Pabst 
spokesman told AA that an East- 
side management team composed 
of Charles Lick, exec vp, and Ed 
Schram, brand manager and ad- 
vertising manager, had recom- 
mended that Pabst get a new 
agency. 

The company spokesman also 
added that Messrs. Lick and 
Schram felt that the new Burnett 
campaign did not offer what they 
wanted, and that current adver- 
tising was not doing the job that 
they expected. They also said 
they wanted a local agency to 
handle Eastside. 


= Mr. Hehman told AA that Pabst 
would start talking to other agen- 
cies immediately to replace Bur- 
nett. The only criterion, he said, 
is that the agency be a local West 
Coast agency, or a national agen- 
cy with a fully staffed West Coast 
office. 

In any event, Burnett’s depar- 
ture marks the end of a 20- 
month relationship between the 
agency and Pabst. Burnett picked 
up the $8,000,000 Pabst account 
on Jan. 1, 1956, when it replaced 
Warwick & Legler (AA, Oct. 10, 
55). Burnett lost a $6,500,000 
chunk of the business last May to 
NC&K, leaving it with Eastside. # 


‘Give FCC Data It 
Wants,’ Court Tells 
TV Film Producers 


New York, Sept. 12—Those four 
reluctant tv film producers have 
again been told to give the FCC 
the answers it says it needs for 
its study on network television. 

Last week the U.S. district court 
for the southern district of New 
York ordered Revue Productions, 
Screen Gems, MCA-TV and Ziv 
Television Programs to fill out the 
commission’s questionnaire with- 
in a reasonable time. 


= At the same time Judge Fred- 
erick Van Pelt Bryan held that 
the FCC must treat the informa- 
tion confidentially—as it has said 
it intended to all along—and that 
the data must not be “voluntari- 
ly” disclosed or made public. 

Last month the producers re- 
fused to comply with an FCC sub- 
poena ordering them to produce 
the data requested by the commis- 
sion’s network study committee. 
The four companies had sought to 
quash the subpoenas on the 
grounds that the FCC had no au- 
thority over them and that the 
material asked for is irrelevant to 
a study of the network tv business. 

The film producers have not in- 
dicated whether they will appeal 
the decision. + 


a ah ere See = eRe ig yare. Nile ele I Rs a? Bog ee cee: Aen ger eee OM hae. ee Sg OR 8 NS ES eal Cee eee. Sane ee ie Se Se Saha Sec rs Lie Re 
B.C ee ee - ie an mae que es te. | ae . ae sil Mee foe eae a, Se ray , ee iP AtR Oe eee : aut has 2 ae 6 eee, 
ae (op aa ie ae : a — eo So ic ag Oe ee ae — .; hy, pai pes er: a cnet ae Sk: gee Re ee ne “go ated oc 5 ea ea eae eg ge cae 
Bees ee ee ee a ee ee a ee eg OR ee re a Se 5S a a a st 
ee He 2 ee ee Se Bas See a ey eg eee Se pt a akan ae eae ESPNS aie pete Nec 3  } A ec lees i, '4 ae BES RAS capt, 8 Os ee et age 
beg oc eae Se ELE ee a hia nee a Game ne eran eds Oe. Sa oem cee Aes | aN ere eee yy eh eee Ge ee oF es 
ae ane : ae eng. ea: eae ieee ome ge ~ Na lc ee ee Bete ca ek ieee Siete Lene ee ao. a 4 a ae 
ENE Stk se SN ; ° F eee A SS eampee: = tee oe 4 a fis cae as a ae 2 ell ag COR ese eee hs ses he m Nei ata im aes oe i ae ee 
Se 7 s : fe ae : rg bate 2a ea ee ine ag ees Ba eae a : ee. ee ce. eit ak Tics 
a : : : 7 ey 2 
: . ie 3 i oe 
re. 
Soil ga 
oe 
ee re 
Advertising Age, September 16, 1957 127 petige 
De — Se 
a Mr “= ’ 
a 1 bw 7 
, i. ee 
i 4 i — hae 
i Pr 4 i ee 
| #@ a se 
: —) ee 
* ‘a a, “ Foe atl, 
; Co de 4 ¥ | F | NW se 
>. : ; 4 e- PEM ie 
a 5 € € - , " 
; aa >— , { Piece 
" * th! aan J Bh 5 
: : j a a Le Ps 
“ ‘ -* 4 - 1 
3 é jn Byars 
yee 
fake te ee 
te 5, Jee 
he ste 
iB a 
rs 1 
: ee: 
oe 
‘ ee 
‘ ——s 
ee a ie z 
rt ae 
i a 
: - ako 
“nets 
i! a 
? “<< 
) ee " 
oe Peo 
ee 
Po ance 
a a 
2 ne eet 
a A 
+3 “lige 
a. oer 
A pee 
; eae ca 
ca we, 
’ * 
ee ay rae 
waa 
< page 
: tee 
a ewe 
ak reales 
a ee 
a ae 
5 “i 
wt | 3 aot 
2 on 
° pate 
at a 
Pees 
1 ee 
Po = 
ee : 
fa 
- “s 2 
i ay 
a iio 
a ver 
it Bessie 
y iets 
be aes 
yet = a 
Re Rect 
Hise 
sicaens 
” 
ee 
a 
Pe ee a 
Pe. $ , Tee = eines ie ; oes Z Yin x $ : = SSaee ; : , oe ‘. Z . amis 
oy Bee eee re Siete Ra Dae ere rena ss Pe ae : : ; ae oe Sg oe aaa i i ea pi Hat ae ; cs se gis - mea oes oan Eee ae Se heat ee ee ee er ae 
ee aes a pipet chy Se ee a a Fie Wii tae 5 Seyi ea nan mI Veg at ene mee es, BS: ee ee ae po eae ere i ee oe, aes 
ge cg ps er re So reer ee ee en ee” ts ee eg te eee 
pee ee ee fe ee, ee ee ee ee ce eee 
Cfait War kee Salar A ie aL: eee oe 3 Ae age ; Kgilegh iy ae eM ale Si a Ne” arian ne aie SNe ae a 2 Ameer ia a Lh hy ee MOR od) cos. he Wee er Pope ig si ea ahs Sy Me cr 
ein ta came dane tated te Ra PL eres ee) As eS ne Eg gg ee MN eee A aca gee fe Pile es eG pies Se ene Soar. haeanee oer a 


128 


248 + B+C + S48 + BFC + 348 + BHC + D948 + BHC + OHH + BHC + 948 + BHC + D+G + BHC + D4H + BHC + OE 
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GOURMETS—Joseph Starke (right), general manager of General 

Foods’ Gourmet Foods Operation, and J. T. Webber, national sales 

manager, pose with the 55 imported and domestic fancy food spe- 
cialties GF is introducing. 


General Foods Aims Gourmet Foods Copy 


at Connoisseurs of Comestibles (and Ads) 


(Continued from Page 2) estimated 5,000 retail fancy foods 
passing.” outlets. 
GF decided to go off on this ad-| Young & Rubicam is the agen- 
vertising tangent for two main|cy, # 


reasons: (1) Gourmet Foods will 

appeal mainly to a ea in hel bl S ] M ks 
¢ Sale Mar 
/ ~ a 
Inquirer’ Jubilee 
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|Scott-Atwater Uses 
Fashion Ads to Push 
Colorful New Motors 


(Continued from Page 2) 
boats and motors and fishing and 
water skiing scenes.” 


® The new campaign breaks in the 
October issue of Boats, Motor Boat- 
ing, Outboard, Outdoor Life and 
| Yachting. In November, insertions 
will run in Field & Stream, Fish- 
erman, Popular Boating and Sports 


Afield. 


From January through June, ads 


| also will appear in Life, Sports II- 


lustrated, The Saturday Evening 
Post and Time. Parade and This 
Week Magazine also will be used. 
All insertions will be in full color 
and will be half-pages, pages or 
spreads. Batten, Barton, Durstine 
& Osborn is the agency. 

A full ad schedule also will be 
run in Boating Industry and Out- 
board Progress. In addition, Scott- 


Atwater will participate in an ex- 
tensive co-op program with its 50 
distributors and 4,000 dealers. Mr. 
Ruff said this is the only company 
in the industry with a co-op pro- 
gram. 

Scott-Atwater is the third larg- 
est outboard motor company in 
the U.S., ranking behind Johnson 
Motors and Evinrude. Although the 
company’s sales are not made pub- 
lic, Mr. Ruff said volume has more 
than trebled in the past five years. 


® It is estimated that the compa- 
ny invested $400,000 in advertising 
in 1957. Ad expenditures in ‘58 
are expected to reach nearly $500,- 
000. # 


Calavo Group Names Preston 

Lynn Preston has been named 
advertising manager of Calavo 
Growers of California, Los Angel- 
es, succeeding Bernice Newcomb, 
who has resigned. Mr. Preston for- 
merly was an account executive 
with Rippey, Henderson, Bucknum 
& Co., Denver. 


market which is interested in the! 
(Continued from Page 3) 


unusual—and which will tend to 

be attracted to the unusual in ad- 

vertising, and (2) it is hoped that 

the personality of the advertising 

will lend to GF a very human, 

friendly personality as the leader rens, newsstand cards, bus and| 
trolley cards and pole posters. 

Glowing footprints will guide the | 

2 Chr blic to Inquirer newsstands, and | 

line was worked out early in ’56, _ : Mr 

primarily to establish a p it | a banner will herald the promotion 

personality as a leader in the fine | £f om the sky via airplane. 


8 The idea for the Gourmet Foods 


in the fine food field. 


food field, for its effect on the! The jubilee was conceived last 
mass-distributed items in the | May, but held under — Only 
General Foods line—an objective | five executives knew of it. They 
much like that sought by Ford| Were charged with coordinating 
with Thunderbird or by Corning |‘irculation, editorial and promo- 
with Steuben glass (AA, July 29). | tional efforts without letting their 
In August, 1956, Joseph Starke, OW? staffs in on the project. 
vp and general manager of Amos | fi oat : 
Parrish & Co., New York agency,|® To maintain security, all layouts 
was named general manager of and artwork were prepared in the 
the operation and started out on|Chicago office of Al Paul Lefton 
a year of travel, talking with fancy | Co., the Inquirer’s agency. Finished | 
foods merchandisers in the U.S. |@tt was shipped to a printing plant | 
and locating food sources around |in Newark. Typesetting was farmed 
the world. |out to a number of plants to pre- 
| vent a cohesion of type under one 
® The present line now includes "oof. Tv spots were prepared in 
55 products, in nine categories: Chicago, New York and Philadel- 
\Preserves, soups, biscuits and|phia with the name of the news- 
|cookies, cocktail snacks & hors | paper left blank. 
|d’oeuvres, sauces, entrees, des- News dealers and carriers will 
serts, coffees and teas and mis-|make their normal profits next 
cellaneous. Prices range from|Monday, despite the 1¢ charge. 
about 60¢ for potage St. Ger-|Home delivery customers will be 
main to $3.95 for Rock Cornish |credited 4¢, and mail subscribers 
game hen or Copenhagen ham, but/| will have their subscription ex- 
|}most of the products will retail tended by one day. 
for around $1. The Inquirer’s ad staffs were 
About 60% of the line is im- | not informed of the promotion un- 
ported from some 15 countries, and | til today. # 
15% has never been marketed be-| 
fore. The line will be distributed 
jonly through top high-priced spe- | 
cialty food outlets, starting in Oc- 
|tober. The company aims for dis- 
|tribution in 1,200 to 1,500 of the 


Fellman Opens N.Y. Oftice 
Leonard F. Fellman Co., Phila- 
| delphia, cooperative merchandising 
company, has opened a New York 
office at 515 Madison Ave. 


“| SELL FHP MOTORS TO THE OEM” 
Jake Giemsa | 
REDMOND COMPANY 


“Not too long ago, Purchasing Agents 
were mainly concerned with prices and 
Bs delivery dates on motors. 

“Nowadays, though, most P. A.’s that I meet are keenly 
interested in specific technical features of components. 

“Since they're ultimately responsible for satisfactory 
performance of their company’s product, they look for 
true value. They prefer to buy dependable products with 
a proved reputation. 

“That's why I'm glad Redmond is a regular advertiser 
in PURCHASING NEWS.” 
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° RESERVE SPACE NOW! 


. . first forms close 
October 1, 1957 

. . last forms close 
October 8, 1957 


MAKE SURE YOUR 


... Special features to strengthen 
your automotive jobber sales 
now... and all next year! 


This is one year you cannot afford to miss having 
Jobber Topics Annual Issue selling for your ‘team.’ It 
will be packed with a parade of new products 

and sales aids; sales reports by jobbers and for 
jobbers; authoritative industry statistics plus four 
useful directories of Jobber Members of NSPA and 
MEWA, Automotive Manufacturers and Manufac- 
turer’s Agents and Warehouse Distributors. 


— readership of this significant issue will be 
igher than ever. The 1957 Annual Issue of Jobber 
Topics will be packed with vital facts jobbers and 
jobber salesmen must have to sell, stimulate, and 
inform every prospect for your product, service or 
equipment. It’s information like this they look for so 
they can more profitably sell your line. 


Jobber Topics belongs to the automotive jobber — 
and jobbers like it! It has belonged to them for more 
than 35 years. But more important to you, jobbers 
read it! This has been proven time and again 
through the editorial impact and sales leadership 
that only a qualified, experienced publication like 
Jobber Topics offers. Have your Jobber Topics 
representative give you all the facts on how the 

1957 Annual Issue can improve your automotive 


marketing program. 


‘3 Jobber lopics 


IRVING-CLOUD 
PUBLISHING 
COMPANY 


New York 17, N.Y. Cleveland 14, Ohio Lathrup Village, 
122 East 42nd Street 856 Leader Bidg. 10000 ton Dingo ma 
P. J. Philpott T. J. McGill Howard C. T 
ion Hi 
Ch 30, Illinois Los Angeles 57, Calif. Oakland 12, Calif. 
7300 he. Cicero Ave. 1800 West 6th Street 2503-7 Broadway 
N. McK. Kneisly Robert H. Diebler & Assoc. E. 0. Newfield 
W. Brown 
H. J. Moore 
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THE TIME READER*.. 


® JACKET 


® jacket every. 


’ cold. Lined 
od warmest of 
E. Woods of 
‘cloth im Yan 


. full zipper. 


wwer proofed. 
$43.50 
$47.85 


Fawn colored, 
th re versible 
*ing, fire-red 
wer -arflaps. 


woled. 6% we 


$5.00 


” 


an alpaca 
* quality 
walle and 

85.50 


MENS SANA IN CORPORE 


/ 


SANO 


as seen by 


BEAU BRUMMEL 


circulation 


2,100,000 


* TIME offers the biggest concentrated au- 
dience of best customers and influential 
people in the United States today. Never- 
theless, Abercrombie & Fitch exaggerates. 
Not all TIME readers smoke pipes. 
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The fall issues of PLAYBOY are 


' 
| Here’s a partial list of advertisers 
arriving with a prestige passenger list { 
' 
: 
' 
' 


who have already reserved space in 
of first class national advertisers. the holiday issues of PLAYBOY: 
Traveling in style aboard the October 
issue are nationally advertised 
brand names you know well. These 
firms have selected pLAyBoy as the 
best possible means of reaching 
an important destination—the influential 
young urban men who have made 
PLAYBOY the largest selling quality 

riced (50¢ or over) men’s magazine 
in America. PLAYBOY'S average 
circulation for the last six 
months of 1956— 795,965. 


; 
To guarantee the kind of first class ' 
accommodations that would merit : 
regular patronage from quality adve 
PLAYBOY has planned carefully: the ; 
development of a specialized audien 
(the young man-about-business and 
the man-about-campus), a complete 
advertiser merchandising program 
(including student representatives on 
every major U.S. campus) and a 
selective policy of running only 
the best kind of advertising. 
The planning has paid off. The 
PLAYBOY “Special” leaves each month & 
with more and more national brand 
name advertisers on board. It’s a good? 


ABC-Paramount Records 
Acoustic Research, Inc. Speakers 

After Six by Rudofker 

Allen-A Insulaire Underwear 

Altec Lansing Corporation Hi Fi 

Atlantic Recording Corp. ’ 
Audio Fidelity Records 

Burma Shave Shave Bombs ‘ 
California Sportswear Company 
Canterbury Belts Ltd. ' 
Contemporary Records 

Corbin, Ltd. Trousers 

Cricketeer, Inc. Sportcoats 

The Duffer Co., Inc. Coats 

Garrard Sales Corp. Record Players 
Griffin Microsheen Boot Polish 

Grove Laboratories NoDoz 

Grundig Majestic Hi Fi Instruments 

Heath Co. Hi Fi Kits 

H-l+S Sportswear 

Kaywoodie Pipes, Inc. 

Kentucky Club Pipe Tobaccos 

L'Aimant by Coty 

James B. Lansing Sound, Inc. Hi Fi 
Linett Clothes Ltd. 

London Records 

Lord West Formal Wear 


— a 


time to make your reservation Marlboro Cigarettes 

for PLAYBOY, too. ‘= Mcintosh Laboratory, Inc. Hi Fi 
y Medico Filter Pipes 

ALL ABOARD! ; The Mennen Company Pre-shave Lotion 
’ \ My Sin by Lanvin 

There’s still ample time to Hy Pabst Biue Ribbon Beer 

make connections for two 4 hy Pacific Jazz Records 

big holiday issues, and aris Belts 

the fare is a low Pentron Corporation Tape Recorders 

$3,850 per page. Pickering & Company, Inc. Hi Fi 


December (on sale November 15th) 
closes October Ist. 


January (on sale December 15th) 
closes November Ist. on 


Write, wire or phone today 
for more information. 7‘ 


PLAYBOY 


232 E. Ohio Street + Chicago 11 + MI 2-1000 
598 Madison Avenue + New York + PL 9-7470 


-Kut Company, Inc. Hi Fi 
It of France Dauphine 

ey Champion—Samovar 

o Vermouth 

Records 

Walker Imperial Whiskey 
rs Conley Company, Inc. 
ston Cigarettes 


a cit’, and over 80 quality 
Nana order product 
vertisers Which we ¢ 


—~.,.haxen’troom to list. 


_ Plymouth of Boston Rainwear 
Reoeney Transistor Radios 
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